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Proof of dominance! 



June 1956 figures*give WXEX-TV 




more viewers 
per rating point 



Number of TV homes 
in Grade B area 



TV homes per rating point 
projected to Grade B area 



STAl ION B 
STATION C 



1 74,800 



o WXEX-TV delivers 16.9'"( more TV homes than Station B—ll.S' c more than Station C. 

• WXEX-TV gives you a bonus of better than 2 TV homes with every 12 homes you buy. 

• Station B is now operating on interim low power and tower. On this basis, the Grade B area of 
WXEX-TV delivers 58.3 more TV homes than does Station B. 

'Service contours of stations considered are for maximum power and tower calculated by Kear & Kennedy (consulting radio engi- 
neers, Washington. D. C.) from information on file with I'^CC, and based on latest available AR1>' figures updated to June 1, 1956. 

The dominant station serving Richmond, 

Petersburg and Central Virginia 






Tom TInsley, President 



NBC BASIC— CHANNEL 8 



Irvln G. Abeloff, Vice Pres. 



National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington. 

Forjoe & Co. in Chicago, Seattle, San Francisco, Las Angeles, Dallas, Atlanta. 
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NEWSMAKING BASICS 

NETWORKS STILL GET LION'S SHARE OF ADVERTISERS' TELEVISION DOLLAR S 

Shade more than 50% of $1,005.000.000 spent in tv advertising during 
1955 went to networks. McCann-Erickson ' s Central Research Department 
estimates dollar breakdown: $520,000,000 in net. $265,000,000 in 
spot. $220,000,000. local. Total '55 topped '54 by $195,900,000. 



FILM DISTRIBUTORS' ANNUAL SALES HEADED FOR $260.000.000 MARK 

By 1960, CBS Film Sales estimates annual sales volume of the tv film 
distribution business will be $260.000.000. up from an estimated 
$100,000,000 this year; from $1,500,000 in '48. 



MOST PEOPLE TUNE TO RADIO IN MORNING TIMES FROM 8 TO NOON 

In morning from 8 until noon on weekdays. 7.999.000 homes tune to 
radio ; from noon to 6 p.m.. 6.580.000. On Sunday through Saturday, 
6 to 11 p.m.. number of homes tuned in slips to 4.130.000. 



MORE COLOR PROGRAMING CRUX OF SPONSOR ACCEPTANCE AND COLOR SET SALES 

Amount of color programing offered by stations and networks will 
increase in 1956-57 as only means by which stations can (1) promote 
color tv set sales (2) stimulate interest among sponsors towards 
color as important advertising factor. Fact that only about 6 
stations are charging color rates indicates color has far to go to 
become commercial success ; is caused by lack of color sets-in-use. 

TV SET PRODUCTION OFF IN 1ST QUARTER. BUT SATURATION KEEPS GROWING 

Although RETMA reports 343.000 less tv sets produced in 1st quarter 
1956 than in 1st quarter 1955. Census data for this February puts 
home ownership at 35.000.000 sets for 73% saturation, or gain in satu- 
ration over 1955 of 8%. Manufacturing slump in sets this spring fol- 
lowed pattern of auto industry softness, indicates no long term trend. 



AUDIENCE COMPOSITION VARIES GREATLY WITH TYPES OF FILM SHOWS 

Advertisers buying film shows can attract nearly the exact type of 
audience composition sought. Examples of variances in viewing 
categories: Liberace . 167 viewers: 37 men. 94 women. 24 teens. 12 
children. Captain Gallant. 221 viewers: 47 men. 45 women. 27 teens. 
192 children. Westerns remain perennial kid favorites. 



FOOD PRODUCTS SPEND MORE MONEY THAN ANY OTHER INDUSTRY IN NETWORK TV 



Last year, food product advertisers spent almost §80,000,000 in net- 
work tv, about §60,000,000 more than toiletries, next biggest invest- 
ing class. Cars, accessories spent $47,000,000; drugs, $23,000,000. 

MANY RADIO SETS ARE LOCATED IN CARS, IN HOME AREAS OUTSIDE LIVING ROOM 

Trend in radio set location is to cars, areas outside living room. 
25. 9;?. of all sets are in cars; 68. 3-'^, homes; 5.8%, other locations. 
Of household sets, 25.1% are in living room; 21.4%, bedroom; 16.0%, 
kitchen; 4.4%, dining room; 1.4%, den. There are 35 million car 
radios today, compared with 7.5 million in 1946. 

THE YOUNGER THE HOUSEWIFE, THE MORZ SHE WATCHES, THE LESS SHE READS 

Housewives under 35 spend 12 times more minutes v/ith tv than news- 
papers. Pulse survey in Chicago showed. Ratio of viewing time over 
reading time diminishes as housewife grows older, but tv still claims 
edge. In 35-49 age group, tv leads 4.6 to 1; in 50-plus group, 3.7 to 1. 

NETWORK FILM RERUNS KEEP 74% OF THEIR FIRST-RUN RATING LEVELS 

Nielsen compares what buyer gets from (a) an original film show and 
(b) a rerun. Original rating of 30.2 compares with rerun of 22.3 with 
second showing getting audienc e 7 4 ^ as big. Original film was seen 
an average of 25.3 minutes; rerun, 23.6. Original film audience, 
27.5% of homes tuned during average minute; rerun, 18.9%. 

LITTLE DIFFERENCE IN AUDIENCE TUNE-IN FOR NET AND NON-NET SHOWS 

Audience for network sponsored tv programs and for all other Shows 
is about same. Of total viewing, 40.5% is network; 50.5%, all other. 

NUMBER OF WEB RADIO CLIENTS UP, BUT TOTAL HOURS DECLINE 



More advertisers are buying network radio today, but total number of 
sponsored network hours is less than in past. Biggest reason is 
continuing trend tov/ard purchase of smaller time segments. ABC shows 
404 sponsored program broadcasts in 1951, 620 in 1956, a gain of 
53%. Segmentation, announcements make this typical of all nets. 

TV ATTRACTS GREATER AUDIENCE IN WINTER MONTHS THAN DURING REST OF YEAR 

Viewing is high all year round, daytime average one hour, 39 minutes 
daily, 2 hours, 4? minutes at night. Both day and night lose 
slightly in spring and summer. Daytime peak is 2 hours, 10 minutes 
in winter; drops to 1:57 in spring; 1:20 in summer. Nighttime hits 
3 hours, 25 minutes in winter: 3:06, spring; 2:03, summer. 





THE AMERICAN TOBACCO COMPANY 

Lucky Strike Cigiirrtles 
"Your Hit I'arade"* (Keplaced by 
"Advenlure Theater" ilurinp summer.) 
"The Jark Benny I'mgram"* (Alter- 
nates regularly with "Private Secre- 
tary." Off (luring Mimnier.) 
"Private Secretary,"* starring Ann 
Sotliern (Alternates regularly with 
"The Jark l?i-nny Program." On every 
week (luring summer.) 

ARMSTRONG CORK COMPANY 

Resilienl Floors, l}uiltliof- Materials 
"Armstrong Circle Theater"* 

BRISTOL-MYERS COMPANY 

"linn " Deodoront— T nishm 
".\lfre(i Ilileheork Pre-cnls"*+ 
"Arthur Godfrey and Ilis rriends"*t 
"Arthur Godfrey Time"** 
"Garry Moore Show"** 
"Playhouse 90"** 
(beginning Oct. 1) 

CAMPBELL SOUP COMPANY 

Corfiphell's Soii/ys 

"Lassie" (Every week beginning 

Sept. 0.) 

"Campbell Star Stage"* 

"On Trial"* (To replace "Star Stage" 

beginning Sept. 7.) 



Advertising 



"Mickey Mouse Club"** 

OE SOTO-PLYMOUTH OEALERS 

OF AMERICA 
"You l!et Your Life," starring (Iroucho 
Marx 

E. I. OU PONT OE NEMOURS 8. CO. (INC.) 
"I)u Pont (lavah ade Theater' 

GENERAL ELECTRIC COMPANY 

"The General KIcclric Theater" 
"Medic"* (G-E Lamp Division) 
"Warner lirolhcr^ Present-"* (lo re- 
place "Medic," beginning in .Septem- 
ber.) 

THE B. F. GOOORICH COMPANY 

"I.ileSaier" Ttibeless Tires 

"The George liurns & Gracie .\llen 

Show"* 

GENERAL MILLS, INC. 

lirtty Crnrher Mixes, ond Other 

General Mills Products 

"liob Cro-by Show"** 

"Mickey Mouse Club"** 

"The George Burns & Gracie .\llen 

Show"* ( beginning 0(1. l.")) 

"Garry Moore Show"t 

"Wy.ill Earp"t 

"\aliant Lady"t 



LEVER BROTHERS COMPANY 

"Art Linkleller'- Ib.uM- P.arly"** 

"Gordon Macllae Show" 

"On Trial"* (beginning Sept. H) 

MINNESOTA MINING 8. MANUFACTURING 
COMPANY 

"Scolcli" Hrond Cellophnne. Others 
■ Mickey Mouse Club"** 

MURRAY CORPORATION OF AMERICA 

"Kns\ " l[ (tshers 

".\rlhur Godfrey Time"** 

REVLON PROOUCTS CORP. 

Satm-^etJ" Touch ood A/p- 
slicks aod 'Fiilurnmo.' ond \nd 
Enamel 

"The Sf) 1.000 Oi"""'""" 
"The S6 1.000 (:hallenge"+ 

UNITEO STATES STEEL CORP. 
"I niled Sl,;les Sleel Hour"* 

WILOROOT COMPANY, INC. 

IT'ililrool Crearn Oil Iliiir Tonic 
"The Xdvenlures of K(d)in Hood"* 

ZENITH RAOlO CORP. 

Zenith Radios, Tf 

"\f'\\ Koolb.-ill" ( *4 spiin^or^hip. 
Begi/inin;; Sept. 22.) 

*Allcrn He **« 1 k* •*s,.(«ti>(*nl tPAr/K-tpAlInf 



Batten, Barton, Durstine & Osborn, Inc, 



NEW YORK. ATLANTA. BOSTON. CHICAGO. CLEVELAND. DALLAS. DETROIT. HOLLYWOOD. LOS ANGELES. MINNEAPOLIS. PITTSBURGH. SAN FRANCISCO. SEATTLE. TORONTO 



PROCTER & GAMBLE IS NATION'S NO. 1 NETWORK TV BUYER FOR THE FIFTH YEAR 



P&G has been first on list of tv's top 10 buyers since 1951. Most of 
other 9 switch around positions in lead lineup rather than into 
or out of it. Others: Colgate, Chrysler, Gilette, General Motors, 
General Foods, R. J. Reynolds, American Tobacco, General Mills, Lever. 



RADIO LISTENING VARIES LITTLE BUT HITS SOME SMALL WINTER PEAKS 

Radio listening is pretty well evened out over different seasons, but 
there are small spurts above the national averages during winter 
months in both day and night, and in the winter and spring months 
during the day. Nighttime average of 33 minutes daily goes up to 35 
minutes in winter, down to 32 in soring and summer. Daytime average 
of one hour, 32 minutes hits one hour, 36 minutes in winter and 
spring, dips to one hour, 25 minutes when summer comes. 



MORE THAN TWO-THIRDS OF ALL LOCAL TV PROGRAMING IS FILMED 

NARTB estimates 32 hours, 48 minutes of local film is telecast weekly 
on average station, compared with 17 hours of local live. Film 
represents third of total television programing, 104 hours, 2 minutes. 



NET TV AUDIENCES NOW PREFER HALF-HOUR DRAMAS TO SITUATION COMEDY 

Biggest gainer in popularity of show types on net tv is 30-minute 
general drama; biggest loser, situation comedy. During past winter, 
average home spent 17% of viewing time with former, 16% with latter, 
reversing habits of winter of 1954-55 when situation comedy rode 2 to 
1 over half -hour dramas. Figures, based on Nielsen Tv Index, also 
shov/ that if general dramas of all lengths (30-, 60-, 90-minutes) were 
pooled they'd be 2 to 1 over situation comedy in percent viewing time. 



HOW FEATURE FILM COSTS TO STATIONS VARY BY DIFFERENT SIZE MARKETS 



Comparison of average per-hour feature film cost to stations in dif- 
ferent size markets shows the following: cities to 99,000 families, 
$29; 100,000-249,999, $39; 250,000-499,999, $62; 500,000-999,999, $75; 
1,000,000 and over, $155. Talent fees follow pattern. 
Data is from NARTB 's 1956 Film Manual. 

OUT-OF-HOME RADIO LISTENING ADDS BIG BONUS AUDIENCE TO IN-HOME FIGURES 

Out-of-home listening varies as greatly as percentage of in-home 
listening from market to market. It's not unusual for away-f rom-home 
auto and portable listeners to represent as much as 20% of the at- 
home audience. Boston has 24.8 non-home listeners for every 100 in- 
home ; Philadelphia and Cincinnati, 23.2 for 100. 



This is a backbone. 

You can't run a good advertising agency 
without it. 



It often makes you say an honest ''no" 
to a cHent instead of an easy ''yes." 



It means giving service instead of 
servihty. 



Very often, the result is outstanding 
advertising. 



K 



YOUNG & RUBICAM, INC. 

ADVER7"/S/NG 

Hew York Chicago Detroit Son Froncisco Los Angeles Hollywood Montreol Toronlo Mexico City lonc/on 
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NET RADIO COSTS DIP FOR DAYTIME AND NIGHTTIME IN PAST DECADE 



NBC compares its evening and daytime costs for advertiser in 1946 
and in 1956; results show lowered costs reflective of all networking. 
Evening: cost-per-1 , 000 home minutes in 1946, $2.45; in 1956, $1.24, 
down 50%. Daytime: 1946, 830; 1956, 740, down 10%. 



NARROW PROFIT MARGIN ON COLOR SETS WON'T DETER PRODUCTION IN '56- '57 

"Competitively priced" will be key phrase in deciding color television 
sales in 1956-57. With RCA acknowledged leader in color television 
set field other manufacturers are following suit although Emerson 
president Benjamin Abrams says no one can make a profit matching RCA's 
price. Admittedly Emerson was_ l osing $100 on every $794 color set 
sold ; nevertheless reduced price again to $678 in effort to "obtain 
public identification with color." RCA says further price reductions 
are unlikely but survey showing potential of 1,000,000 sales at that 
price should keep color set production lines moving. 



69% OF ALL LOCAL FILMS AIRED BY TV STATIONS ARE SPONSORED 

More than two-thirds (69%) of all local film programs are sponsored. 
Less than third (31%) are sustaining. Of sponsored shows, 29% are 
full; 40%, participation, with latter type sponsorship on upgrade. 



MORE THAN TWO-THIRDS OF ALL RADIO HOMES HAVE 2 OR MORE RECEIVERS 

More homes acquiring extra radios ; about 2 out of 3 have 2 or more 
sets. 33.8% have 1 set; 32.7%, 2 sets; 33.5%, 3 or more. There are 
45 million radio households with 82 million home sets in working order. 



20,000 EPISODES OF SYNDICATED FILM NOW AVAILABLE TO ADVERTISERS 

Film libraries available for sponsorship include 20,000 different 
episodes of syndicated film; 8,000 feature films. Of 447 syndicated 
series analyzed as to length, 47 are 5 and 10 minutes long; 173, 
15 minutes; 215, 30 minutes; 12 are one hour long. 



ADVERTISERS REACH LARGE AUDIENCE ACCUMULATION WITH NET RADIO 

Three samples of network buying patterns show wide reach into audi- 
ence: (1) weekend news package reaches 25.5% of all homes, 38.6% of 
all radio-only homes, 20.6% of all tv homes. (2) 50 6-second an- 
nouncements scattered throughout week hit 9,776^000 homes, or 20.8% 
of all homes, an average of 4.1 times each for a total of 39,950,000 
commercial impressions. (3) a daytime strip in 4 weeks reaches 
5,944,000 different homes; one week, 1,404,000. Rating per show, 3. 



The TOP 10 FILM SHOWS 



in BOSTON 




ARE ALL ON 



WNAC - TV 

Th& Imieti iit Boiiwt 




AS RATED BY ARB — MAY 1956 

1. Superman (Flamingo) Fri. 6:30 WNAC-TV 31.0 

2. I Led Three Lives (Ziv) Mon. 7:00 WNAC-TV 28.4 

3. Death Valley Days (McC.-E) Fri. 10:30 WNAC-TV 25.4 

4. Man Behind the Badge (MCA-TV) Sun. 10:30 WNAC-TV 23.7 

5. Waterfront (MCA-TV) Sun. 7:00 WNAC-TV 22.6 

6. Western Marshal (NBC Film) Wed. 7:30 WNAC-TV 22.3 

7. Mr. District Attorney (Ziv) Tues. 10:30 WNAC-TV 20.6 

8. Wild Bill Hickok (Flamingo) Tues. 6:30 WNAC-TV 19.6 

9. Badge 714 (NBC Film) Wed. 6:30 WNAC-TV 19.3 
10. Annie Oakley (CBS Film) Sun. 5:00 WNAC-TV 18.1 
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Decision-makers 

who direct nationwide 

business expansion are 

SOLD 

ON 

SPOT 

Slenderella International 
and its agency, Management 
Associates, are sold on Spot 
as a basic advertising medium. 

Three years ago, Slenderella, with 20 slen- 
derizing salons in metropolitan areas, 
wanted (1) to increase the number of its 
service outlets and (2) to build new busi- 
ness in those already established. 

Spot Radio was decided upon as the basic 
advertising medium! 

Slenderella sent its message directly to 
women via local Radio jjersonalities. To add 
the joersonal touch, all personalities were 
familiarized with Slenderella techniques 
through actual tours of the salons, and ad 
lib commercials were the rule. 

Results? Lawrence L. Mack, president, says: 

• "We're found that Spot Radio is the most 
effective medium to build our service, mar- 
ket by market. 

• "We now have 132 salons and expect to 
have 175 by the end of 1956. 

' "We're living on our success with Spot!" 

Slenderella today spends more than twice 
as much in Spot Radio as it does in any 
other medium. Its advertising budget will be 
increased to make more use of Spot Televi- 
sion, but, says Mr. Mack, never at the ex- 
pense of Spot Radio. 



Find out now how . . . 

mkjI spot sai.ks 

can build ^our sales in 
these 15 major markets: 

NEW YOUK, WRCA, WRCA-TV • SCUENKCTADY- 
ALIIANY-TROY, WRCB • IMlILADEl-PlllA, WRCV, 
WRCV-TV • WASHINGTON, WRC, WRC-TV . MIAMI, 
WCKT • nuKKAI.O, WBUF-TV • LOUISVILLE, WAVE, 
WAVE-TV • CHICAGO, WMAQ, WNBQ • ST. LOUIS, 
KSD, KSD-TV • DENVER, KOA, KOA-TV . SEATTLE, 
KOMO, KOMO-TV • LOS ANGEI.K.S, KRCA . PORTLAND, 
KPTV • SAN FRANCISCO, KNBC . HONOLULU, KCU, 
KONA-TV • ANI) THE NDC WESTERN RADIO NETWORK 



Ix-ft (o riKlit: ELOISK ENGLISH, Kxec. V. IV in Charge 
of Operations, Slcmlorolla lnlorn.il ional; llARNES 
COMPTON, JR., TV .Sale's Hcprosenlalive, NBC Six>l 
Sales; L. L. MACK, IVcs., Slenderella International; 
ROBERT HOWARD, ll^wlio Sales Uepresentative, NBC Six)t 
Sales; SUZANNE WELLS, I'res., Manafiement Assoc.; 
JAMES I.IEB.MAN, lOxec. V. P. in Charge of Heal Estate 
& Construction, Slenderella International. 
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fIRST 



ooming 

LL STATIONS 

five markets 
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MILWAUKEE, WIS. 

First . . . day and night 
March-April Pulse 



I 



I 



waKe 



I 



KcbQ 



ATLANTA, GA. 

No. 1 of all independents 
Jan. -Feb. Hooper 



SAN DIEGO, CALIF. 

Leads all day 
April-May Hooper 



I 



I 



PHOENIX, ARIZ. 

First in the afternoon 
Second in the morning 
April-May Hooper 



APPLETON, WIS. 

Top apple, 
round the clock 



the 
big guns 





in 
the 



BARTELL 
GROUP 

are ready to fire for you 
at the lowest cost per thousand in the market. 
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'' to insure success... 

USE A BARTELL STATION 
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Let us 



raise a standard to which 
the wise and honest 
can repair ' 




1787 



KUDNER AGENCY, INC. 

NEW YORK • DETROIT. LOS ANGELES 
SAN FRANCISCO • WASHINGTON 
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To sell North Texas: 




<24) 

top advertisers 




have used WFAA 



10 years or more! 



Twenty-four top American companies have 
been advertising on radio station WFAA ten 
years or more. Among them are such names 
as R. J. Reynolds Tobacco Company, Plough 
Sales Corporation, Quaker Oats Company, 
The Mennen Company, Fant Milling Com- 
pany, and others of similar caliber. 

Why have these big names remained con- 
sistent advertisers on WFAA? 

Because they know when they have a 
winner. 



WFAA 



820 

50,000 WATTS 



570 

3,000 WATTS 



DALLAS 

NBC • ABC • TON 

Kdward I'cti v & ("o., Inc., Heprcsentativi's 



'U7i<7/i .S7(/Jv, A. C. XicLscn, X.S.I. 



WFAA leads in North Texas in every 
category* . . . 

... in General News Coverage 

(More listeners prefer WFAA-820 news tiian 
the next 3 stations coniliined) 

... in Farm Nev/s Coverage 

(Murray Cox's farm co\-eraRe is among Nortii 
Texas' Top 10 in popularity) 

... in Programming 

(8 of the Top 10 programs in No th Texas 
are WFAA-produced) 

... in Listenership 

(of 109 stations WFAA leads decisively in hoth 
daytime and nighttime audiences) 



If you want to Iniy the higgest audience in 
the higgest Texas market, talk toyourPetry 



man now 
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FALL FACTS BASICS 



HOW TO USE FALL FACTS BASICS 



Here's a quick guide to eight major Fall Facts sections 

TOP TRENDS for fall are summarized starting on page 15. Then for the details 
you'll want to study each of the mojor Fall Facts Basics sections which follow. A 
brief description of each sectidn>and page on which it begins is presented below. 
See also Newsmaking Basics, starting page 1, for Jw, Film and Radio highlights. 



1 

SECTION 


TELEVISION 

Here's your over-all look at both spot and network television, includ- 
ing complete lineup of fall Tv programing with the advertisers listed 

PAGE 25 






FILM 

This section covers both film programing (syndicated and feature) and 
film commercials. Updated chart of SAG costs appears page 78-9 

PAGE 77 




SECTION 




3 

SECTION 


TELEVISION BASICS 

Have you got a question about the size and scope of television? You'll 
find hundreds of tv facts in chart form within the 18-page Tv Basics 

PAGE 111 
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SECTION 


FILM BASICS 

How much money is spent on film annually? How do reruns do? How 
much film do stations carry weekly? The answers are ail charted here 

PAGE 141 






COLOR BASICS 

What are the predictions for growth of color sets? What does color 
tv cost? What stations are active in net, local color transmission? 

PAGE 161 


:> 

SECTION 




SECTION 


RADIO 

Making some radio plans? You'll want to turn quickly for buying 
guidance to this section which covers spot and net fall radio picture 

PAGE 169 




RADIO BASICS 

This is the largest collection of facts and figures on spot and network 
radio ever assembled in SPONSOR'S history. 22 pages of fall facts 

PAGE 207 



TIMEBUYING BASICS 

Want a quick review of what veterans say about timebuying tech- 
nique? Then turn to these six pinpointed discussions on how to buy 

PAGE 253 




Spend Jefferson Nickels 
on a Jefferson Standard Station... 
Create Jeffersonian Results 



UJBTV 

CMARI.OTTK, N.O. 

tUBTUI 



JEFFERSON STANDARD BROADCASTING COMPANY 
represented natiOMlly by CBS TV Spot Sales 




N i<K'i> tape will he important in eliminating kinescope 
and daylight saving time prohlems. See pasie 13. In picture 
witli Anipex tape recorder, Paul West, A.NA president; Phil 
Cundy, Anipex general manager; Howard .Meighan, CBS T\' v. p. 



New tN proprani* for fall include A15C kiddie spectaculars. 
See program charts starting jjage 58. In picture, George \ ierheller, 
director of St. Louis Zoo from which programs will originate; 
Andrew Brand, ad mgr. Friedmaii-Shelby Div. Int. Shoe Co., program 
i-ponsor; m.e. Johnny Olsen. Chimi) act will be program feature 




1. Advertisers are signing longer contracts. Inrreasingly 
major spot tv fspendcrs buy on a 52-\veck basis to hold 
liard-to-gct nighttime tv franchises. 

2. There's a sharp increase in 20-second announcements 
this fall. Clients ordering minute announceinents more and 
more do so with an eye to lifting 20-second announcements 
out of them. l.U.'s, too, continue to rise in acceptance as 
clients seek to work around the shortage of minute avail- 
abilities that now jirevails in spot television. 

3. Close liaison tvith sellers is becoming an art. Some cli- 
ents notify stations and reps months in advance of a cam- 
paign breaking to prcjJare the way for getting the time slots 
they want. More buyers are traveling to visit stations and 
settle clearance problems, sometimes finding that there are 
periods available as good as the ones they hoped for. 

4. A spurt in daytime buying is considered imminent. 
Media men point to expansion of network da}time pro- 
graming and tightness of time at night as prime factors. 

NETWORK TELEVISION 

Full report starts page 51 

- 

There are plenty of program changes but no new con- 
cepts. \'he season is starting out as a jxniod of consolida- 
tion on previously established jjrogram foundations. One 
major trend is toward more costume drama. In general 
comedy has the highest casualty rate. 

6. There are more available programs this year than last. 
Networks have been late setting program schedules and at 




presstiine each of the networks had slots still open for 
sponsorship in prime time though many contracts are set 
pending final decisions. (See program charts starting 
page 58.) 

7. ABC is coming up fast. If billings continue at rate of 
first half of year, network may show 50% gain for 1956. 
Network has gone from 10 sponsored hours weekly in Jan- 
uary 1953 to 37 hours and 30 minutes in 1956. One big 
beachhead for ABC next season: the 11:30 to 12:30 morn- 
ing block. At the other end of daytime, its Mickey Mouse 
Club will now be unopposed by children's programing 
from other networks, reflecting its moppet supremacy. 

8. Nothing radical is expected from Washington. The 
new FCC jjroposals on tlie allocations front will not result 
in a rapid addition of new stations. Deintermixture of 
vhf and uhf stations is proposed for some 15 problem 
areas and a plan is advanced for eventual shifting of all 
television to the uhf band. This is a long-range plan, 
however, with the probability of a decade intervening to 
allow for obsolescence of vhf sets. Congressional probes 
will probably leave network operations unaffected. 

FILM 

Full report starts page 77 

9. There's rise in costume drama film program type for 
syndication, paralleling similar trend in network program- 
ing. Daytime stripping of film shows is growing practice 
(technique which NBC borrowed successfully in afternoon 
slotting of / Married Joan reruns starting this spring). 
Westerns continue popular, however varied demands of 
film distribution business are resulting in wide variety of 
show types being planned. 

10. Film networks may be on rise. First sale by the Vita- 
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pix-Hal Roach combination bodes well for more pre-cleared 
sales of film programs to national and regional advertisers. 
National Telefilm Associates has announced a film network 
which, it is understood, includes option time. About 50 
affiliates are understood to be signed up for new net. 

11. Clients are ordering more color commercials. Trend 
is noticeable not only in 90-second and two-minute com- 
mercials destined for spectaculars but for spot schedules 
as well. Rough estimate is that 20% of commercials will 
be shot in color next season, though color can add 15 to 
35% to cost of filming a commercial, depending on type. 

12. Animation uses are more varied this year. Not only 
is there a greater variation in animation techniques, but 
also more combination of animation with live action or 
demonstration hard-sell. Clients are intent on bucking 
competition by making their commercial lead-ins more 
entertaining by means of cartoon feature stories. 

SPOT RADIO 

Full report starts page 170 

13. Spot radio business is way up in general. Spot is 
attracting brand new accounts, returnees and renewals at 
a fast clip. There's growing feeling spot radio can be 
used to capture basic marketing objectives as well as pro- 
vide a booster. Gains aren't uniform, however. Small 
markets for one find it harder to attract clients. 

14. Advertisers are signing for longer schedules. There's 
a considerable increase in 52-week contracts without any 
turning away from saturation frequencies. The in-and-out 
approach is becoming less popular with advertisers more 
interested in maintaining steady pressure. 

15. There's still a rush for early-morning availabilities.. 
One reason for signing longer contracts, frequently, is to 
nail down the most-sought-after morning periods. But 
there's growing buyer interest in other daytime periods. 
In general, the attitude of clients toward spot radio has 



been shown to be increasingly positive over the past )ear. 

16. Radio copy is more sparkling. Which comes first, the 
chicken or the egg? Underlying reason for upbeat in use 
of spot radio may be fact many clients have been bring- 
ing the commercial techniques up to date, getting more 
out of their campaigns. More clients are going into com- 
mercials with production values. ITiere's stress on jingles, 
music, sound effects, creating "on-the-air" logos for in- 
stant client identification and product remembrance. 

NETWORK RADIO 

Full report starts page 198 

-■'"•''r " n 

17. Business looks good. There's more activity than in 
any recent year. A big factor: There are a lot of new cli- 
ents moving into network radio for the first time. Equally 
important: Blue-chip accounts which still form the back- 
bone of network radio are renewing and adding schedules. 

18. i\o program concept innovations are planned. The 
conventional program lengths remain basic at ABC, CBS 
and Mutual. NBC, which introduced two new continuous 
program concepts last season in Monitor and Weekday, 
will retain Monitor and probably drop Weekday. Conven- 
tional program lengths will probably go back into the 
hours now occupied by Weekday. 

19. Frequency buying is accentuated. Though there's 
plenty of provision for the client who wants single-show 
identity, the big trend is to use multiple insertions in a 
variety of program positions. Advertisers can increase 
their cumulative audience to high percentages of U. S. 
homes by spreading their messages which explains the 
interest in the technique. 

20. Network radio is being used for more purposes. The 
advertiser who wants to blanket a single region of tlie 
country in order to introduce a new product or stimulate 
lagging sales can do so on all four networks. Other flexi- 
bility provisions include short-term contracts. 
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TELEVISIOxX Ax\D RADIO 





A|{<; rr«--i<l«MiI Robert E. Kintiier 
?ays lii^li i|iiality, original program- 
iiig arc iiocded to gain audiences 
and to keep iheni entertained 



M5C Pre>i<Ieiit Robert W. Sarnoff 
stresses prestige program for in- 
stitutional bu\er, vertical satura- 
tion buying, color tv for "power" 




TELEVISION 
ONLY 



CHS- TV Pr»-.M<l<-iil J. I,. \an \ ol- 

kenburg see* much advance fall 
i)ooking in quest for good show and 
time; hypoed interest in fre(pieiiey 



RADIO ONLY 

A 





< I5S K.i.lio l'r«-si,|,.,il Arthur Hull 
Havf-s n-i-ortimends romhinalion of 
media, wilh purchase r)f radio for 
its fjcxibibly, audleticc arcnmidalion 



MI5S l'r<-i<l<-iil .|(din \^. Poor notes 
tiic mosl radio interest in 1 years 
in line with new personal lislening 
coneepls and guaranteed circulation 



"My advice t 



FROM XETWOUK IIEA 



iVetn-orl: presidenls speak in the roles 
of radio and tv time salesmen in giving 
their counsel to advertising men about 
fall buying, .\etwork executives' pic- 
tures and statements follow this se- 
quence: those directing both radio and 
television netu-orks; those guiding tv 
only: those iclio direct radio only. 

TELEVISION AND RADIO 



Kohort K. Kittittcr, president, ABC: 
Anotlicr radio-television season is upon 
us. Many advertisers have already 
made their plans, still others are seek- 
ing properties to get across their sales 
message. Whether they renew an old 
I)rogiain or set ont to try something 
new, sponsors will be asking "Is our 
programing entertaining?" . . . ''Do 
the people west of Madison Avenue like 
our show? ' 

The chances are good that they will 
meet with acceptability on both points 
provided certain requirements have 
been met for their property. 

To begin with, a program must have 
consistentlv high production quality. 
Whether it is a work of art, a fine 
musical instrmncnt, a radio show or a 
tele\ ision program, it can lie only as 
good as the craftsmen who make it. 

A jirogram today also must have that 
different something which makes it 
stand out from all others. Originality 
can be an imp(ntant contribution to a 
program's success. 

Of course, we are all aware in our 
daily purchases of brand names of 
names which mean quality. 1 lie same 
hold true in radio and television. Pro- 
ducers and packagers with previously 
successfid records usually come through 
with successfid new packages. 

The advertiser can use established 
stars for theii prestige, or new talenl. 
New talent has the advantage of pro- 
viding the advertiser with an oppor- 
tunity to identify his sponsorship with 
a rising star. 

Keep in mind, too, that execution of 



dwen on fall buying 



For advice from reps, see next page 



rccoiiimeiicl eoiitiiiiiity and frocjueney in hiiyiii^', qiialky in iiro«;rauiiii;»' 



a program idea can make or I)reak a 
show. Sometime?, tlie idea is better 
than the ]irodiiction. I5y expert pro- 
duction, a sponsor can get tlie most 
\ahie out of his ]jroperiy. 

In the case of televisitjii. selection is 
often based on a pilot fihn. 'I lie spon- 
sor must continually check to insure 
that the entire series measures up to 
the start, since a loaded pilot film can 
only rebound to his detriment if suc- 
ceeding programs fail to measure up 
to the fast start. 

Add a small measure of luck to the 
above, and there's a good chance the 
audience will equal the sponsor's hopes 
and produce the thing he needs most 
— sales. 

TELEVISION AiNU RADIO 

A 



Robert IV. Surnoff, president, NBC: 
The NBC tele\ ision and radio networks 
have introduced several programing 
innovations to meet the needs of the 
prestige-minded, institutional adver- 
tisers whose objective is to relate, in 
the mind of the audience, the jiroduct 
and the company which makes it. These 
programs are especially built to tell the 
stor)' of the personnel and research and 
the business and social aims the adver- 
tiser has behind his products. They 
offer content appro])riate to the spon- 
sor's message and consist of subject 
matter which makes the audience re- 
ce]jtive to an advertiser's message. 

One of the distinguished series of 
programs which the prestige-seeking 
advertiser may use on NBC TV during 
the 1956-57 season is Project 20, which 
tells the history of the 20lh Century 
and which will he presented in prime 
evening time periods. The outstanding 
critical acclaim received by "The 
Twisted Cross"' in this series gave the 
North American Phillips Co. a ])arlicu- 
larly impressive television introduc- 
tion to its potential bu\ iiig audience. 

In radio, Mack Trucks, Inc., is cur- 
rently telling the American people the 



\ital storv of trucking bv using an in- 
stitutional schedule on Monitor, NRC's 
weekend radio ser\ice which pioneered 
in offering advertisers the most flexi- 
ble sales plan ever de\'ised by network 
radio. 

Another series of distinction is NBC's 
Television Opera Theatre. During the 
1956-57 season the sponsor will have, 
for the first time, two outstanding vehi- 
cles working in bis behalf — the Opera 
1 lieutre itself with its inmginati\e pro- 
ductions which each year have amassed 
increased importance and popularity, 
and, for the first time in the history 
of television, a touring o])era company, 
under the auspices of RCA and NBC. 
The latter will provide the s])onsor of 
the television o])era series with a mer- 
chandising ser\ice not before consid- 
ered in the realm of possibilty. 

For a long-range j)oint of view, 
.mother challenging series that is being 
planned and offered to advertisers for 
this fall on NBC TV is Telescope, which 
will consist of 11 major indi\idual 
shows all in color and feature some 
of the most thought-provoking people 
and events of our world today. Tele- 
scope is to be scheduled Sundays, 
4 to 5 p.m. 

In adchtion to these prestige program 
series, we belie\e that advertisers this 
coming season may wisely follow the 
use of the vertical saturation plan pio- 
neered by NBC and so successfully em- 
ployed by Alcoa last December. The 
\ertical saturation plan serves all kinds 
o' needs — launching of new products, 
new packaging, new co]jy themes or 
new premium oders. It's also espeeial- 
1\ suited to ]ire-holiday sales drives 
and effective for building fully-mer- 
chandized promotions which excite the 
local dealer level. Its immediacy and 
flexibility enable an advertiser to de- 
termine the audience by sehx:ting NBC- 
programs of various ajipeal. 

The added power of merc handising 
which ties into such a one-day push 
also is certain to add heavily to the 



total result.-. In addition, the use of 
jirograins and their star personalities 
lot.il uj) to an advantage that goes far 
beyond mere announcement advertis- 
ing. We believe this added dimension 
of connnercial impact is especialh' im- 
jiortant when an achertiser is seeking 
all-out results from a single ad\crtising 
effort. 

Finally, and most important, acher- 
tisers will be able to nse the \ ast power 
of color television on a regular basis. 
This fall we will schedule some of our 
biggest evening attractions in color on 
n regular weekly basis. Our blueprint 
for the fall calls for at least one major 
show in color e\ery night of the week 
— in addition to our spectaculars. This 
will give advertisers the means to sur- 
round their products with the excite- 
ment and ]3restige of color tv. They 
will be able to show their product as 
it really is — with natural color, sound, 
demonstration and the third-dimension- 
al effect that only color can give. 

TEIJiVISION 

A 



f ^ 
J. f.. Van XoUtenhuriu CBS TV: A 

year ago in sponsor's 1955 Fall Facts 
Basics issue, 1 said, "At no period in 
the past have so many advertisers in- 
vested in network television so far in 
advance of the fall season. ' 

That statement is even truer today, 
for there is more busines'S "on the 
books" than for an\ other fall season 
in network television history — and this 
is true for day and night buvcrs. 

There are two controlling reasons 
for this advance booking. The first, of 
course, is to guarantee a good j)rograni 
in a good time slot. The other rea- 
s.on is that one of the most rewarding 
b) -products of television is its abilitv 
to whip u]) dealer enthusiasm and 
create consumer demand well in ad- 
\ance of the premiere ])erformance of 
the program. 

But the most interesting development 
(Please turn to page 286) 
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My advice to admen on fall bnying" 



FKOM UEPUESEiXTATIVES Tips on setting most out o£ spot radio smd tv 



Reprrsentaive firm execulires ivhose 
st^ilernents appear below alphabeiically 
by firm name give Oilmen ivhcit the)' 
consider their best buying tips for fall 

John ISlalr, president, John Blair & 
Co.: One of the principal buying op- 
portunities which will exist in spot ra- 
dio this fall is one which is not new — 
it's the opportunity to buy in well- 
established local programs, with a 



proven rec:ord of success, and to capi- 
talize on the rapport which exists be- 
tween the listener and the local per- 
sonality who has built the record. 

As I say, this opportunity is nothing 
new — it is one of the established ad- 
vantages of spot radio, the importance 
of which has become increasingly ap- 
parent to advertisers as recent events 
in radio have emphasized the strength 
of good local programing. 

Another opportunity exists for the 



advertiser. It is the opportunity to 
make more effective use of a medium 
of proven inherent sales effectiveness 
by better creative handling of commer- 
cial copy. The weight of a strikingly 
different copy approach or an ingeni- 
ous use of the medium is usually dem- 
onstrated by public acceptance of the 
copy itself, sueh as was the case with 
the Pepsodent commercials introduced 
in January of this year. 

Much the same thing can be said 




]oltn niaiT, prrs., Ted Oberfcldcr, pres., Gordon Hayes, gen. mgr., ('raig Lawrence, v.p. in charge, ~ Joseph Bloom, pres., 

John Ithtir * Co. llurhcStuart Co. CliS Ruilio SimH Sales CISS TV Spot Sales Forjoe & Co. 
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about spot tv so far as commercial 
copy is concerned. We know the me- 
dium sells; it simply sells more and 
better when the copy is well done. 
Witness Harry and Bert Piel. 

In spot television, the increasing use 
of good feature film and syndicated 
programs by stations in the daytime 
will provide advertisers with better op- 
portunities for making outstanding 
buys this fall and from now on. 

In recent months, SPONSOR has de- 
voted considerable space to the growth 
of the spot medium, both in radio and 
tv. The reason for this growth is a 
simple one — more and more advertis- 
ers have been realizing and capitaliz- 
ing upon the opportunities for good 
advertising and merchandising which 
have distinguished both media for 
years. Better copy, greater frequency 
of use, more consistency of use — these 
are the ways in which the alert adver- 



tiser makes an efTective sales medium 
work for him to best advantage. 

Tetl Oherfvlder, president. Burke- 
Stuart Co.: It becomes more and more 
apparent that as mobt advertisers are 
planning to expend greater sums in ra- 
dio during the coming season, avail- 
ability of choice time will become 
tighter and tighter. Advertisers who 
are planning such expenditures in ra- 
dio should necessarily prepare their 
budgets in advance and lock up as 
quickly as possible what they consider 
the best time periods in which to sell 
their products. Naturally, in radio 
there is a big rush for early morning 
time, but certainly other time periods 
sell equally as well. For example, late 
evening time is becoming as desirable 
as early-morning time. There are still 
certain good economic buys in early 



afternoon radio and the alert adver- 
tiser and agency can spot these very 
quickly. Late morning and earl\ after- 
noon time will always be a standard 
period for sale of good'^ and 'services. 

fiartlon llayos, general manager, 
CBS Radio Spot Sales: "A medium is 
only as good as the people it reaches" 
and, for this reason, the \Nise adver- 
tiser investigates, analyzes and, finally, 
caters to the majority dictates of the 
people. In radio, for example, sur\'ey 
after survey has found that a vast ma- 
jority rate the medium number one in 
swift coverage and dissemination of 
news. Here, then, is a highly signifi- 
cant signpost for an advertiser eyeing 
all or some of the 47,300,000 U. S. 
families, who have purchased more 
than 130,000,000 radio sets. 

The value of radio news to an adver- 
[Please turn to page 288) 
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p. HoUingbery, pres., 
e P. HoUingbery Co. 





Frank E. Pellegrin, v.p.- partner, 
II-R Television, Inc. 



Scott Donahue, tv sis. mgr., 
The Katz Agency 
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M"E (McCann-Erickson) loves you, and we just don't care 

who knows it! After all, you — the talent, the producers, the packagers, 

the people with ideas — helped make this the biggest quarter 

in McCann's history, so why shouldn't we? To be specific, our little affair this 

year will give birth to TV and radio billing weighing in at over $90,000,000, 

and that's a heap of lovin' in anybody's book. 

Most important of all, our romance has made McCann clients the 
happiest mothers-in-law on TV, with big bouncy shows like Climax!, 
Shower of Stars, Studio One, Disneyland, and many, many, many others. 

ME loves you, so, please, keep right on calling us with those 
big, bright ideas. (If a man answers, keep talking 
anyway; we're a pretty broadminded lot.) 



McCANN-ERICKSON 
TV SHOWS FOR 1956 

Climax ! 
Disneyland 
Shower of Stars 
Studio One 
The Jackie Gleason Show 
Warner Brothers Presents 
Color Spread 
Mickey Mouse Club 
Wednesday Night Fights 
Adventures of Jim Bowie 
Baseball Game of the Week 
Death Valley Days 
Dragnet 

Eddie Fisher — Coketime 
Gunsmoke 
High Finance 
Lone Ranger 
Passport to Danger 
Sky King 
Two For The Money 
Houseparty 
Today, Home, Tonight 
Bob Crosby Show 
Prescription For Living 
Science in Action 
Sohio Reporter 
The Ohio Story 
Tennessee Ernie Ford 
Garry Moore Show 
Esso Reporter 
Uncle Johnny Coons 
Cleveland Indians Baseball 

In fact 

More than ever 
McCann originates 
and produces more 
television throughout 
America (from I.D.'s 
to hour shows) than 
any other agency. 



McCANN-ERICKSON, inc. 



New York, Boston, Atlanta, Cleveland, Detroit, Chicago, Louisville, Houston, 
Dallas, San Francisco, Los Angeles, Portland and offices throughout the world. 



IN ONE GIGANTIC LEAP 
WEHT-TV CLIMBS FROM 11,000 TO 




WATTS! 



Jack's bean stalk was a stunted century plant compared to 
this story of growth. On April 14th permanent affiliation 
contracts were signed with CBS. WEHT-TV— Channel 5 
in the Evansville Market Area will boost its power from 
11,000 to 204,000 Watts . . . involving an expenditure o 
$200,000 in RCA transmission equipment. 

AN ESTIMATED 75,000 NEW HOMES WILL BE INCLUD- 
ED IN THE NEW COVERAGE AREA! 

WEHT-TV is your FOLLOW-THRU station in the Evans- 
ville Market. Only WEHT offers (1) Guaranteed on-the-air 
promotion, (2) Newspaper advertising, (3) Newspaper pub- 
licity, (4) Letters to retail trade, (5) Daily news letters to 
hotels and hospitals, (6) Lobby displays, (7) monthly house 
organ, (8) Window Banners, posters and (9) 100 Billboards. 



•fending FCC Approval 



CHANNEL 



WEHT-TV 




ALSO OI'ICKAI ING WI^OA-CltS KADIO 



REPRESENTED BY YOUNG TELEVISION (September 1) 
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TELEVISION 



Niglittinie tv availahilitio continue tighter tlian e\er. and da\tinie 
buying will he heavier this fall than la.st. Spot buying patterns 
are changing to longer contracts and many clients arc going into fringe 
time because of tightness of prime nighttime. Coverage starts pa«;e 26 



Big fall lineup changes are set within established program 
categories not in terms of new concepts. Important to watch: the 
surge of ABC. Big in the news yet unlikely to produce major 
changes soon: the Washington probes. Network coverage >tart> page 5 !• 



SPOT TV 



Focus on ways to get top time 



To clear good schedules, clients are buying for 52-weeks, going into day and late night 



Buying strategy 



Q. What can clients do now to 
get choice availabilities this fall? 

A. A(l\cili«ors ulio lia\c llicir e\c 
on prime eAeiiing lime will find fall 
bu)ing more hcclie and rushed than 
e\er before. They'll he competing 
against long-term advertisers, against 
clients wIio'ac built franchises over the 
)ears and against clients who are will- 
ing to Iniv greater fre(]uency than in 
seasons ])asl. 

A suhstanlial nundter of adNertisers 
are cither slaying on from spring 
through sunnner without a break, or 
else bu} ing summer schedules to in- 
sure" gelling ])rime e\ening lime in fall. 
Its the same trend that's been appar- 
ent in nciwork lelevi>ion for scAcral 
seasons with fewer and fewer clients 
taking it hiatus until the networks 
wrote the hiatus coiucpt oil their 
books forinall) this )ear (see si'ONSou 

Man li 19.)f)). 

1 he la< k of change on the netw orks 
this >unnner is amazing and signifi- 
cant." savs Jeiiy Sprague, Cunning- 
ham & Walsh media bu} er. "S])on- 
>ors lui\ e lo keep time periods if the} 
want ba( k on in fall. 'Idiis pattern 
afTce t- >p()l t\ as well." 

\ini for coiilinuity of s(die(lules is 
the advice most media men give cli- 
eiils toda\. The savings incurred 
through a summer hiatus <onld be 
more than olTsel h\ ihc < lic:il"> losing 
out on good fall schedules. Further- 
more, media resean hers point out that 
the loughest-to-<lear period, prime 
evening time, shows the least audience 
dro]) during the .-unnner. 

'■'Ibis )ear parti( nlarl\ , nighttime 
sdicdulc-; lo go through fall are ideal- 
ly bought bef()r(! tin; fall rn^^b," says 
Hrendan Baldwin, Ken) on & l^ckhardt 
media sufiervisor. "NOt oidy is the 



(liop ill audience likeh- to be slighter 
at night, ]jarticularl) since feAver net- 
w ork programs are off for the summer 
now ; but at the same time, ( lients are 
car\ing out a franchise for fall that 
they couldn't clear in August or Sep- 
tendjcr." 

1 he soap giants ba^ e been leading 
the wa) toward 52-A\eek schedules. 
Mosl of them tend to be on a calendar 
\ear budget with their agencies buy- 
ing at the beginning of the year and 
thus, gelling a juni]) on the best avail- 
abilities. Seasonal fall adA ertisers and 
small-budget clients are hardest bit by 
this trend. 

Agency men's adA ice to them takes 
two tacks: Cut down on the Aveekly fre- 
qnenc) of the schedules and ]irolong 
the campaign as nuich as is economi- 
cally feasible. Or else, aim for sec- 
ondary time periods like late afternoon 
and lale night, which have been build- 
ing broader A'iewing audiences as a re- 
sult of (dianged ami iiK reased network 
programing. 

Q. What are some techniques 
timebuyers use to get good sched- 
ules in spot television? 

A. One of the popular practices to- 
day is I he "letter saturation.'' 

A timebu}er starts getting out let- 
ters to station numagement and to the 
reps many nionlhs before a camjjaign 
to alert them lhat his client will e^en- 
Inally go on the air. He Iries to ac- 
(juaiiU llieni long in adAance with the 
(dient's approximate problems and au- 
dience needs, the budget he's likelv to 
ha\e for Uiat ])articnlar market and 
the length of aiiiH)un< ements he'll want 
lo place. 

"W e ha\ e letters out now for next 
March.'" says Dick lUndniv} . sn])er\ is- 
ing tim(d)U\er at N. W'. Ayer. "W'e 
fiml that we gel the best cooperation 
of rcjis ami stations both if we lei them 
in on our ])lans as soon as we make 
ihem. Of course, it's more usual for 



us to send those letters out 60 to 90 
days before air time, but the earlier 
} ou can get started, the better )'our 
chance to clear top time." 

Better communications between time- 
buyer and re]) is the keynote for 1956 
bu) ing. 

Most bujers stress the importance 
of keeping re])s and stations informed 
of the client's upcoming ]dans while a 
current campaign is still on the air. 
The) feel that it's more important this 
vear than before to keep every station 
in a market informed of the client's 
needs so that no good a\'ailabilities 
will go lost. 

Media men are traveling more this 
Ticar than e\cr before. They're seen 
excellent results after buyers a isit 
tough-to-clear markets and acquire 
personal knowledge of local market 
situations and station management. 
"Very often you can find a solution to 
a tight market situation by being right 
there on the s]iot.'' says D-F-S buyer 
CHIT lUway. 

Also, the buyer's jierspecti^^e once 
he gets to a market and studies it at 
first hand ma) be quite different from 
the ]jlans be made at bis desk. "By 
going into a particular locality," said 
t.ne McCaini-Frickson buyer, "more 
than once I've A-irtually reversed my- 
self on original plans. I found, through 
more intimate knowledge of ihe station 
and market, that a totally different 
schedule from the one we'd been seek- 
ing and couldn't gel -would reach 
about the same audience and at no 
more cost. ' 

It can be difficult for buyers to keep 
tabs on A iewing habits and local pro- 
gram changes sim])l) from batches of 
written material they see behind a 
desk. "Contact and negotiation, ' as 
FC&H s broadcast media director Art 
I'ardoll sa)s, "are still the keynotes to 
successful buying. })articularly in tight 
situations." 

Agency management has recognized 
{Please turn to page 30) 
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Coty 



Franklin Bruck 



Tv's mission: Combat major competitors' high- 
priced network tv cfTorts, like $61,000 Question 

Client's method: Coty put $2 million of its S3.5 
million budget into spot tv, some $850,000 of it 
behind introduction of Coty "21", a new lipstick. 
Products are sold by chic Coty Girl in Lilly Dache 
hat, shown in 30 top markets in minute films 

Tv results: Within 3 months of using spot tv, Coty 
"24" had sold a record 5 million lipsticks. Some 
2 months later, Kevlon introduced its competitive 
lipstick on net tv, but Coty "24" maintained sales 



Du Pont 



BBDO 



Tv's mission: Prove to tv newcomer, Du Pout's 
#7 car polish, that spot would push sale-; fa-t 

Client's method: CHS TV Spot Sales mado check in 
Jackonsville to determine Du Pont #7's share of 
market prior to tv test campaign. Then Du Pont went 
on tv with 7 l.D.'s weekly for 13 weeks in prime time 

Ty results: Prior to tv, Du Pont #7 had been bought 
by 3.5% of respondents in CHS TV Spot Sales' 
sample, 500 tv owners. After test, inter\'iews with 
another 500 iv owners who'd bought polish in 3 
months previous showed 21.1'~p bought #7 



RANGE OF BUYING PATTERNS VARIES ACCORDING TO AIMS 
AS THESE FOUR NATIONAL SPOT TV CASE HISTORIES SHOW 



Proctor Electric Co. 



Weiss & Geller 



Tv's mission: Demonstrate new products like Hi-Lo 
ironing table, push distribution, increase over-all sales 

Client's method: Proctor tried saturation test in 
New York, the toughest market, with 60- and 20- 
seeond announcements on 3 stations for 13 weeks in 
1954. Next season they expanded same pattern into 
Los Angeles and Philadelphia. By 1956 they put 
$800,000 or 80% of ad budget into spot tv campaigns 

Tv results: 13-week test pushed sales up 70%. Firm's 
dealerships rose from 350 to 2,000. Last year, firm 
sold 500,000 lli-Lo ironing tables at $13 to $17 each 



Shulton 



Tl:e Wesley Associates 



Tv's mission: Promote its 100 products in men's 
and women's toiletries to the dealers, pu«h sales 

Client's method: From a $.300,000 invc-imcnt in spot 
tv-radio in 1952, Shullon has upped spending to 
50% of its $V million budget in 19.56. >hulion u-es 
20's in prime nighttime adjacencies to n-ach families, 
rotates products in its key lime slots by sales and 
seasonal needs in 30 iv markets 

Tv results: Two in Old Spice men's line are top- 
sellers -afler-sliave lotion and stick deodorant. 
.Annual sales exceeded $25 million last year 
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the 
power 

that's 

changing a 




river 



I 



\VllC-980 AND WllC-TV-4 Washington, d.c. auk sold by|N 




Washington, D. C.'s historic Poto- 
mac River is heading toward a new 
face and eharaetcr. And a puhlie 
ser\'iee eampaign by WRC and 
WRC-TV lias Ijeen a major foree in 
urging legislation to this end. 

One of the most important steps to- 
ward eleaning up the famous (but 
polluted) river was a eontinuing 
television series on WRC-TV, titled 
•"Our Beautifid Potomae," whieh 
provided a eloseup of conditions 
menacing two states and the Dis- 
trict of Columbia. WRC and WRC- 
TV followed up the series by airing 
opinions and suggesting eonstrue- 
tive aetion. 

Results? Here's how Variety 
summed up when it presented these 
stations with its 1956 Showmanage- 
ment Award for "Serving in the 
Public Interest": 

". . . t}ie series so shocked viewers 
that the Washington newspapers 
jumped on the bandwagon and 
joined in the crusade for an end to 
pollution. Legislation urged hij the 
stations is now pending in botli 
houses of Congress." 

This positive aetion is one more ex- 
ample of the community leadership 
generating from all stations repre- 
sented by NBC Spot Sales. That 
these stations scr\ e their advertisers 
with equal vigor is a matter of rec- 
ord, too. You'll learn why when you 
put the selling force of the stations 
represented b\- NBC Spot Sales be- 
hind i/our product. 

There's always sometliing 
extra on the stations represented by 
NBC Spot Sales. 




REPRESEN'TING THESE LEAnERSMIP STATIONS: 



'OT SALES 



New YORK WRCA, WRCA-TV 
SCHENECT/VDY- 

ALBANY-XnOY WRGB 
PniLADELPIUA WRCV, WRCV-TV 
WASniNGTON WRC, WRC-TV 
MIAMI WCKT 



BUFFALO WBUF-TV 
LOUISVILLE WAVE, WAVE-TV 
CIIICACO WMAQ, WNBQ 
ST. LOUIS KSD, KSD-TV 
DENVER KOA. KOA-TV 
SEATILE KOMO, KOMO-TV ; 



LOS ANCELES KRCA 
PORTLAND KPTV 
SAN FRANCISCO KNBC 
HONOLULU KCU, KONA-TV 

AND THE 

NUC WESTERN' RADIO NETWORK 



SPOT TELEVISION (Continued) 



tlio \ aliic of iiiere^ascd lra\('l and per- 
son;il ?-tiiti()n contact, and a numlier of 
reorganizations in media departments 
in tlie past ^ear came ahoiit to meet 
the need> of spot tv luiwng as well as 
liroad changes in agen< y .-er\iee (>ee 
'■iNe\\ x-ope in media Inning," SPON- 
SOR. 11 June l*)36l. ['he trend among 
major agenc\ media departments has 
been to free more inetlia execiiti\es 
from j)aper details so they can concen- 
trate on planning and integrating tv 
and oilier media into a client s over- 
all marketing >trateg\. 



Big trend among major agencies to- 
day is the seiiii-iiitegraled media set- 
up, with anywhere from two to seven 
a>sociale media directors ^\ho are all- 
media strategists. This trend has an 
elfect upon spot buying in so far as the 
indi\ idual timebuyer gets broader and 
more detailed briefings from hi? asso- 
ciate media director on each account 
than he could previously get from con- 
tact with a single media director and 
the account executi\e. 

J. Walter Thompson i)U\ers, for ex- 
ample, \\ ho\ e been introduced to this 



An $899,48h000 
Buying Power Market! 





MORE AUDIENCE 

than any other TV station in the 
rich heart off Louisiana 

FROM 5:00 P. M. to SIGN OFF 

(Monday thru Friday) 

WBRZ rated highest in 125 quarter hours out 
of 149. 

FROM 12 NOON to 3:30 P. M. 

(Monday thru Friday) 

Wf BRZ rating Tops All Others Combined/ 

- from a study by Aiverican Research Bureau, 
Inc., encompassing 31 counties and parishes 
in Louisiana and Mississippi. 




WBRZ 



Chonnel 



BATON ROUGE, LOUISIANA 

Rower: lOO.OOO waMs Tower: 1001 f1. 

NBC-ABC 

Represented by Hollingbery 



system just this past year, feel they 
no\\' ha\ e more choice and latitude in 
setting up schedules. Media strategy is 
now truly developed within the media 
department and by men to wbom the 
buy ers ha^ e easy access. 

■'W e find more fle.xibilily in this ap- 
proach," one JWT timebuyer told 
.SP0.\S0R. "Once the broad marketing 
and media aims are approved by the 
client, it's the buyer Avho can adapt 
them to individual market and station 
problems.' 

The changes that ha\e occurred in 
recent years within top agency media 
departments have been brought about 
for these among other key reasons: 
(1) to bring limebuyers closer to mar- 
keting strategy and thinking; (2) to 
free buyers for more personal contact 
with stations and markets so that their 
efTiciency in clearing hard-to-get time 
\\ould impro\ e. 

Says Frank Car\ell of B&R, where a 
senii-inlegrated S)Stem similar to 
JWT's has been in operation for three 
y ears: '"'Ihere's more tra\ eling to sta- 
tions this year than before, particular- 
ly to clear prime evening time. And 
this tra\eling has been paying off." 

At Y&I{ where all-media buyers are 
the rule, rather than specialized time 
and space buyers, the particular man 
who \ isils a local market goes there 
to negotiate for (jllier buyers as well 
as bis own accounts. There's virtually 
a rotating tra\ el svslem. 



Q. How can buyers clear the best 
available times for film shows? 

A. Get in there early is the cardinal 
rule again this year. Shows with track 
rcH'ords are. of course, generall) easier 
to j)lace than new jiroj)erties. But here, 
too. there are certain steps a Inner can 
take to sell the station he wants to 
clear on the show (see also Film Sec- 
tion, page 86) : 

1. Send the station a show jiromo- 
tion kit, explaining the contents and 
appeals of the program, its past rat- 
ings history, the autlience eomjiosition 
figures in pre\ious runs, pictures and 
information about the stars. That way, 
the station management can determine 
more easily ho\\- and where the fdm 
j)r()gram can best strengthen the sta- 
tion's programing lineup. (Ideally, 
the Inner can pa\e the way for his 
shows sending a print to stations for 
screening.) 

2. Make sure the time i)eriods 
\on're seeking are suitable to the prop- 
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ARE YOU 

HALF-COVERED 



IN 

NEBRASKA'S OTHER BIG MARKET? 




1956 ARB METROPOLITAN 
AREA COVERAGE STUDY 
PROVES KOLN-TV SUPERIORITY! 

The 1956 ARB Study of 231 Melropolilon markets in- 
cluded 6 in LINCOLN-LAND — 5 in Nebrasko, 1 in Konsas. 

In these 6 markets, KOLN-TV !s viewed- 
most in 6 daytime categories ... in 5 
out of 6 nighttime categories. 

KOLN-TV gels an overoge daytime, "viewed-most" roting 
af 54.0% as against 15.2% for the next station. Night- 
time averages are 59.8% for KOLN-TV, 25.0% for the 
next station. Enough said? 



KOLX-TV delivers Liiicoln-LaiiJ 200,000 families, 125,000 
of them undupUcated by any Omaha signal! 

95.5'; OF LI\COLA-LAM) IS OITSIDE THE GRADE 
"IV' AREA OF O.MAIIA! Tins important 12-eounty market is 
a? iiideiieiulent of Omaha as Hartford is of Pro\idence. or 
S) racuse is of Rochester! 

Telepulse figures show that KOLN-TV gets 13o.K< more 
afternoon viewers than the second station . . . VMA^'< more 
nighttime viewers! 

As!i Avery-Knodel for all the facts on KOLX-'IA', the OfTicial 
CBS-ABC Outlet for South Central Nebraska and Northern 
Kansis "Nebraska's other big market." 

CHANNEL 10 • 316,000 WATTS • 1000-FT. TOWER 



f^lT^'-^ WKZO-TV — GRAND RAPIDS KALAMAZOO ^1^^ ^^^V ^l^H ^1 

'LlH-^i^ WKZO RADIO -KALAMAZOO BAmE CREEK H ^^^F ■ Vi H W 

'S^-'^J^/'vi ^JEF RADIO — GRAND RAPIDS 

^%?HiiC^ WJEF-FM- GRAND RAPIDS KALAMAZOO 

^°""-Ah:!:r.r"^^ covers LINCOLN-LAND -NEBRASKA'S OTHER BIG MARI 

WMBD RADIO -PEORIA. ILLINOIS \.Vfi.uJ 




WKZO-TV — GRAND RAPIDS KALAMAZOO 
WKZO RADIO— KALAMAZOO BAHLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM- GRAND RAPIDS KALAMAZOO 
KOLN TV — LINCOLN, NEBRASKA 
Atiocidted 

WMBD RADIO — PEORIA. ILLINOIS 
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COVERS LINCOLN-LAND —NEBRASKA'S OTHER BIG MARKET 

Aveiy-Kiiodcl. Inc.. Exclusive National Ht-preseiitativeS 

31 



SPOT TELEVISION (Continued) 



crly and the market s view iiig habits. 
Intimate knowledge of the show's pre- 
\ious adjacencies and time slots as 
well as the programing structure of 
station^ in the market gives \ ou the 
best station'- point. It doesn't make 
sense to pick top-ratetl time slots ont 
oi po<~ket i)ieces and try to force )onr 
client s show into them if the) don t 
fit. 

3. If you're buying for a first run. 
send the station full material about 
the producer's and star's background, 
promotion plans and merchandising 
giinmicles envisioned by syndicator 
ami client. Be sure to allow sufficient 
time for pre-selling stations on the 
ratings potential and merchandisal)ility 
of a new show, if it's tough to clear, 
a series of screenings for the station 
reps might help. 

4. Work -with the s\ndicator. Often 
he knows of time periods opening up 
on stations ■with whom be does busi- 
ness. Also, the contacts a syndicator s 
fieldmen make can be valuable to the 
timebuyer in clearing for a show. 

5. l.ink timebuying plans with ef- 
forts to pre-sell the show in tlie 
markets you are buying. The client's 
own contacts, like wholesalers or re- 



tailers in a market, can help develop- 
the station s enthusiasm for the show. 
In some markets it might be worth 
while to have screenings for the trade 
well in advance of buying the par- 
ticular station the show's to go on. 
Such pre-selling to' the trade \vill turn 
them into salesmen for the show and 
build a rating before the actual on-air 
time. At the same time, the enthusiasm 
of the local trade is likely to make the 
matter of getting a good time slot 
easier for the timebu\er. 



Availabilities 



Q. How do nighttime availabili- 
ties this year compare wit/i last? 

A. It's even more of a seller's mar- 
ket this year than in 1955. However, 
the extent of the tightness is a little 
harder to determine this )ear, because 
stations have cracked down on con- 
firming orders more than 30 days in 
advance. Partly. the\'re not in position 
to confirm so far in advance because 



late changes in network programing 
are making it hard for individual sta- 
tions to guarantee adjacencies now. 

"What good would it do me to ask 
for avails and place orders before the 
stations themselves know what their 
schedules will look like?" most time- 
buyers say. Yet, they're paradoxically 
anxious to get orders in early, because 
nighttime continues so tight. 

The new stations coming on the 
air during the past year have not 
eased the tightness appreciably, be- 
cause the waiting line of clients want- 
ing to get into nighttime spot tv has 
increased more than proportionately. 

The early-evening and late-night 
periods are getting tighter, too, for 
minute commercials, particularly in 
markets with fewer than three stations. 



Q. What nighttime programing 
trends should timebuyers watch in 
the autumn? 

A. The fact that the networks were 
late in firming np nighttime lineups 
made it tough for buyers to plan well 
ahead for fall with any certainty. Now 
that nighttime programing for the fall 
has finally taken shape it's time for 




a 3 Billion Dollar 

Retail Saies Marlcet Witii... 



OF ALL HOMES USiNG 



% . 

UHF Z77 Americas most 
natural and largest ULTRA- 
HIGH Frequency Market 



4600 Ft. above sea level 



175,000 TV Homes 



O ' 

p. o. 



N E I 

BOX I 



TV CHANNEL 47 BLANKETS 

The Entire Market Area 

LL BROADCASTING COIVIPANY 

70 8 Represented Nationally by the Branham Co. FRESNO, CALIF. 



SPOT TELEVISION (Continued) 

media biijers to review and analyze 
the network lineups, to determine what 
prime adjacencies the) might watch 
for. Here are a few of the trends to 
watch and for a complete analysis of 
network programing (see page 59) : 

It is now obvious that the biggest 
and most significant changes are in 
the 7:00 p.m. to 8:30 p.m. period Mon- 
days through Fridays. Newcomers to 
the network during those times are 
mainly adventure shows, like Bold 
Journey, Monday on ABC TV 7:30- 
8:00 p.m.; Sir Lancelot, Mondays, 
NBC TV 8:00-8:30 p.m.: Iliram Holi- 
day, Wednesdays, NBC TV, 8:00- 
8:30 p.m.; Adventures of Jim Bowie, 
Fridays, ABC TV, 8:00-8:30 p.m.; 
IVest Point Story, CBS TV, Fridays 
800-8:30 p.m.; Zane Grey. Fridays 
CBS TV, 8:30-9:00 p.m. 

The networks expect these shows to 
pull in broad family audiences, with 
emphasis on adult men and women. 
These are adjacencies for buyers with 
any category of mass-appeal product to 
watch. 

Adventure shows and costume dra- 
mas particularly are the newest cate- 
gor) of shows to get emphasis on net- 
works. The nets, having seen peak-of- 
season ratings of Robin Hood (31.2 
ARB, December 1955) and other cos- 
tume dramas, have been encouraged 
to add more in a similar vein. 

If Sir Lancelot does as well, this 
will be another prime availability to 
line up for early. Of course. Sir 
Lancelot will buck tougher competi- 
tion in fall than Robin Hood did last 
year. Danny Thomas, with a track 
record and steady ratings (19.8 ARB. 
December 1955) on ABC TV be op- 
posite, as will Burns and Allen (28.0 
ARB. December 1955 1 on CBS TV. 
In its 7:30 to 8:00 p.m. niche, Robin 
Hood had to buck two 15-minute strips 
on NBC TV and Topper on ABC TV. 

The "small-money" quiz shows have 
gone by the wayside, knocked out by 
giant giveaways, $64,000 Question 
and Big Surprise. The former became 
the top-rated network tv show last 
summer and maintained that position 
during the rest of the year. Big Sur- 
prise built somewhat more slowly, but 
achieved a 24.2 (ARB, December 
1955j and held on steadiU to the top 
ratings for Saturday 7:30-8:00 p.m. 
It knocked out Beat the Clock opposite 
it on CBS TV. Sylvania. sponsor of 
this "small-money " quiz, dropped the 
show in favor of Buccaneer, a film ad- 
{ Please turn to page 36) 
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The CALIF.-ORE. 
TV TRIO 





Portlond 

Mi. X 

OREGON 
KBES-TV Medford » 

• Channel 5 I ^. ^^JIV tt 
Klamath Falls 

KIEM Eureka / Channel 2 

Channel 3^/ About Aug. 12 

CALIFORNIA 

Fronclico / 
300 Mi. / 
/ 
/ 
/ 

/ 

/ 



the Smuffin TV Stat 

KOTI 
KIEM 
KBES 



ions 

CHANNEL 2 
Klamath Falls, Ore. 

CHANNEL 3 
Eureka, Calif. 

CHANNEL 5 
Medford, Ore. 



(Affiliated with KIEM-AM, 5000 Watts, 1480 KC, KRED-FM, 
Eureka, Calif., and KUIN, KGPO-FM, Grants Pass, Oregon) 

three markets — one billing 

MARKET FACTS 

POPULATION 324,745 

FAMILIES 106,908 

TV FAMILIES 65,023 

RETAIL SALES $420,528,000 

CONSUMER SPENDABLE INCOME . . . $467,743,000 
"The Calif.-Ore. TV TRIO bridge the gap between San 
Francisco & Portland with EXCLUSIVE VHP Coverage on 
Channels 2, 3 & 5." 




for CALIF.-ORE. TV TRIO 
call DON TELFORD Mgr. 
Phone: Hillside 3-3123; TWX Eureka 16 



or ask 



KIOAG-BI-AIPI 



national representatives 



What sold you on 



'Itroadi a^l Mciiday 
I lir(iMf;li F ndiiN . mi 
KN\T l.n^ Sii-i. l.s 
K IM \ '^aii I raii( i-( IP ; 
KKMH TN Nan !)]( -.1; 
KI HK 'IA I r. ^11.1; 
Kl lU) r\ nakcr-f). Id; 
K UK T '1 A ^aci aiiic nto; 
KOIN'IA I'nrtlaiul; 
K I N 1-1 \ Scallli -Tacoina, 
•\\ailal)lc a'- a (■oinplctc 
fironp or tin" mx 
( !allfiirnia •■talion'' finly. 
( .( I d( lalN fi oin 
Cn."? T( li vivlipn Spot Sales. 




Panorama Pacific" ? 




l^oth Nielsen and A1\H! Thev sliow that "Panorama l^icitie""^ 
lias more viewers., .hi^lier ratin<|s...a bigger sliare of audience 
than any otlier Pacific Coast network early-mornin<> show. 
And within reach of the ei^ht Cl^S Tekn ision Pacific Network 
stations carrying the sliow are 98% of the Coast's tekn ision 
families. Perfect way to corei' the Coa.sf at one fell swoop! 



SPOT TfLfV/S/ON (Continued) 



\t'ntuic tliat will deltui in fall. >6/.- 
Cliallcniic. tlu' jiaiiel (|ui/ bax'd 
on >(>l.()()() (Jiu'stiori. made Toj) 10 
in ratin''> soon after it wcMit on tlio air. 



Q. What arc major daytime 
trends timebuyers should watch? 

A. riictx'il !)(' an increase in da\- 
tinie network |)rt)j;rainin>;. \B(! I\ 
!ia> |)lans for the 1 1 :'M) a.m. to noon 
period. l>ut the i)ro<zrani format lia> 
not \et l)een determined. Later in the 
season. \1U! I\ e\|)e( t> to add more 
da\ time projiraininj;. 

\Bl". T\ ha> dropped one of the 
two >oaj) o|>era~ it carried this season. 
Re|)laeinfi that soaj) opera will he an 
added l.i miinite- of Quern jor a Day. 
follow M (It iiicc Theater. Queen jor 
(I has heen huiidinji ratings steadi- 
l\. and is expected to strenjithen the 
afternoon linenp In following right 
on top of Matinee Theater. 

rimel)n\ers with kid-appeal prod- 
ncts will find that 1//V/itv Moii.se Club 
is the onl\ remaining late-afternoon 
net t\ >how with predominanth kid 
appeal this fall. M?C T\ has shifted 
lloudy Dooih to Saturda\ morning, 
which will he a hea\ \ kid-programing 



time on all networks. \HC \'\ is 
planning se\ era! kid spe<- taculars un 
Satnrdav;- 1 1 :(X) a.m. to 12:30 p.m. 



DST muddle 



Q. W/7/ the Daylight Saving mud- 
dle still snarl spot schedules? 

A. \ ideo tape, as introduced hy the 
\mpex Corp. at the spring \ARTB 
con\ention. i> the shining hope of the 
indnstr\ in soi\ing time discrepancies 
hetween the four N.S. time zones. But 
\ideo tape won t he in full use as \et 
this fall. 

"It takes more than our first three 
machines to feed all the station^ that 
remain on Standard Time thronghout 
the summer or even those who go 
.^^tandard while New York remains on 
DST. said a CBS T\' engineering 
executive. "' '"W e ma\ use a \ iedo tajie 
recorder on the West Coast instead 
of the hot kine. But to date there are 
no startlingly different pro\isions for 
the other time zones."" 



KHOL-TV 

plus 





New 
SATELLITE 
STATION 



Give You Bonus Coverage 
In Nebraska's 2nd Big Market 

7 67,775 Unduplicated Families at 
TV'S Lowest Cost-Per-Thousand 



SOUTH DAKOTA 



COIORADO 1 



soicrnic KHOL-TV, 



KANSAS 



KHOL-TV^ and Satellite 
Station cover rich Central 
Nebraska — the State's 2nd 
Hip Market 

KHOL-TV picks up where 
Omaha leaves off — you buy 
no ciuplicateci coverage 
One buy on KFiOL-TV 
Jjives you bonus Satellite 
coverage at no extra cost 



hitcsligiilc SchiuisLt's 2ud Big Mcirtct today — 
conltict KII()L-T\' or your Mccicr rcprcsctitalit e 



KHOL-TV 

Oiiiicfl iinil Operated by 



BI-STATES CO 
CBS ABC 



CHANNEL 13 Kearney, Nebraska 
Channel 6 Satellite Station, 
Hayes Center, Nebr. 

Represented nalionalty by MffKfff IV, Inc. 



Sa\s NBC T\' s \ .p. in charge of 
research and de\elopment. Hugh Be- 
\illc, "\ don't think Anipex can de- 
liver in sufficient quantit\ for another 
\ear. And until then, we can t plan 
on using these tape rtn-orders to ?ol\ e 
an\ time zone differential. We're 
planning to sohe that in our regidar 
way, with delayed telecasts of kines 
m main instances. 

\BC 'f\ affdiales will he ahle. to get 
aii\ ABC 1 \' .\ew York-originated 
>iiow at the same time locall) through 
a >\tsem ABC 1\ initiated in April 

■■\\ e'\ e set up a hank of 3.5-mm. 
high-speed fdm recorders in Chicago, " 
sa)s ABC T\ s \ .p. ill charge of en- 
gineering, Frank Marx. "W hen a show 
feeds in from "Sew ^ ork. it's put on 
3.5-mm. fdm and then delayed for the 
necessary time til pla\-hack time." 

For spot t\ clients and timehu\ers 
this means in essence that e\"ening 
adjacencies and time schedules will 
go through the same amount of re- 
shuffling and flux as in fall seasons 
|)asl. complicated hy the fact that New 
York and other isolated cities and 
areas will be on DS'f for the month 
of October. 

This complicating fa<"tor is the re- 
sult of DS'f legislation initiated in 
\ew ^ ork o\ er a \ear ago which ex- 
tended New ^ ork s l)a\ligbt Sa\ ing 
Time for a month last year and will 
do so again this year. Since most 
fall network shows premiere in Sej)- 
tember. this means a jiotential re- 
shuffle of schedule-^ when sonre DST 
stales and cities go back on Standard 
in SeptfMnber. another one when New 
York, \ew England and other pro- 
longed DS'f area^ go hack to Standard 
'f ime. 



Spot clients 



Q. Who arc the top spenders 
among spot television advertisers? 

A. Heports on spot tv spending 
issued bv the Tele\ision Bureau of 
Albert ising and based on \. C. Rora- 
bangh data indicate the scoj)e and 
stage on spot t\ activ ity. 1 he T\ B le- 
j)orls puts estimated spending in spot 
t\ for the fourth quarter of 19.5.5 at 
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OJz'ajo ^dmz^ o|a/w 
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iiiillioii iiiid for the first (|iiar- 
Icr of ill sl()(),2 million. 

Ill ciicli of llioM' |)('rio(l> food and 
iiroi'frx |)rodn(l- bought more spot 
t\ than am olliei product t\|)(': S27.I 
million and >2{)..S million rospcctiN cK . 
'llie second most acti\e categor) of 
|)roduct> were drujis witli Si!/) million 
in the '5-') (juarter. >10.7 million in the 
!').')() (|iuirlei. Me. heer and wine are 
a close third \Nith ^9. 1 niilhon and 
><!,.'? million respe* ti\ el\ in the I'^.i") 
and lO.lC) ([uarlei. 

{!i<;a rettes. which rank among the 
t()|) fne network t\ a(heiti-('r cate- 
gories. al>o rank among the lo|) fne 
spot t\ <-lients. \utomoti\e>. on the 
other hand. though liigli-raiiking 
among network clients-, slip into ninth 
])la(e si)ot t\ s|)ender^. 

\- iiidi\ idiial companies. the>e were 
the top 10 spot t\ ad\eiti>ei- in the 
first (|u;irtcr of l*)")(i. with their esti- 
mated spending I in million-- V^C. 
S.I. 7: lirown 6v \\ illiam^on. S2.9: Ster- 
ling Drug. S2..S: (general l <)od>. S2.1 : 
Kellogg, si.;-,: \lile< Lahs. SI. 7: Cl- 
gate-l'almoli\ e. Sl.O: ['hilip Morris. 
sI-.t: \atioiial Bi-cuit. sl..i: (leiieral 
Motors, f'l.'.^. 



Q. What types of tv campaigns 
do the top spot clients buy? 

A. W hile reguUir aiiiKiuncement 
schedules |)re(h)niiiiate ( 11.5''? of the 
total >10().2 million spent in the fn>t 
(|uarter of sjDot prijgram hu\s 

account for a suhstantial 21.')' ^ chunk 
of total s|)ot e\|3enditures. 

("lieiits who put the larger |)r()por- 
tion of their spot budget into pro- 
gram hu\s are frequenth breweries-, 
oil com|)anies and drug firms, like 
\nheuvcr-Husch. FalstafT. Standard Oil 
of ndiana. Ksso. l'hilli|)s Petroleum. 
\\ arner Lambert and lunerson Drug. 
(See breakdown on film show ad\er- 
tisers ill I'ilm Se< tion. page I 

Here s ho\s the remainder of the 
S10().2 million was ^j!ent in fust (|uav- 
ter V)r->b: l.D."-. 12.2'; or .^12.2 mil- 
lion: partici|)ati(jns. 21.4' ? or •S21.1 
million. Media men |)redict that sj)ot 
|)rogiam bu\s and l.D.s will take 
u|) a larger |)ercentage of total spot 
[\ s])eiidiiig in fall 19.50. Part of the 
reason for the |)redic;ed increase in 
i.D s i> the fact that reps and station- 
continue to ofTer more and more at- 
tiati\e chntiine l.D. |)a< kages. \s for 
sjDot program bu\s. the e\|)ected in- 



crease i? generall) attributed to the 
continuetl tightne-- and high cost of 
network tv, the dillicult) in bu\ing 
tailor-made networks, the main pro\ed 
film j)roperties a\ailahle and stations' 
eagerness for good shows to build up 
their own |Drograniing lineup. 

Q. During what part of the tv 
clay do clients place their cam- 
paigns as a rule? 

A. The single most interesting fact 
about (laxtime ^elsll^ nighttime spend- 
ing is the growth of daUime s|)ot t\. 
In the first tjuarter of 1956, this was 
the breakdown: da\. 3 1.6'"? : night. 
55.5' f : late night. 9.9'?. Media men 
estiniale that the gaj) between j)rime 
evening and daxtime will tend to close 
(wen more in terms of percentages ne\t 
fall. Their ])redictioii is based on the 
fact that nighttime is tighter than e\ er 
and new sjDot tv clients will he forced 
into da\time for the sake of getting 
on the air. Also. the\ point to the 
fact that iiicrea-ed network program- 
ing during afternoons will build da\- 
time ratings and make announcement 
canqjaigns adja<eiit to such show- 
more attracti\e bu\s. 



RADIO-TELEVISION 

HELP WANTED JOBS WANTED 



TV Trans. Op. & Switcher . . . 
.... up to $550. 

All Round Radio St. Mgr. . . . 
. . . . Salary Excellent. 

19 Radio & TV Announcers . . . 
.... Top Salaries Available. 

15 Continuity-Copy Writers . . . 
.... $85 per Wk. & up. 

15 Radio & TV Salesmen . . . 
.... Excellent Salaries, Comm. 

Plus Many 0th crs in All Phases 



Radio Sports Announcer . . . 
. . . . Outstanding References 

TV & Radio Announcers . . . 
.... Years of Experience 

TV Director, Experienced . . . 
. ... $100 per week 

Camera & Floor Men . . . 
.... Start at $60 per week 

Radio Program Director . . . 
.... Avail, in Sept. 

Plus Sales and Copy People 



I'crsonncl and job requests ha\c been poiirinir in from AIJ> sections of the countr\-. 
List NOW^ with National for the job OR i)erson \'oir\e been lookini^ for! Write, 
w ire or i)hone M. 1^. Stone, Manager toda\' for complete information. NATIONAL 
HAS 11 11^ PHOI^LH AND 'I 1 1 1{ JOBS. 




National Radio & Television 
Employment Service 



5th FLOOR 



TELEPHONE RE 7-0343 
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SPOT TELEVISION (Continued) 




Q. How's spot tv business? 

A. A SPONSOR survey of station^ 
and reps iiuHcales that the fii>l pari 
of 1956 has been snbslanlially ahead 
of the comparable months in 1955. 
Some major reps pegjied business as 
nnich as 3()'"f ahead of 1955 to dale. 
Most stations and reps see suiinner 
I)u\ ing \va\ ahead of pre\ iou^ ) ears 
and anticipate a hea\ ier rush into the 
medium this fall than e\er before. 

The two areas of expanded business 
timebu\ers point to are: I 1) increased 
nighttime t\ through the summer and 
(2) more da\lime bin ing for fall. On 
the a\ erage. lhe\ antic ipale an o\ er- 
all 15 to 20'' ( growth in 1956 o\er 
1955. 

Q. When will the big spurt in 
sale of color start? 

A. Look for the first real set progress 
this fall. Two major factors favorable 
to color sale acceleration will be |)res- 
ent as the fall programing season 
(i|)ens: ll) At least five major manu- 
facturers ha\e color sets out at below 
S500. including HCA. General Electric 
and Admiral. ( 2 I There will he an 
increase in network color programing 
with at least one hour in color after- 
noon and night on \BC and some steji- 
up at CBS as well. 

Q. Will there be further cuts in 
set prices? 

A. \ol for the innnediale future, 
sa) most sources. Emphasis for in- 
creasing color sales is put on jirograni- 
ing and promotion rather than further 
cuts. But standing in the wings is at 
least one company which is talking in 
terms of sets in the S300 to S400 jirice 
class. Chromatic Labs, of which Para- 
mount Pictures is a half owner, stales 
that with the color tube whicfi it has 
been de\ elojiing cheajier sets should be 
possible. 

Q. How many stations can trans- 
mit other than network color from 
their own studios? 

A. Some 75 can transmit color slides 
from their own studios: 74 can trans- 
mit color film shows: 29 ha\ e the 
ecpiipment necessary to produce their 
own li\e shows localh. The\ are: 
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WHTN-TV 

CHANNEL 13 

IT'S A SELLER'S MARKET, 

but we can give you 
the BIGGEST BUY yet! 



TIME: 



\()\s. while wc'ic still lieu 
set to offer low cost per impression . . 
abilities are still open. 



. . with rales 
clioice a\ail- 



PLACE: 



Hiiiitiiiglon — y\>lilaiul- — -Charle>l()ii and 
Portsnioiitli Markers. The rich, pro.-perou-. iri-slate 
area of more than 1,250,000 population eoiiseiN ali\elv 
ineasnred from mail responses. 



SCENE: 



W'iri\\-T\' with llie largest Iransmilliiig 
antenna in the world . . . 316.000 walls of power for 
iiiaximiiin elTertixe coxerage ... a Imill-in andienee of 
more lliaii 200.000 set> . . . popular ha-ic ABC network 
programs, oul-laiiding local live -liou- and lop-nolcli 
filing. 



ACTION: 



Get 



on onr i»aii(hsacon and ii-r-o-u 



with ns! 



CALL US: Huntington, West Virginia, 

jAckson 5-7661, or our representatives: 
Edward Retry Cr Co., Inc. 

CHANNEL 13 

WHTN-TV 



JULY 1956 



SPOT TELEVISION (Continued) 



KWT. KRCA. KTLA. \VFMHT\. 
KH()\-T\ . \\ T\ J. WDBO-TV. WFBM- 
T\ . \\ n>( -TV. W BAL-TV. WMAR- 
T\. \\ jnK-T\. KCCOTN . KSD-TW 

KM r\ . w hi:ntv. w cbs- r\ . wrca- 
T\. W KV r\ . WCAL-TV. wfbc. 
\MiAl'T\. KTKK-TV \N0A1-T\. 
\\ T\K-TV. KOMO-T\ . W S \Z-T\ and 
\\TMJ-T\. 

Q. How much do these individual 
stations charge for locally origi- 
nated television color? 

A. .\Iajorit\ of stations that now 
olTer color are still using their regular 
I ale cards and simply adding the cost 
of using their <'olor facilities. Some 
are not charging an\ thing extra for 
color while a few add from 10 to 30' < 
t(. regular rates \Nlien a sponsor wishes 
color. I See Color Basi<-s. page 161.1 



Special appeals 



Q. How many stations are pro- 
graming to specialized audiences? 

A. Of the V)r> television stations 



which reported to sponsor's Buyers' 
Guide this year, 5i ) have spe- 

cial-appeal programing. This repre- 
sents a slight increase--three percent- 
age points over number programing 
with special appeals in 195.5. 

Among stations which cater to 
marginal audiences are 35 devoting 
time to \egro-appeal shows; in 1954 
there were only eight such stations 
and in 1955. 19. 

Spanish-language programing ranks 
second in special-appeals schedules: 
17 outlets reported Spanish language 
shows compared to nine in 1955. 

In addition, increases in the follow- 
ing have been noted: Polish language. 
Italian. German. Greek and Ukrainian. 

California leads in nundier of sta- 
tions programing to specialized audi- 
ences with eight. Following in order 
are: Florida and Texas with live each; 
Ohio and South Carolina, four apiece: 
Arizona and Tennessee, three each; 
Georgia, Louisiana, Michigan and 
North Carolina, each with two; y\la- 
hama, Arkansas, District of Columbia, 
Kentu<k). Maryland, Minnesota, Mis- 
sissippi, Missouri. Nevada, New York. 
Pennsylvania, West \'irginia, W^iscon- 
sin and oming — one per state. 




Q. How deeply has tv penetrated 
the farm market? 

A. In its most recent quarterly re- 
port on television set ownership, the 
Market Research Corporation of Amer- 
ica gives data on percent of farm 
families with tv sets. 

From April 1955 to April 1956. 
over-all tv set ownership on farms 
went from 38'^^ to 53*^. For the 
same dates, national tv set penetration 
is estimated as having gone from 67' < 



Q. How many tv stations pro- 
gram to the farm audience? 

A. Some 56"^^ of sponsor's 1956 
Buyers' Guide respondents for 245 
tv stations) devote some time to pro- 
graming to the farm audience. This 
represents an eight percentage point 
rise over number of stations sched- 
uling shows for this segment of the 
audience in 1955. 

In addition, more tv stations report 




Pay less to sell the 
SOUTH BEND-ELKHART 
UHF* market on 



"A Tim 




WSJV 


Station B 


Station C 


1 Hour 


J300 


J500 


$400 


'/, Hour 


$180 


$300 


$240 


3 Min. 


} 90 




$100 


E.R.P. 


250,000 
watts 


185,000 
watts 


204,000 
watts 




LOWEST COST 
PER THOUSAND 
see PULSE — 
January '56 



SOLID UHF MARKET t 215,814 UHF SETS • SEE YOUR H-R MAN 

"Where UHF Isn't. . . It Isn't Mi.ssed" — BROADCASTING • TELECASTING, May 
7, 195G. If you would like a reprint of this revealing article about this soHd UHF market, as 
written by H-T's senior c(iitor, Frank Hcatty, ask any H-H man, or write Paul C. Brines, 
Director of Broadcasting, WSJV-TV, Elkliart 52, Indiana. 
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UNPADDED SELL 

•\marillo i? the ■'capital" of the Texas 
Panhandle. 230 miles from the near- 
est larger city, it is the retail center 
for over 30 Texas. Oklahoma and New 
Mexico counties. KG\C-T\"s 0.1 m\ 
line includes 19 of theni. As a distri- 
hution center. Amarillo ser\es parts 
of fi\e states; total sales a\erage more 
than S250.000.000 annnalU. Market- 
place for Panhandle agriculture, head- 
quarters for oil, gas and other indus- 
tr\. Amarillo is an active commercial 
center. For three consecutixe \ears it 
has been i\o. 1 for the nation in retail 
-ales per household. 

If this suggests that K('r\C-T\ is 
worth an advertising in\e-tment, it's 
no coincidence. 



KGNC-TV 

Amarillo. Texas 



Chamiel d 
100.000 watt- 



NBC Affiliate 
National Kei)reseiilali\ c; 
The Kalz Apeney 



JULY 1956 
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SPOT TELEVISION (Continued 



thai lui\i' farm tli rector-. In 

oiih 21 outlets luul farm direc- 
t(ir~: llii- \ear. r>r> report luuiiisi one 
1 ijiure~ arc hascd on t\ -lalion- wliit li 
Ix'loni! to the Nalionrl \->o( ialion of 
1\ and Kadio I'arm Diict lor-. 

Buyers' (Uiide found that television 
stations schedule tlie foUouinji t\i)e^ 
(if farm shows: market new-, weather 
>ej)orts. interview-, demon-t rations. 
1-1 1 farm tip-. 



Homemaking shows 



Q. How many tv stations have 
local homemaking shows? 

A. I himeniakinfi -how- enjov w id(^- 
spread popularitv throughout the 
I nited State>. Of IT) Bii\('is' (hiide 
respondents who reporl(^d their sehed- 
iilc- this \ear. M IJ! -tatiou- or 70' < 
olTer local homcmakinji |)ro^ranis. 
I hi- t\pe of projiraininu falls into 
six main catejiorics : (li kitchen. (2i 
home decoration. ( l child care, f I I 



(I()-it-\ ourself. I .T 1 fashion and l6i 
beautN . 

Kitchen shows. traditionalK slotted 
mo-t often, retain their popularitv 
w ith ' of rc-))ondents reporting 
this catciTorx . Fa>hion i^ number two 
with 71 schednlinji such shows. 
Nome decoration ranks third with 
iu' I of the stations ie|)orting them. 
Some I had beautx show s. I he 
('o-it-\ ourself categorv e\ ideni es coii- 
siderahle decline with 1')'^ compared 
to .1 1' f in V)?)?). However, child-care 
pro<;ranis poll 19' r . a> o|)posed to 
last \ ea r s 27' < . 

Tlio-e latter two program t\ jjes are 
the onl\ ones to show sharp chanjic 
amonu homemakinji -how-. 



Sports 



Q. How many tv stations have 
sports s/iows? 

A. I.tI -talions or 'M' f . of Buyers' 
Guide's \*)r) respondents offer ]jla\- 



l)\-|)la\ s|)orts coverage. Of interest 
is the wide \ariet\ of sports reported. 
Ill all. 21 sports are covered. Ihev 
lange in popularitv from football 
(programed bv 2.54 outlets! and 
ba>ketball (telecast bv 1691 to bull 
fights, fair games, jai-alai. rodeo, 
tennis and lelavs. each of v\hich is 
scheduled l)v single -tatioiis 



Local commercials 



Q. What are television stations 
equipped to do for advertisers in 
the way of commercials? 

A. From a Buyers' Guide tabula- 
tion of 39.T stations, it s evident that 
most outlets have the makings for 
eflective local live conunercials. 

I'or advertisers who vsant to sell a 
kitchen product in a kitchen setting, 
,">4() or 111' '< of respondents are readv 
to oblige. 

\\ hen it comes to hoinev sales talks 
from living room to living room. 391 



WISC-TV (^hannel 3 VHP offers you a 
rich area market! It includes the cream of 
America's Dairyland, the home of the Uni- 
_VVisconsin, Wisconsin's Capital 
City of Madi.-ii^^fc^^^iern section of a^jri- 
(.nltural !llinuis^^^^^^^f*»^^iiyersified 
industry .i leadmg: rnedici^ 




Station offers you 



coverage 




|and-li.LINOIS 

COVERAGE FACTS 

TV Sets in Area 300,170 (1956) 

Total Families 409,800 (1956) 

Total Population .1,389,100 (1956) 

Total Retail Sales $1,681,147,000 (1955) 



County Coverage 30 (Wise, III , Iowa) 

Power 100,000 Wotts 

Antenna Height 1826 Ft. A.S.I. 




I'E K Ai B 



Represented Nalionally by 
PETERS, GRIFFIN, 
WOODWARD, INC.^ 



OH AM M EL 



3 




VHF 



MADISON 



WISCONSIN 



42 



FALL FACTS BASICS 



SPOT TELEVISION (Continued) 



or 9B'V have s^iuli jHMiiiaiient >('ts 
a\ailable. 

Moi o iiifoi iiial -un oundiiii;*. too. 
arc pcriiiaiientK iii>talle(l at main 
s.tatioiis. For cxainplc 315 or 79' <■ 
arc c(jiiijipc(l for oiit-door or j)atio 
( oiniucrcials. Other apparatus for 
achcrtisors includes tlie following: 
auto ramps at 23o or 00' < of outlets 
queried: rear-\ic\\ screens at 212 or 
S3' f : remote facilities pro\ ided h\ 
i<S4 or 46^'. 



1,032 Ft 




Q. When was the video tape re- 
corder developed? 

A. The first video ta|)e recorder \\a> 
introduced hy the Ampex Corp. at the 
\ARTB convention this spring. \ ideo 
recorders are heing de\elojied also b\ 
other companies, and l{CA is hard at 
\vorI< perfecting its color taj)e recorder. 
The Ampex machine reproduces hlack- 
and white onlv at this point, hut Am- 
pex expects to add color in the next 
vear or so. 



Q. How big an effect will the 
video tape recorder have in the tv 
industry? 

A. A re\'olutionary one, e\er\one 
agrees. Just how revolutionary it will 
he. in specific terms, is diflicult to pre- 
dict. At this point, the whole concept 
is so new and the jiossihle apjilicalions 
so limitless that l\' people ha\e onh' 
hegun to speculate ahoul how lhe\ can 
use it. I See "^^ide() tape: how it will 
re\'olut ionize programing,"' SPONSOK, 
30 April 19561. 

Q. What are the most immediate 
uses expected to be? 

A. CBS and rsBC ha\e Ampex re- 
corders on order, and will put them 
into operation starling this fall. The 
first application of the mechanism will 
be as a replacement for kinescope re- 
cordings. Networks will also more 
than likely use lajje to solve the de- 
layed broadcast hassles which accom- 
j)any the semi-annual switch to and 
from Daylight Sa\ing rime. 

Locally, stations can j)ul live shows 
and live conunercials on tape with a 







JOE FLOYD 
LIKES 'EM 

Tall, Lean 
and Popular 

So does his larger-than-ever 
viewing audience in the 3-state 
money belt — So. Dakota, Iowa, 
and Minnesota. 

H's because KELO-TV's new 1,032 ft. tower fits this big- 
family, big-buyinq market like no other medium. 
It beams a powerful picture of their favorite enter- 
tainers . . . and of your product. 

That's why KELO-TV Is popular with local and 
national advertisers, too. And, since KELO-TV is 
micro-linked with Joe's neighboring KDLO-TV, you 
capture two big markets with one smart buy. 



.HUISM 



A 



i 



CHAHHEl 

3 




SIOUX 

FALLS. 




GENERAL OFFICES IN SIOUX FALLS, S.D. 



KSLO^ 



JOE FLOYD, president 

Evans Nord, Gen. Mgr. • Larry Bentson. V.P. 

NBC • ABC • CBS 

represented by H-R for TV and AM 
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thnliine *;iiiiora cif\\. airing llie tape* 
at iii^lil and culling: tloun on nighl- 
linie l("< luiicians. l lic; ran audition 
liH'al >lio\\>. j)ro(lu(e live connnercials 
more clluienllx . jjerliaps even j)nl the 
reiortler in a mobile unit and ])itk. up 
special events via tajte rather than h\ 
fdm. 

Q. W/7/ video tape be a substi- 
tute for film? 

A. \t tlii> >tage of it> development, 
no. Hut it ma\ he a hiji factor in fdm 
in the future. 



>e\eral jjiohlems which have to be 
resolved before video tape could ever 
replace film. I nious.. inevitably, would 
>qual)ble over jurisdiction. Before 
film sviidicalors would ever think of 
transposing their fdm material to tape 
thev'd have to be sure stations were 
e(jui])ped with video rtX'orders. At lhi> 
point, it il be some time before everv 
station in the country has one. And 
even if stations were equipped in the 
near future with video recording fa- 
cilities. sv ndicators at liiis point have 
no dev ice which wouhl enable them to 
make v itleo tape copies of the master 



tape. Duplicator mechanisms 
probably be develojied. however. 



Get 
the most 
out of 
your 
advertising 
dollar 



r 



. . . ff 

/out/ 

list of 

sittisl'ied 

ellents tvstiftf 

to the 

r^^sttlt 

fH'ttlitfi tthUittf 
of 

SOUTH GEORGIA'S 




PEP 



STATION 



ABC, ?, OP OCA t'ROSRAMS 



WALB! 

CHANNEL 10 

ALBANY, GA. 



H ',''1, Pr<; df" t • Ti m St waqon, GoRoral Manager 

Represented by VENARD, RINTOUL & McCONNELL 
James S. Ayres - S.E. Representative 



TV set count 



Q. What's the status of ARF's 
all-industry set count? 

A. The Advertising Research Foun- 
dation wa.s commissioned b) TvB. 
\AHTB and the three networks to 
make the first all-industrv sd count 
which was released in April. ARF in 
late June launched a new second sludv 
along these lines. The same industry 
groups commissioned this re-ealcula- 
ticMi of the number of Iv sets in the 
I .S., count) by countv. 

Tiie .second AKF report is to be 
based on a U. S. Census Bureau sur- 
vey of set ownership conducted in 
February, it will be implemented with 
>el count data from Nielsen's second 
coverage study undertaken this spring. 

In the second report. ARF" hopes to 
close the time lag between collection of 
data and i)ublieali()n. The first report 
was based on June 19.5.5 Census Bu- 
reau research and released 10 months 
later. (See sponsor 20 Feb. "56. 
■'What's with the Iv set count these 
days?"' and 30 April '56. "First all- 
industry Iv set count "). An early fall 
release is the target for the second 
study vvilii the hope that the time lag 
can be reduced to seven months. 

The Census Bureau will add tv house- 
hold questions to its uix^oming August 
survey. ARF. however. doe> not at 
this time plan to compute a set count 
on the basis of that data. 



Q, How is NARTB's own set- 
count project coming along? 

A. Three vears ago, \Ai{ rB decid- 
ed it should provide both set count 
and station circulation information. 
The project is still in the planning 
stage. 

One big reason for the delav : the 
tlifTicully in determining the method 
bv which an "unchallengeable" indus- 
try report can be evolved. XARIB 
wants to a.scertain circulation and cov- 
erage in terms of | 1 ) the nund)er of 
Iv sets in a station's area and (2 I the 
amount of regular viewing of stations. 
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FALL FACTS BASICS 




MAXIMUM AUDIENCE PENETRATION 



... and that's exactly what 
WPRO-TV (channel 12, Providence, 
R.I.) delivers in a Southeastern 
New England area of over ? m/7//'on 
television homes. WPRO-TV offers 
survey-proved Maximum Audience 
Penetration of not one, but three 
major markets - PROVIDENCE, R. I., 
plus FALL RIVER and NEW BEDFORD, 
MASS. For proof, ask BLAIR-TV! 
For results, use WPRO-TV. 



L 



WPR 



PROVIDENCE, RHODE ISLAND 




CHANNEL I 

K 

316,000 WATTS 



Ask your Blairman 




1 




LEVELAND 




WBC stations dominate and sell where 1,6 of 
America does its shopping the most important 
mass markets. They dominate with top power 
and top programming . . . they sell with top 
promotion! Big advertisers buy WBC (94 out of 
the 100 largest) . , , small advertisers buy WBC 
(more than 1200 of them) . ^ . both get what they 
buy from WBC — the most coverage and the 
most sales for their money. 

But, don't take our word for it. Check case 
histories with A. W. "Bink" Dannenbaum, WBC 
General Sales Manager. Call him at MUrray 
Hill 7-0808, New York. Or, contact your nearest 
WBC station. 



riNG COMPANY, INC. 

?C stations represented by Peters, Griffin, Woodward, Inc. 



Support the Ad Council Campaigns 



KTLA 



UADS 



IN THE IMPORTANT METROPOLITAN AREAS 

of 

SAN DIEGO and SANTA BARBARA 




SANTA BARBARA 

—KTLA is again the TOP 
Southern California inde- 
pendent station in this 
rapidly expanding market 
of over 84,000 sets. 



* SAN DIEGO 

—KTLA is the ONLY 
independent station in 
Southern California to 
completely cover the 
407,000 television sets In 
San Diego. 



The oufsfanding record of LEADERSHIP "FIRSTS" fhat 
KTLA has mainfalned since fhe earliest days of felevlsion. 



CHANNEL 5 

Represented Nationally by PAUL H. RAYMER CO. 



5800 Sunset Boulevard 
Hollywood 28, California 
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FALL FACTS BASICS 




SPOT TV BUYERS AND BUDGETS 

These two .-els of statistics, l)a>p(l on a TvB siinim;ii\. -how (I I how iiui< h 
money difTeient tjpes of hnsinesso and sen ices spend in >|)ot tv and (2i 
the top 200 companies which spend tlie most. Both sets of fifrures .-over 
the fourth quarter of 1955 and the first of 1956. when clients inve-ted 
respective!) . S103.8 million and S100.2 million. Biggest product group 
buying tv spot is food-grocer) products, wliich spent S2{!.4 million in 
first quarter. The much-needed continuing report is the industr\V fir-t. 
It is backed by TvB. and based on surveys made b\ \. C. Uorahauali. 



HOW VARIOUS MAJOR INDUSTRIES COMPARE IN SPOT TELEVISION SPENDING 



Product eatetory 


fid 1 na Aftti mst* 

^|ic inj 1 iin D« ^1 III ■ 

4th Quirter 'SS 


Itt quarter '56 


AGRICULTURE 


$378,000 


$310,000 


ALE, BEER & WIISE 


$9,446,000 


$8,323,000 


AMUSEMENTS, ENTERTAIJSMEIST 


$119,000 


$157,000 


AUTOMOTIVE 


$5,321,000 


$3,280,000 


BUILDING MATERIAL, FIXTURES, PAINTS 


$1,069,000 


$805,000 


CLOTHING & ACCESSORIES 


$2,455,000 


$1,793,000 


CONFECTIONS & SOFT DRINKS 


$5,391,000 


$4,673,000 


CONSUMER SERVICES 


$3,146,000 


$2,952,000 


COSMETICS & TOILETRIES 


$7,864,000 


$7,442,000 


DENTAL PRODUCTS 


$2,779,000 


$4,253,000 


DRUG PRODUCTS 


$8,909,000 


$10,726,000 


FOOD & GROCERY PRODUCTS 


$27,106,000 


$28,461,000 


GARDEN SUPPLIES & EQUIPMENT 


$43,000 


$134,000 


GASOLINE & LUBRICANTS 


$3,698,000 


$3,123,000 


HOTELS, RESORTS, RESTAURANTS 


$50,000 


$48,000 


HOUSEHOLD CLEANERS, POLISHES, WAXES 


$2,004,000 


$1,579,000 


HOUSEHOLD APPLIANCES 


$2,444,000 


$1,505,000 


HOUSEHOLD FURNISHINGS 


$833,000 


$768,000 


HOUSEHOLD LAUNDRY PRODUCTS 


$4,318,000 


$4,747,000 


HOUSEHOLD PAPER PRODUCTS 


$951,000 


$1,108,000 


HOUSEHOLD GENERAL 


$992,000 


$975,000 


NOTIONS 


$200,000 


$80,000 


PET PRODUCTS 


$1,294,000 


$986,000 


PUBLICATIONS 


$133,000 


$564,000 


SPORTING GOODS, BICYCLES, TOYS 


$659,000 


$08,000 


STATIONERY, OFFICE EQUIPMENT 


$105,000 


$73,000 


TV, RADIO, PHONOGRAPH, MUSICAL /AST'S 


$1,646,000 


$626,000 


TOBACCO PRODUCTS & SUPPLIES 


$6,440,000 


$7,081,000 


TRANSPORTATION & TRAVEL 


$1,000,000 


$665,000 


WATCHES, JEWELRY, CAMERAS 


$2,138,000 


$1,834,000 


MISCELLANEOUS 


$911,000 


$1,040,000 


TOTAL 


$103,872,000 


$100,209,000 



JULY 1956 
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WHAT TOP 200 SPEND IN SPOT TV* 



1 



4TH QUARTER 1ST QUARTER 4TH QUARTER 1ST QUARTER 

RANK ADVERTISER 1955 1956 RANK ADVERTISER 1955 1956 



1. 


I'rocler & Gamble 


S4,064,600 


85,782,800 


51. 


E. & J. Gallo Winery S 


256,800 


S 388,400 


2. 


Broun & Williamson Tob. 2,739,100 


2,921,900 


52. 


Bristol-Myers 


252,300 


384,800 


3. 


5lrrli!ig Drug ... 


. 1,893,000 


2,252,800 


53. 


Reader's Digest 




378,900 


4. 


General Foods . 


2,004,000 


2,053,800 


54. 


FalstafI Brewing 


354,900 


377,900 


5. 


Kellogg Company 


1,199,300 


1,780,000 


55. 


Pepsi Cola 


428,000 


373,700 


6. 


Miles Laboratories . 


1,561,400 


1,696,900 


56. 


Sales Builders - 


368,300 


371,000 


7. 


Colgate-Palmolive 


1,231,000 


1,583,100 


57. 


Se\en-Up 


399,600 


368,400 


8. 


Philip Morris 


1,175,700 


1,542,200 


.58. 


Wildroot 


341,300 


36^t,800 


9. 


National BiMuit 


1,158,500 


1,478,400 


59. 


Salada Tea 


308,600 


355,900 


10. 


General Motors 


1,423,700 


1,264,200 


60. 






355,500 


11. 


Bulo\a Watch 


1,238,900 


1,228,400 


61. 


Best Foods 


241,300 


349,400 


12. 


Anahist 


887,800 


1,194,400 


62. 


Wesson Oil & Snow Drift . 


267,200 


346,600 


13. 


American Tel. & Tel.** 




1,143,300 


63. 


Radio Corp 


323,300 


344,000 


11. 


Liggett & Myers Tobacco 


902,000 


1,122,900 


64. 


Armour .. 


289,500 


340,500 


15. 


Carter Products 


319,200 


1,059,900 


65. 


H. J. Heinz 


304,000 


327,300 


16. 


Ford Motor 


1.716,800 


985,100 


66. 


Aidieuser-Busch .. 


263,000 


325,400 


17. 


Robert Hall Clothes 


1,245,500 


869,100 


67. 


Shell Oil 


464,800 


324,600 


18. 


Charles Antell 


. 217,800 


847,300 


68. 


American Home Foods 


254,600 


313,800 


19. 


Minute Maid 


466,700 


839,100 


69. 


Pabst Brewing 


294,200 


313,500 


20. 


(Continental Baking 


609,000 


761,400 


70. Plough .. 


367,000 


310,500 


21. 


Block Drug 


. 879,900 


751,200 


71. 


U. S. Tobacco 


224,300 


306,700 


22. 


Warner- Lambert Pharma 


. 755,200 


725,900 


72. 


Ludens 


194,100 


294,600 


23. 


Ilelaine ."^eager 


522,500 


725,200 


73. 


A. & P. . 


286,800 


286,600 


24. 


Peter Paul ... . 


567,900 


724,700 


74. 


Hawley & Hoops 


253,700 


286,100 


25. 


Florida Citrus Comm. . 


598,500 


698,500 


75. 


Standard Brands 


265,100 


285,600 


26. 


Gro\ e Laboratories . . 


419,000 


659,700 


76. 


Smith Brothers 


220,000 


279,900 


27. 


Coca-Cola 


835,300 


654,800 


77. 


Mennen 


180,100 


276,300 


28. 


Harold F. Ritchie 


703,300 


642,000 


78. 


Brown Shoe 


246,800 


273,600 


29. 


Borden ... 


. 286,200 


573,600 


79. 


Seeck & Kade 




273,200 


30. 


Xestle 


961,600 


542,400 


80. 


Lee, Ltd. 


266,200 


270,000 


31. 


Esso Standard Oil 


553,600 


531, .500 


81. 


Pharmaceuticals 


226,800 


267,500 


32. J. A. Folger 


424,300 


531.300 


82. 


Giamorene ... . 


132,500 


264,200 


33. 


Toni 


436,800 


497,700 


83. 


Beechnut Packing 


258,300 


262,700 


31. 


Campbell Soup 


763,100 


495,600 


84. 


Carling Brewing 




261,000 


35. 


R. J. Reynolds I'obacco 


550,100 


4-87.800 


85. 


Tlieo. Hanini Brewing 


274,200 


260,300 


36. 


Chrysler 


558.100 


481,700 


86. 


Carnation*** 


183,500 


258,800 


37. 


Chesebrougli- Ponds 


414,700 


474,500 


i> 1 . 


General Baking 


395,200 


230,300 


.38. 


Lever Brothers 


391,100 


471,000 


88. 


Standard Oil Indiana 


182,000 


230,200 


39. 


Northern Paj)er 


430,400 


448,100 


89. 


P. Lorillard 


260,900 


229,500 


40. 


B. T. Babbitt 


492,500 


433,200 


90. 


Sinioniz . . 


122,100 


227,900 


41. 


P. Ballantine Sons 


4'1.6,700 


429,600 


91. 


Socony-Mobil Oil 


320,500 


227,400 


42. 


Corn Products Refining 


417,300 


425,900 


92. 


American Chicle 


247,400 


224,300 


43. 


Benrus Watch 


324,300 


417,000 


93. 


Cream of Wheat 


172,700 


221,500 


44. 


Tea Council 


403,300 


403,800 


94. 


Sealy ALattress ... 


181,700 


218.700 


45. 


Hills Bros. ColTee 


250,200 


403,500 


95. 


Eastern Guild 


227,300 


217,900 


46. 


Thomas Leeming 




401,400 


96. 


General Mills 


349,800 


217,500 


17. 


Vick Chemical 


. 665,600 


397,000 


97. 


Morton Frozen Foods .. . 


123,200 


216,300 


18. 


Picls Bros. 


407,900 


394,200 


98. 


Pacific Coast Borax 


265,500 


214,900 


•19. 


Better Living Enterprises 


153,900 


393,900 


99. 


F'. & M. Schaefer Brewing 


188,600 


213,500 


.50. Stokcly-Van Camp 


364,500 


389,900 


100. Thomas J. Lipton 


164,400 


212,800 


Till 


• tlnialr bn^cfl on N, C IU>rabiiii«li darn Itlnnk Bptirc 


n. Ith Qiiarlcr lO.'i,') columns 


nbovp 


means ailvcrllscr was not antotiK top 200 


In period. 


Includes M\ ncRlonal 



Ti-I Cr. ■••Inil.i.lfi Albca MllllnE Co 
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FALL FACTS BASICS 



WREX-TV — "The Viewers' Choice"— DELIVERS your 
message »a fhe buyers in this rich industriol and 
agricultural market. 

The consistent high quoiity in production, promotion 
ond merchandising of both spots and programs has 
earned many major owords for WREX-TV this year! 
For the best medium to reach this Rockford Area mor- 
ket consult H-R for the WREX-TV story. 






ABC AFFILIATIONS 



WREX-TV channel 13 • rockford, Illinois 



REPRESENTED BY H-R TELEVISION. INC. 



JULY 1956 
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WHAT 



RANK 


4TH 

ADVERTISER 


QUARTER 
1955 


1ST QUARTER 
1936 


101. 


Lewis Food -. - - S 


199,100 


S 212,000 


102. 


Safeway Stores 


343,700 


211,300 


103. 


Duffy-Mott 


176,300 


207,900 


104. 


Liebmann Breweries 


229,400 


206,500 


105. 


Libby, McNeil & Libby .... 


186,900 


203,500 


106. 


Sunshine Biscuit ... . 


315,900 


203,100 


107. 


Lucky Lager Brewing . 


147.200 


202,200 


108. 


Standard Oil Ohio 


182,600 


199,900 


109. 


Hudson Pulp & Paper 


157,500 


192,800 


110. 


American Bakeries 


236.800 


190,500 


111. 


Grant 




188,700 


112. 


National Brewing 


191,800 


186,900 


113. 


Converted Rice ... 


182.600 


185,100 


114. 


International Cellucolton . 




184,100 


115. 


Alkaid 




181,900 


116. 


Grocery Store Products .. 




181,400 


117. 


W. F. McLaughlin . . .. 


129,000 


179,100 


118. 


Avon Products 


296,700 


174,100 


119. 


Monarch Wine 


189,100 


171,600 


120. 


B. C. Remedy 


123,600 


171,600 


121. 


Welch Grape Juice 




169,500 


122. 


Seabrook Farms 




168,600 


123. 


Phillips Petroleum 


193,600 


168,600 


124. 


Ward Baking 


201,900 


162,200 


125. 


Pillsbury 


306,100 


158,300 


126. 


Kroger 


143,500 


156,900 


127. 


San Francisco Brewing . 


300,600 


155,.500 


128. 


Paxton & Gallagher . 


142,700 


155,100 


129. 


Jackson Brewing . 


150,800 


153,000 


130. 


Ralston-Purina .. 


117,180 


149,400 


131. 


Duncan Coflee . .... 




148,300 


132. 


Top Value Enlerj)rises 




147,000 


133. 


Langendorf Bakeries 


184,400 


145,500 


131. 


Bank of America . . 


126,200 


143,600 


135. 


Jacob Ruppert Brewery .... 


236,000 


143,100 


136. 


S. A. S<4ionbrunn . . 


133,600 


142,800 


137. 


Kraft Foods . 




140,700 


1.38. 


Gordon Baking 


125,800 


140,200 


139. 


\ . La Rosa & Sons 


169,600 


139,800 


140. 


DufjuesiK' IJrowiiig 




] 38.200 


141. 


Huiloni Products 


133,800 


135,800 


1 42. 


Sardeau 




135,300 


1 13. 


Richfield Oil 




135,200 


111. 


Household Finance 


167,000 


135,100 


115. 


Drewrys, Ltd 


166,300 


134,000 


116. 


International Milling 


139,.500 


132,600 


147. 


r)uality Bakers .. 


160,300 


130,900 


]1«. 


Bine Plate Foods . . 




129,800 


149. 


G. H. P. Cigar 




129,000 


150. 


George Wiedemann Brew. 


137,800 


128,200 



'TVB ciMmnIc IjjshI on N C KorabauBh dala Blank spare In lili Quarter 19r>3 



TOP 200 SPEND IN SPOT TV* 



4TH QUARTER 1ST QUARTER 



RANK 


ADVERTISER 


1955 


1936 


1 51 


Tn Jl 7Pr |-{t<i n r\ M 


c 1 4,0. Aon 


c 1 •>7 Qftn 


1 52 


1 1 TVXc\cf^\ 1 


1 36 40n 


1 26 600 


LOO, 


W^Q 1 cr r/»OTi 




1 96 1 on 


1 ^d. 

lo^* 


ouiiiner jjrL,\\ iii^ 


1 ROO 
X0O5OUU 


19^ 1 on 

X MtJ) X \J\J 


1 51^ 

1 OOt 




1 P.2 son 


1 24 700 


1 56 


Ir^nlinntilnl 11 1 1 




124 500 


1 57 




1 23 ono 


1*^3 100 


1 58 


Gold Seal 






1 59 




337 2nn 


1 22 40n 


1 6n 


1 » t" 1 Pt Iptti Jln W rP w t n cr 

\J m XlCllClllClll UiC»lJl^ . 


131 2nn 


1 '>2 300 


161 




137 300 


120 500 


162. 


Assoc Ilosnital Ser\'ice 


117,200 


120.400 


163. 


Wm B Reilv & Co. 


122 900 


120.000 


164 






119 300 


165. 




181 200 


117,900 


166. 


Dn Pont 


356.700 


117.000 


167. 


I\L J. B. 




116.500 


168. 


(irpvlioiinn 


155 100 


115.600 


169. 


Inliimnifl Hrnflnraslincr 

V_< \J lUlllU Id XJ 1 Cl 1.1 Cl L 111^ 


401 100 

T\J X J X \J\J 


115 600 


170. 




1 24 000 


114 900 


171. 






112 400 


172. 


IVpw P.norlanfl r'nnf 


1 20 000 


111 1 00 

X X X ^ X W VF 


173. 


Srnlil7 Hrpwinor 


1 22 200 


110 500 


174. 




1 48 600 


110 1 00 

X X VF) X \J\J 


175. 


IValional CarHnn 


173 600 


108 900 


176. 


n a 1 n r nrlc tn or 




1 08 1 00 


1 77 


r mprsnii llrlicr 


122 700 

X t^t^ ^ \ \J\J 


1 07 600 

X VF < ^\J\J\3 


178 


William Wrtclpv 


107 300 


1 07 "iOO 

X vF 1 V/ VF 


179 


Cbock-Full-O Nuts 




1 06 900 


180. 


Anif^riran Slnrf*^ 




1 06 70n 


181. 


Ravco Mff. 


203 900 


1 06 000 


182. 


JiiTi Clinton Clothing 




105 900 

X \J %J ^ ^ \J\J 


183. 


ViniiliTian X' Son 


200 400 


1 05 800 


1 84. 


TiolsniTi Ha kill or 

J. & \J & 0 U 111 X-J CV 1 1 i _ _____ 


127 000 


1 05 600 


185 


Frito 




101 7on 


18G. 


s s s 




1 00 700 

X VFVF, i\J\J 


1 87 


^ 1 rr\ li i"p 1 Ti (T 


1 30 500 


X uu,ouu 


188. 






1 nn '-inn 
X uu,<>uu 


1 89. 


inlpriialtnnal Sail 




1 nn '>nn 


190. 


Swift 




1 00 nnn 


191 

X X • 


1 ?i*lrr> irtTivprli n rP 




98.700 


192 


^0 nnPtiMnrr rsrpwtncr 




98 500 


193. 


1 An fTp Ipq 11 rp w 1 ti rr 


2.58 300 


97,800 


194 


K pv 0 ra 1 n r> nprls 




97,600 


195. 


Oscar Mayer 




97,100 


196. 


QNk Corp. (Wines) . 


355,200 


96,400 


197. 


G. Krueger Brewing . ... 




96,000 


198. 


Mall-O-Meal 


130,300 


95,000 


199. 


Marlowe Chemical 




94,900 


200. 


Blumentlial Choc. .... 




94,700 



oboTC mcani iJvtrtljcr was not amonc lop 200 In period 
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FALL FACTS BASICS 



NEW KSTP-TV ANTENNA IS HIGHEST TV 
STRUCTURE IN AREA ... IMPROVES SIGNAL 
IN THOUSANDS OF FRINGE AREA HOMES! 



KSTP-TV, the Northwest's first television station and 
first with maximum power has done it again! This time 
it is a new six-bay antenna further increasing tower 
height and making it the Twin Cities' highest structure. 



This major improvement adds thousands of potential 
regular viewers to KSTP-TV as letters from more than 
100 miles away indicate. A few of these letters (with a 
map showing writers' locations) are shown below. 



Here's what viewers tell us: 



"KSTP-TV comes in perfect. The picture 
couldn't be any clearer in Minneapolis. We ap- 
preciate what you have done to give us better re- 
ception. We are 105 miles from Minneapolis." 

Melrose, Minnesota 

"Since your new TV antenna was put in use, our 
TV picture comes in very well. We are 102 miles 
from Minneapolis and it really is amazing how 
clear the picture comes in." 

Rice Lake, Wisconsin 

"Congratulations on your increase in power. I 
watch your shows with pleasure now that the pic- 
ture is so much stronger. I live 180 miles south of 
St. Paul." 

Kanawha, Iowa 



"Since Friday morning both picture and sound 
on KSTP-TV are tremendously improved. We 
enjoy your programs more than ever and watch 
Channel 5 all the time." 

Wells, Minnesota 



"We watch your shows every day. Since Friday 
reception has been wonderful. In fact, it is per- 
fect." 

Olivia, Minnesota 




?OWN 



WATON- 
WAN 



)N 



MARTIN 



EMMET 



fARIBAULT IffREEBORN 

4* 



KOSSUTH 



pala alto 



WINNE- 
BAGO 



HANCOCK QRRO- 

M GORDO 

^ 



MOWER 



fILLMORE 



WORTH 



Pn<-A- Ml neurit ml \./dii--ut 
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MITCHELL 



HOWARD 



WINNESH'EK 



HOUSTO 



ALA 



fLOyO CHICKASAW 

■ A. 



fAYETTE CLA 




MINNEAPOLIS • ST. PAUL Basic NBC Affiliate 

Represented by Edward Petry & Co., Inc. 



JULY 1956 
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NET TV Show! 



There's a new solidity in mos' 



Washington probes 



rrcnd to a<h cnliirc : \B(; 

in a<l\ ( III Ml (■ lliciiK ^. S(iilt loilii 



new him ^cric;^. Adientures oi Jim Howie, keys the up^wiiii; 
^lai^ in Fri ni"lil ,'~OMlliwe'-l(rn-fronlier-coslnmp diania 



Q. Briefly, what are the Washing- 
ton investigations of tv all about? 

A. W ashington is. coiK Ci iied pi iina- 
ril\ with two a>po(ts of tv. I)ut the 
Iwo are related. First, the FCC i> seek- 
ing a solution to the station allocation 
prohleni caused h\ the fact that inter- 
Miixlure of vhf and uhf hasn't worked 
tlie wa\ it thouiiht it would. As a re- 



Trciul aHa> fr .small iiioiie.\ qiiizzos: Herb ."sliiinei nuAe- inlo ('B.'s T\' 

Tuesday night cuniefly-vai iel\ fdiiiial. Tuo lor the Money ^as dropped 




I 



lid buys are steady in period of 'changeless change' 

•duction and buying as clients and producers aim for 'sure thing' rather than 'big splash' 



suit a Irul) competitive tv sNslciii i- 
not yet a reality. SecoiuUy. the FCC 
and Senate Commerce Committee are 
making llioroiigh iin ej^tigation? of tlie 
tv network? to see wiietlier the pro- 
graming and advertising power tlie\ 
represent is not inordinate, monopolis- 
tic or against the puhlic inlere-^t. 
These two aspects are related to the 
extent that a solution of the allocation 
problem would, in the opinion of most 
parlies concerned, retluce the influ- 
ence of the tv networks, particularly 
where CBS and ^lHC are concerned. 



Q. 0/ what interest is this to the 
advertiser? 

A. A solution to the allocation tlilem- 
ma would mean I 1 ) a greater choice 
of stations on which to place advertis- 
ing. (2 I a greater choice of program- 
ing sources, since spot tv programing 
sources would be strengthened hv the 
increased market potential. 1 3) more 
competition among advertisers. Ill 
more a\ ailabilities to new and old tv 
advertisers, particularh the smaller 
firms. 

There aie manv aspects to network 



operations hut the heart of the (pies- 
tion, if recent \\ ashington testimonx i> 
any indication, is network option time. 
If option time i> limited, there would 
be greater opportunities for national 
spot and regional adxertisers. and. 
comersely. fewer oportunities (barring 
a change in the allocations pic ture I for 
network clients. If option time is 
banned completely, the networks would 
no doubt be dealt a heav\. if not a 
nrortal. blow. The webs maintain that 
network operation is inrpossible with- 
( Please turn la i)age 58 I 




watch 
closely 




Television's incredible statistics can 
be even more bewildering in this 
record year — if you don't watch them 
very carefully all the time. 

Take the question of measuring* a 
program's popularity. Do you count 
the total audience — the number of 
people who tune in during the course 
of a program (including those who 
tune out after sampling it), or do 
you measure the average audience 
— the number of people who watch it 
during the average minute ? 



Without a single family changing 
a minute of its viewing behavior you 
can arrive at a surprisingly different 
set of figures. 

The total audience** measurement 
can produce the most astronomical 
numbers. But the average audience 
concept has far greater value for a 
sponsor. Because it is a much more 
accurate index of the number of 
people who have seen an advertising 
message, it has clearly gained more 
acceptance in the industry. 



The clearest single fact about the 
1955-56 television season to date is 
that on an average audience basis 
CBS Television broadcast 7 of the 1( 
most popular programs at night and 
8 of the top 10 in the daytime. 

Moreover, its average program had 
a 12 Tr larger rating at night and 
a 64% larger rating during the day 
than the second ranking network. 

A record that continues to establish 
CBS TELEVISION as the 
world's largest advertising medium. 




NET TELEVISION (Continued) 



out oj)lion time. If tlie\ are right, 
eliniiiiation of ()j)tion would turn na- 
tional achertisinj; on t\ into a lOO'i 
>|)t)t ot)eration. This would mean tliat 
all national t\ acherti^ers would be 
concerned \vitli the heada<he> of indi- 
\idual market (learanics hut it would 
aNo mean more ( hoice of station, time 
and market. en if the networks 
could -ur\i\e without ojjtion time, 
there i> no douht thc\ would operate 
on a reduc ed xale and he le-s ahle to 



turn out the ambitious jjrograminii 
and public >er\ ice features the\ now 
do. 

Most agenc) execiJti\es at the im- 
portant agencies, though the) ha\e 
their comjjlaints alioul arbitrar\ deci- 
sions on jjrograming b; the networks, 
want to see the networks sur\ i\ c. l he\ 
feel l\ would be the loser if the net- 
works didn't. In a SPONSOU sur\e\ ad- 
\ertising e\e< uti\es stated o\erwhelm- 
ingb that thc\ would not like to ^ec 



the networks ■■di\ or<ed ' from j)ro- 
gram j)roduction (sec "What are ad- 
men telling the I'^Bl about ■di\ orce- 
ment'?". spo.nsor. 28 Ma\ 1956). 



Q. What is likely to be done by 
Washington about tv? 

A. \ specific projjosal on allocatiun.- 
was momentarih expected from the 
VCC at Fall Facts Basics jtres-time. 
Exactb what would be jjrojiosed wa> 



NIGHTTIME NET 7 to 11 



FOR DAYTiME 10 A.M. TO 2 P.M. 
FOR DAYTIME 2 P M TO 6 P M.. 



SEE PAGE 60 
SEE PAGE 62 



4 

|ini 
7;l.> 



:30 



7: l.> 



8 



a::to 



«:!.-> 



!»: I.l 



!»::tO 



10 



0:15 



I(»::t0 



O: ir> 



\I5C 



You Askfd 

For It 
Best FoOfH 



Amateur Hour 
Pharmaceuticals 
7:30-8:30 



Amateur Hour 
fcont'd) 



Omnibus 
t Aluminium 
Union Carbide 
9-10:30 



Dmnlbui 
'ccni'd ) 



N« Net Service 



SUNDAY 



Lastle 
Campbell 



Jack B^nny 
Alt Pvt Sfcretary 
Amrr. Tobacco 



Ed Sullivan 
Lincoln-Merc. 



G E. Theatrf 
G.E. 



Allrrd 
H llchcoik 
Bristol-Myfrs 



SC4.0nO Challenge 
Lorlllnrd 
Alt 
Rfvlon 



Whar» My LIni 
HfU-nt Curtis 
Alt 

Rrm Ion- Rand 



77lh Bengal 
Lancers 
Gen Foods 



Circus Boy 
Reynolds Alumin. 



Steve Allen 
t 



Tv Playhouse 
Goodyear 
Alt 
Alcoa 



Loritta Young 
P&G 



Natl Bovtling 
Chcmps 
While Owl 



I I 



MONDAY 

ABC CBS \BC 



Kukla. Fran 
& Dllie 
Gordon Baking 



News — John Daly 
t 



Bold Journey 
Ralstofl-Purlna 



Danny Thomas 
Kleenex-Delsey 
Alt 
Armour 



Voice ol 
F ircstone 
F irestone 



Bishop Sheen 
t 



Lawrence Welk 
Dodge 



Lawrence Welk 
(cont'd) 



No N<t Strvice 



No Net Service 



CBS News 
Doug Edwards 
Whitehall 



Robin Hood 
Johnson &. 
Jdinson 

Alt 
Wlldroot 



Burns and Allen 
Carnation 
Alt 

B F Goodrich 



Godfrey's 
Talent Scouts 
Thoi J LIpton 
Alt 
TonI 



I Love Lucy 
Gen Foods 
Alt 
P&G 



Dicember Bride 
Gen Foods 



Sludio One 
West'house 



No Net Service 



Gordon MacRae 
Lever Bros 



News Caravan 
R J Reynolds 



Sir Lancelot 
Amer Home Prods 
Alt Lever Bros 



Producers 
Showcase 
(1 wk in 4) 
8-9:30 
RCA Whirlpoolt 



Stanley 
Amer Tob. 
Alt 

Hrlene Curtis 
(3 wks in 4) 



Impart 
Ponds 
t 

(3 wks in 4) 



Robert 
Montgomery 

Presents 
S C Johnson 
Alt 
Schick 
9:30-10:30 



Robert 
Montgomery 
Presents 
(cont'd) 



No Nil Service 



ABC 

Kukla. Fran 
&. Ollle 
Gordon Baking 



TUESDAY 

CBS \BC 



News — John Daly 
t 



Warner Bros. 
Presents 
Gen Elee 
t 

7:30-8:30 



Warner Bros. 
Presents 
(cont'd) 



Wyatt Earp 
PiG 
Alt 
Gir Mills 



Program TBA 

G.E. 



DuPont 
Cavalcade 
Theatre 
DuPont 



TBA 



No Net Service 



No Net Service 



CBS News 
Doug Edwards 
Amer Tobacco 



TBA 



Phil Silvers 
R J Reynolds 
TBA 
Amana 



The Brothers 
Scheaffer 



Herb Shriner 
Pharmaceuticals 



Red Skelton 
Pet Milk 
Alt 
S C Johnson 



S64.000 
Question 
Revlon 



Do You Trust 
Your WKe? 
Frigldaire 
Alt 
L & M 



No Net Service 



TBA 



News Caravan 
Rem. Rand 



Chevy Show 
Chevrolet 
Alt 

Wash'ton Square 

t 



Fireside 
Theatre 
P&G 



Kaiser Alum. Hr. 
Kaiser Alum. 
Alt 

Circle Theater 
Armstrong 

9:30-10:30 



Kaiser Alum. 
Alt 

Circle Theal 
(cont'd) 



People Are 
Funny 
t 



Hr. 



AK( 



Kukla. Fnj 
& Dllie 
Gordon BakJ 



— John I 
Mlle< 



Djsneyktcl 
Amer Motfl 
Amer Dair j 
Derby Tt.1 
7:30-B::'0l 



Disne>lan4fJ 

(ccnt'di 



Program T B. 
Amer Tob. 
Alt 

Pearson Ph,vl 



Dizlt (, Harrtl 
Erstman KotlaJ 



Ford ThealifJ 
Fo.-d 



Wednrsda> 
Night FIghli I 
PabM 
Mennrn 



not known. However. ^l'O^^Ol{ lia? al- 
reath jzone on recoid with the oj)inion 
that the FCC, in \ie\v of it< j)a*t lii:^- 
tor\ and the complicated natnrc of 
the allocatilon issue, will do nothing 
drastic. Rxtensi\'c d(;-intei inixlure doe.- 
not seem to he in the cards and the 
nhf stations. man\ of whom are still 
lia\ ing a hard time, will jjrohahh he 
left to work ont their own economic 
destinies. 

\n decision on network oj)eration- 



will ( Dnie from the l"CC before next 
\ear. While Senator Bricker has been 
pushing hard for network regulation, 
there does not seem to he nmch >up- 
poit in Congicss for this stejj. \or 
does it seem likeh at thi> writing that 
option time will he hanned. W hilc 
the W ashington in\ e^tigation.- liaxc 
had some subtle cfTet Is on relations be- 
tween networks and aiheitisers. to the 
outsider there has been no ajiparent 
change in network j)olicic>. 



Programing 



Q. Will there be any programing 
new concepts Introduced this fall? 

A. No. Thi- will be the great -c.' 
son of < t)nsoli(lation in wh'ch progiam- 
ing j)Ursne> palti^rns o>tablish,-d (»\ci 
the past t\No \eai>. Iheie will, how- 
ever, be do/en? of change^ in >pe( ilic 




tSpansorsllip In part or In full has not yet been determined 



ESDAY 



lis 



TBA 



M5C 



No N .t Service 



Coke Time 
Cota Cola 



News Caravan 
Miles Alt TImo 



H Iram Holiday 
Gen Food! 



Father Knows 

Bost 
Seott Paper 



Kraft TV 
Theatre 
Kraft 



This Is Your 
Life 
Pic 



Twenty Ono 
Pharmaeeutleals 



THURSDAY 



.A ISC 



KukIa, Fran 
i. OIlio 
Gordon Baking 



News — John Oaly 
Life 



The Lone 
Ranger 
Gen Mills 

t 



Frontier 
Judge 
t 



Joan Oavis 
Show 
t 



Wire Serviee 
R J Reynolds 
t 



Ozark Jubilee 
t 



No Net Service 



No Net Serviee 



CBS News 
Ooug Edwards 
Amer Tobacco 



Sgt Preston 
Quaker Oats 



Bob Cummings 
R J lleynolds 
Alt 
Colgate 



Climax 

(3 wks in 4) 

Shower of Stars 

(I wk In 4) 

8:30-9:30 
Chrysler 



Climax 
Shower of Stars 
(cont'd) 



Playhous; 90 
t 

9:30-11 



Playhouse 90 
t 
Alt 
Ronson 



M8C 



No Net Service 



Oinah Shore 
Chevrolet 



News Caravan 
R J Reynolds 



You Bet Your 
Life 
OeSoto 



Orasnet 
L&M 



People's Choice 
Bordens 



Tennessee 
Ernie Ford 
Ford 



Lux V ideo 

Theatre 
Lever Brot 



A15C 



Kukla. Fran 
& OIlio 
Gordon Baking 

Niws — -John Oaly 
Milos 



Rin-Tln.Tin 
Nabisco 



Adven. of 
Jim Bowie 
Chesebrough . 
Ponds 
Alt 

Amor. Chicle 



Crossroads 
Chevrolet 



Treasure Hunt 
Mogen Oavid 



The Vice 
Sterling Orug 



TBA 



No Net Service 



FRIDAY 

C18S .\I8C 



No Net Serviee 



CBS News 
Ooug Edwards 
Whitehall 



My Friend 
Fllcka 
Colgate 



West Point Story 
Gen Foods 



Zane Grey 
Gen Foods 



Crusader 
R J Reynolds 
Alt 
Colgate 



Playhouse 
Of Stars 
Sehllti 



Lineup 
PiG 
Alt 
Brown &. 
Williamson 



Person to 
Person 

Amer Oil 
Alt 
Hamm 

Life Mag 



No Net Service 



Coke Time 
Coca-Co!a 



News Caravan 
Miles 



Lite of Riley 
Gulf Oil 



Jack Carson 
P Lorillard 
Alt 
Toni 
(3 wks in 41 



Spectacular 
8:30-10 
RCA 
Whirlpoo:t 

(I wk in 4) 
On Trial 
Campbell 

Alt 
Lever Bros 
(3 >ks in 4) 



Big Slory 
Simoniz 

Alt 
Amer Tob 



(3 wks in 4) 
Cavalcade 
ol Sportf 
Gillette 

(IG to eonci) 



Red Barber's 

Corner 
St Farm Ins 
(10.43 or conrl 
nght) 



SATURDAY 

Altr (!t.S .M5< 



Famous F ilm 
Festival 
7:30-9 
P&G 
t 



Famous Film 
Festival 
(cont'd ) 



Laurence Welk 
Oodge 



Masquerade 
Party 
Lcnthcric 
Alt 

Emerson Orug 



Grand Olr 
Opry 
t 



Bucaneer 
Sytvania 



Jackie Gleason 
Bulova 
Alt 
P. Lorillard 



Oh Susanna 
Nestle 



Hey Jeannie 
(3 wkt in 4) 
P&G 



Star JubKee 

Ford 
(I wk in 4) 

n:30- I I 



Gunsmoke 
(3 wks in 4) 
L&M 



H igh F inance 
(3 wk) in 41 
Mennen 
Alt 
MonTsaato 



Big Surpn* 
Speidrl 

Alt 
Purex 



Perry Com 
Noiiema-To 
Goldseal 
Kleen#-x 
Sunbeam 
S&.H Sl.imi 



Sid Ca'sa 
9-10 
(3 wk« in 
Esquire 
BabO 
Quaker Oa' 
t 



Spectaeulai 
1. 10:30 

(I wk In 
Oldt-RCA 
Whirlpool 



George Gob 
(3 wks in 

Armour 
Alt 

PetMllk 



Your Hit 

Parade 
Amer Tob 
Alt 

Warn.r-Hud 



NET TELEVISION (Continued) 



«lu)\\ liiieujis and coii>idcrablc e\olu- 
ioii ii 

show l\ \)t'> 



tioii ill weiglit given to variou? estah- 



Q. W/7/ there be any new pro- 
graming concepts introduced this 
fall by the networks? 

A. I luMC are seven distinct prograni- 
injr devciopineiits. fi\e of tiieni at night. 
Of the>e nighttime trends, all find 
tiieir vooir- in the pa.-t seas.on ex<dud- 
inu one. tiie new 9()-niinnte v\eeklv 



drama on CBS. Here's the over-all 
view : 

1. More regularly scheduled long 
shoics of an hour to andiour-and-a- 
halfs duration appear in the night- 
time line-up. CHS" Playhouse 90 is 
the most speetaculai example of thi> 
continuing trend. The longer shov\ 
has made gains on ABC as well with 
the hour-long II ire Service on Thurs- 
day and the added Laurence U elk 
hour Mondav. The network lias also 



added the 90-minute Omnibus to its 
Sunday night schedule. 

Long show casualities of the past 
season have been replaced bv program;, 
of similar length. At "NBC Steve Allen 
moves into the 60-miiiutc Comedy 
Hour slot on Sunday night. The 
Martha Raye-Milton Herle alternating 
hours will be filled by Washington 
Square and additional Chevx Hour 
jirograms on NBC Tuesdav night. 

2. There's a rise in costume drama 



DAYTIME NET 10 a.m. to 2 p.m. 



FOR DAYTIME 2 P M TO 6 P M . SEE PAGE 62 
FOR NIGHT PROGRAMING 7 TO 11. SEE PAGE 58 



10 

am 



IO:i; 



IO::tO 



10: IS 



] 1 



11:15 



I I :.'tO 



I I: l.> 



12 



I 2: 1. "J 



I2::t0 



I'l: 1.1 



l:i; 



I ::to 



I: tr» 



SUNDAY 

ABC CHS NBC 



Lamp Unto My 
Feet 
sutt 



No Net Service 



No Net Service 



Look Up And 
Live 
sust 



Camera Tiiree 
sust 



No Net Service 



No Net Service 



Eye on New Yorlt 
sust 



Let's Talie a 
Trip 

Sll&t 



Youth Wants 
to Know 
sust 



No Net Service 



Wild Bill 
Hickok 
Kellogg 



No Net Service 



American Forum 
sust 



No Net Service No Not Service 



Frortierv ot 
Fiith 

fUSt 



MONDAY 

A ISC CBS NBC 



No Net Service 
m-f 



No Not Service 
m-f 



No Net Service 
m-1 



No Net Sfrvice 
ml 



Garry Moore 
m-l 
Campbell 



Staley Mfg. 
Alt 
t 



Ding Dong 
School 
t 



Arthur Godfrey 
m-f 

I Tick Tack Dough 



Stand Brand 



Godfrey (cont'd) 
Bristol- Meyers 



Strike it Rich 
Colgate 



Valiant Lady 
Strand Br.inds 



Love of Life 
Amer Home ProcI 



Search for Tom'* 



PAG 



Guiding Light 
P&G 



News 
M:IO 
sust 

stand Up & Be 
Counted 
t 



As tho World 
Turns 
P&G 



t 



Home 
m-f 
Partic 
(8 l-min anncts 
avail per hr) 
Brillo 
t 



It Could Be You 
t 



No Net Sirvice 
m-f 



TUESDAY 

ABC CBS NBC 



Garry Moore 
t 



No Net Service 
m-f 



Best Foods 



Arthur Godfrey 
t 



Norwich 



Godfrey (cont'd! 
No Net Service Kellogg 

m-f 

Pillsbury 



TBA 



Strike It Rich 
Colgate 



Valiant Lady 
Wesson Oil 



No Net Service 
m-f 



No Not Service 
m-f 



Love Of Life 
Amer Home Prod 



Search for Tom'w 
P&G 



Guiding Light 
P&G 



News 
1-1:10 
sust 

stand Up &. Be 
Counted 
t 



As the World 
Turns 
P&G 



Ding Dong 
School 
t 



Tick Tack Dough 
t 



Home 
Partic 
(we Mon) 



It Could Be You 
t 



Lchn & Fink 
alt 

t 



TBA 



No Net Strvlee 
m-f 



AB< 



No Net Sei| 

m-f 



No Net Serf 
ra-f 



TBA 



TBA 



No Net S<rv| 
m-f 



No Net Serv'i] 
m-f 



series. Following the success of Rohin 
Hood on CBS last season there's a big 
swing oil to derring-do and knights 
of yore in tlie earlj evening hours. 
On CBS The Buccaneer moves into 
Deal the Clock's old Saturday time. 
On NBC 77th Bengal Lancers replaces 
a Sunday comedy and Sir Lancelot will 
fill the first half hour formerly occu- 
pied by Caesar's Hour on iMotida). 

There are 15 costume dramas plan- 
ned (including ad\eiiture and west- 



ern )^ — and f! of them are new. The 
increase in the costume drama-adven- 
ture-westerns in the earlier lime slots 
is based on this strategy: In the early- 
evening hours, children are still awake. 
'ITierefore if you air programs which 
appeal to both kids and adults, you're 
more apt to get the family grooved to 
stay with the networks for the evening 
than if \ ou start with adult-only or 
kid-oiily programing. 

3. A rise in network shoic sales 



coming from outsule film /wcArt^frs i- 
heralded b\ these same costume dra- 
mas. Odicial Films has ^old two of 
the new shows plu- st^ uriiig a renewal 
for Robin Hood. Screen Ccm^ ha^ 
three new sales, two in the co-lumc 
field. In addition, the (^olunibia I'i' ■ 
tiires >ubsidiary lias < oiitracted l'> 
>lioot at lea>t eight dramas for l'la\- 
house Adding its four renewal- 

Screen Gems will be represented b\ 
se\ en network show- thii- fall. For the 



NOT SHOWN: Good Morning, partlc. CBS. M-F 7-8am: Capt. 
Kangaroo, partic, CBS. M F 8-9ani: Tiday, prtic, NBC, M-F 7. Sam 



tSponsorship in part or in full has not yrl been determined 



:SDAY 



i\BC 



Ding Dong 
School 

f 



Tick Tack Dough 
t 



Home 
Partie 
(see Mon) 



It Could Be You 
t 



TBA 



No Net S«rvice 



THURSDAY 



ABC 



No Net Service 
m-f 



No Net Service 
m-f 



TBA 



TBA 



No Net Service 
m-l 



No Net Service 
re-( 



Garry Moore 
t 



Toni 



Arthur Godfrey 
Manhttn Soap 



Amer Home Prod 



Godfrey (cont'd) 
Kellogg 



PllUbury 



Strike It Rich 
Colgate 



Valiant Lady 
Toni 



Love of Life 
Amer Home Prod 



Search tor Tom'w 
P&G 



Guiding Light 
P&G 



News 
l-l :I0 
sust 

Stand Up i. Be 
Counted 
t 



As the World 
Turns 
P&G 



M5C 



Ding Dong 
School 
t 



Tick Tack Dough 
t 



Home 
Partic 
(see Mon) 



It Could Be You 
t 



No Net Service 
m-f 



FRIDAY 

ABC CBS >BC 



No Net Service 
m.| 



No Net Service 
m-f 



TBA 



No Net Service 
m-f 



No Net Service 
m.f 



Garry Moore 
t 



Lever Bros. 



H. Bishop 

Alt 
CBS-Hytron 



Best Foods 

Alt 
Gen Mills 



Moore (cont'd) 
Yardley 



Convert Rice 
Alt 
SDS 



Strike It Rich 
Colgate 



Valiant Lady 
Gen Mills 



Love ol Life 
Amer Home Prod 



Search for Tom'w 
P&G 



Guiding Light 
P&G 



News 
l-l :I0 
sust 

Stand Up & Be 
Counted 



As the World 
Turns 
P&G 



Ding Dong 
School 
t 



Tick Tack Doughs 
t 



Home 
Partic 
(see Mon) 



II Could Be You 
t 



Brown & Wl'ton 
all 
t 



TBA 



Ne Net Service 
m-f 



SATURDAY 



ABC CBS 



No Net Service 



Capt. Kang.-trco 
Partic 
t 



Mighty Mouse 

Playhouse 
General Foods 



No Net Service 



Kiddie Specials 
11-12:30 
Goo«e Shoes 
times only 
8 23 
10 6 
12 8 



Red 

3 



No Net Service 



Kiddie Specials 
(cont'd) 
3 times only 



No Net Service 



No Net Service 



Winky Dink 
and Yeu 
sust 



Tales of the 
Texas Rangers 
General Mills 
alt 

Curtiss Candy 



The Big Too 
National Dairy 



Lone Rangrr 
General Mills 
alt 
Nestle 



No Net Service 



Pre Game 
ipproi 10 



NET TELEVISION (Continued) 



fii>l liiiu' Ziv will lia\e ;i network pro- 
"ram. // est Point >/orv. which re- 
place?^ Mama Fri(hi\ iiishl^ on C1)S. 

k / decline m c(>nie({-\ sJioits hit- 
liii<r holli ^iliialioii <-oiiie(l\ and pro- 
grains huill aniound comedian stars is 
more ap|)arent than ever. Ten situa- 
tion comedies will (lefmitei\ not he 
hack and onl\ si\ new shows of this 
t\|(' are planned for fall. One of 
these. \HCs Jack (.arson Slioii. ma\ 
not get on the air. \ \ariet\ show is 
lip for consideration a~ its snhstitnte in 



the <>:'M) time period Frida\ night. 
Only 17 I jjossihlv 15 if Jack Carson 
is replaced I situation comedies a.e 
set for next season. 

The Milton Berle, Martha Raye and 
Jinuny l)ii)-ante Shows are out on \P>C. 
The new Herb Shriner Shoic on CRS 
'l\iseda\s pre\iousl\ set for an hour 
has heen cut to 30 minutes. Tennes- 
see Ernie ford who has managed fi\ e 
(hutinie half hour- \er\ surcessfulls 
this past season emerges as one of 
\BC s two new comedians. The other 



is Budd\ Hackett who will pla) the 
title role in the network's upcoming 
situation comedy series. Stanley, sched- 
uled for Monda\ night. 

The trouhled comed\ picture is also 
characterized 1)\ format changes and 
reshuflling of time periods. Shifts hack 
to the scenes of their hey-da s are in 
store for hoth Jackie Cleason and Sid 
Caesar. Gleason will return to the hour 
show and old format. Caesar to the 
Saturday night time period. (Despite 



DAYTIME NET 2 p.m. to 6 p.m. 



FOR DAYTIME 10 A M TO 2 P M . SEE PAGE 60 
FOR NIGHT PROGRAMING 7 TO II. SEE PAGE 58 



2:30 



2: l.> 



:t:l5 



:t:3(> 



:t:l.> 



'1::tO 



1: 15 



.>: I .> 



,::io 



r. i: 



SUNDAY 

AIJC VBS M8C 



No Not Strvicp 



No Ni-t Sifviee 



No Net Service 



Medical Horizont 
Clba 



TBA 



Pro Football 
2-Spin approx 
Regional 
sponsorship 
Amorican Dil 
Atlantic Renfling 
P. B,lllantine 
Marlboro 
Falstaff Brewinj 
Stand Dil- 
Indiana 
Speedway Pet 
(spons cont'd) 



Pro Football 

(cont'd) 
(spons cont'd) 
Goebel Brewing 
Burgermeliter 
Genrral Tire 



Pro Football 
(cont'd) 



Sen It NoJt 
(I wk In 41 
S.6pm t 



TBA 
(3 wk\ In ) 
t 



N9 Net Service 



Outlook 
sust 



Or Spock 
Beechnut 
alt 

t 



2 00 Parade 
Mutual 01 Omaha 
alt 
t 



Wide Wide 
World 
4.5;30 
(ten Motors 
alt 
Telescope 
t 



NBC Opera 
(6 thru season) 
4-5:30 
t 



Wide Wide 
World 
alt 
Tflescope 
& Opora 
(cont'd) 



Cipt Gallant 
Hem/ 



MONDAY 

AKC CI5S M8C 



No Net Service 
m( 



Afternoon Film 
Festival 
3-Spm 
Partic 
Thomas J. Lipton 
Exquisite Form 
t 



Afternoon Film 
Festival 
(cont'd) 



Mickey Mi)use 
Club 
Coca Cola 



Gen Mills 



Gin Mills 



Johnny Carson 
Show 
t 



Art Linkletter 
Lever Bros 



Campbell 



Plo Payoff 
Colgate 



Bob Crosby 
t 



P&G 



Brighter Oay 
PIG 



Secret Storm 
Amer Home Prod 



Edge of Nighl 
P&G 



No Not Service 
nif 



No Net Service 
m-( 



Tenn.:&see Ernie 
Ford Show 
t 



t 



Matinee Theatre 
Partic 
Armour 
Brillo 

i 



Queen for a Oay 
t 



Lelin «. Fmk 
alt 
t 



t 



Modern Romances 
t 



Comedy Time 

t 



No Net Service 
mf 



TUESDAY 

AKC CI8S iM8C 



No Net Service 
m-( 



Afternoon Film 
Festival 
3-5 
(sec men) 



Afternoon Film 
Festival 
(cont'd) 



Mickey Mouse 
Club 
t 



Johnny Carsoi 
Show 
t 



Art Linkletter 
Kellogg 



Pnisbury 



Big Payofl 
sust 



Bob Oosby 
Carnation 

Alt 
Wesson Oil 



t 



Brighter Oay 
PiG 



Secret Storm 
Amer Home Prod 



Edge of Night 
P&G 



No Net Seivlce 
m-f 



No Net Strvice 
m-f 



Tennes;ee Ernie 
Ford Show 



Stand Brands 



Matineo Theatre 
Partic 
(s^e Men) 



Queen <or a Oay 
t 



Lehn i Fink 
alt 
t 



1 



Modern Romances 
Sterling Orug 



Comedy Time 
t 



No Net Service 
m.( 



llip luinierical cle<Iiiie of i-itiiatidii 
cdiiumIv. it should be pointed out that 
one of the siiui:ili hits of the j-ea^on 
past was a new situation conied), I'hil 
SiKcrs" You II i\ evei Get lUcli on CHS, 
Tiid / Love Liiry on CBS continued as 
one of tlu" hi<rhest-rated shows of tln^ 
\\i\>{ reason.) 

5. The disappearance of the small 
•iioneY quizzes is comijlete. The suc- 
cess of the $61,000 (Jiiestion and its 
imitators has made small prizes obso- 
lete. The good old standby tiiat offered 



!-e\eial hundred to a few th<)n>and 
(b)iiars has left the nighttime scene. 
) oil Bet ) our lAje couhl be consid- 
ered an exce])tion, but in this case the 
c()mparati\el\ small monetary reward 
i> actually a ])a\mcnl to the contest- 
ant for ser\ ing as ( .roucho's foil, i'lie 
three new (pii//es set for fall offer S2.5,- 
000 and S7.S,000. Another, planned 
for hut not \ et scheduled, is re]jorted 
to iro as high as s250,000. 

6. Soap opera also takes part in <i 
ilisappearin^ act on W\C. i lie net- 



work ha- oni\ nne daiU -erial remain- 
ing. Modern Romance^, wliieli depart- 
from the regular fornmla 1)\ telling a 
eoni])lete stor\ ea( h week i> the -nic 
-ur\i\or. The onl\ otiier -erial at 
WW. this \)i\A season tried the inno- 
\ation of bringing in a dilTereiit -tor\ 
line e\er\ six weeks. ()h\ iou-l\ thi- 
was not the answer for \B(". \iewei.-. 

Cries that da\ drama ha- little fu- 
ture on t\ must be discounted. Iiow- 
e\er. The pi< ture at Cii.*^ is quite dif- 
ferent, i he network has renewals for 



NOT SHOWN: Telephone Hr Bell, CBS Su 6-6:30 pm; You Are There. Prudential. CBS. Su 6:30-7 pm: Meet 
the Press. Fan Amer all Johns- Marville. NBC. Su 6-6:30 pm; Roy Rogers, Gen Foorts. NBC. Su 6:30-7 pm 



• Sponsorship In part or in full 
has not yet been determined 



:SDAY 

\\S .\KC 



No Net S*rvice 
m-f 



Trnness« Ernie 
Ford Show 
t 



t 



Matinee Theatre 
Partle 
(see Mon) 



Queen for r Day 
Borden 



Lehn & Fink 
alt 



Modern Romances 
t 



Comedy Time 
t 



No Net Service 
m-( 



THURSDAY 

ABC CBS x\BC 



No Net Service 
m-f 



Afternoon Film 
Festival 
(see Mo<i> 



Afternoon Film 
Festival 
(cont'd) 



Mickey Motise 
Club 
t 



t 



Bristol-Myers 



Johnny Carson 
Sho* 
t 



Art Linkletter 
Kellogg 



Pillsbury 



Big Payoff 
sust 



Bob Crosby 
T»nl 



P&G 



Brighter Day 
P&G 



Secret Storm 
Amir Home Prod 



Edge of Night 
P&G 



No Net Service 
m-f 



No Net Service 
m-f 



Tennessee Ernie 
Ford Show 
t 



Mat nee Theatre 
Partic 
(see Mon) 



Qiietn for a Day 
t 



Lehn & Fink 
alt 



Modern Romances 
Sterling Drug 



Comedy Time 
t 



No Net Service 
m-f 



FRIDAY 

ABC CBS \BC 



No Net Service 
m-f 



Afternoon Fl!m 
Festival 
partic 
(see Mon) 



Afternoon Film 
Festival 
(cont'd) 



Mickey Mouse 
Club 
t 



Gen Mills 



Gen Mills 



Johnny Carson 
Show 
t 



Art Linkletter 
Lever Bros 



Swift 



Big Payoff 
Colgate 



Bob Crosby 

SOS 

Alt 
H. Bishop 



Gen Mills 



Brighter Day 
P&G 



Secret Storm 
Amer Home Prod 



Edge of Night 
P&G 



No Net Service 
m-f 



No Net Strviee 
m-f 



Tennessee Ernie 
Ford Show 
t 



Stand Brands 



Matinee Theatre 
Partic 
(see Mon) 



Queen for a Day 
Borden 



Lehn i. Fink 
alt 
t 



f 



Modern Romances 
t 



Comedy Time 
t 



No Net Service 
m-I 



SATURDAY 

ABC CBS -NBC- 



NO Net Service No Net Strvicc 



No Net Strviee 



No Net Service 



No Net Service 



No Net Service 



No Net S.fviee No Net Service 



NCAA Fcotbal 
Game 

(cont'd) 



NCAA Foolbal 
Game 

(ccnt'd) 



NCAA Ftolbal 
Game 

lecnl'd 



NCAA Ftolbal 
Game 
leont df 

Football 
Scoreboard 
Dow 

approi 10 mm 
No Net Scivie 



NET TBLBVISION (Continued) 



so;i{) operas iiicludiii 



e\ er\ one of its 
th<» two new half-hour serials. The 
eslahlislicd CBS daytiine serials have 
health) ratinjis. Four placed 2-3-4-5 
in Pulse s top 10 multi-weekly listin<;s 
for .\la\. 1 he network's success with 
this format can he traced to the sand- 
wi< hin'> of the soap operas hetween 
-trong audience participation and per- 
>onality shows. Also CHS has the ad- 
\antiige of ha\in<i been there fir-t with 
the most. 

7. A ISC Tl 's extension of its pro- 
graming schedule moves the network 
into a.m. time. The exact schedulinji 
is still tentative las spo.nsok goes to 
|)ress). lIowe\er. it looks like two 
half-hour li\e shows will jio into the 
11:30 to 12:30 period with plans to 
gradually ad\ ance programiii'; in hoth 
time directions. The two new shows 
will |)rohal)l\ he of the |)ersonalit\ 
type and not dramas, w omen's ser\ - 
ice or soap oj)era. 

Q. How has the pattern of pro- 
gram duration and type of spon- 
sorship changed in the past year? 

A. .A. C. Nielsen has figures which 
|)oint up these trends sharj)ly. In both 



cases. >prinfi 19.5.5 is compared with 
spring 1956. 

Program duration: In the spring of 
1956, 6'"c of all nighttime hours pro- 
gramed were confined to a 15-minute 
format: 63f'r, 30-minute; 21%, 60- 
minute; 4'?f, 90-niinute. This com- 
pares with spring 1955. when 9^ were 
15-miimte shows; 65^r, 30-minute: 
25^^^. 6jO-miimte. and I'^f. 90-minute. 

7'>7>e of sponsorship: In the sj)ring 
of 1956. 58''r of all programing hours 
rejjresented full sponsorshij) by a sin- 
gle client; 33' r of the hours involved 
alternate sponsorship; participat- 
ing. This compares with last year, 
when 69'? were full sponsorship; 
2\'^'< . alternat; . participating. 



Q. How much color programing 
will there be next season? 

A. There will he an increase at both 
NBC and CBS. As part of its all-out 
drive to make 195(} the year of the big 
take-ofi in color tv progress. NBC will 
program at least an hour of color every 
afternoon and every e\eiiing next sea- 
son in addition to the spet'taculars 
which are in color. CBS has not set 
plans at pvesstinie but will jjrograni 



three to four hours of color weekly 
against the two and a half to three 
hours weekly it has programed this 
season. ABC has no plans for color 
programing this fall. 

Q. How fast will color circula- 
tion grow? 

A. The next few months will be im- 
|)ortant in indicating how fast color 
sales can s|)urt ahead this year. RCA 
and other major manufacturers ha\e 
cut color set prices below S500 and it's 
a question now of how soon consumers 
will rise to the bait of more |jrogram- 
ing and sets. 



Availabilities 



Q. Are there still many openings 
in the nighttime schedule? 

A. At presstime there are six half- 
hour time slots and one lone quarter- 
hour that are completely blank. Neither 
il'lease turn to page 68) 



///•f/ TELEVISION 






in the great Tampa Bay«Suticoast area 

WSUN-TV 





• PIONEER SINGLE STATION DOMINANCE FOR 21 MONTHS 

• SOLIDLY ENTRENCHED IN A $770,000,000 MARKET 

• 100% COVERAGE • 100% ALL CHANNEL AREA ' 

ABC ON THE FLORIDA SUNCOAST 
WSUN-TV (he HI-FI StoHon ST. PETERSBURG-TAMPA, FLORIDA 

ARB — Pulic Rcprctcnrcd Nolionoily By Vcnord, Rinloul & McConncll 
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FALL FACTS BASICS 



Market facts 
that mean 
results in 
North Carolina 



WSJS-TV... 

Preference of the Piedmont 

North Carolina's richest, biggest market 

It pays to check the facts on WSJS-TV 
Winston-Salem. It's your biggest buy in North 
Carolina's Piedmont section. And the Piedmont 
is the state's most populous and heavily 
industrialized area. Result: more income, 
greater buying power. 

WSJS-TV is the NBC affiliate for Winston- 
Salem, Greensboro, and High Point — Golden 
Triangle cities in a market of over 3 million 
people. 



• More TV Homes— over 500,000 
TV homes! 



• Top Coveragt 
states ! 



-75 counties in 4 



• Rich Market Potential — over 4 
billion dollars buying power! 

• Maximum Power — 316,000 watts 

• Mountaintop Tower — 2,000 feet 
above average terrain 




channel 12 




AFFILIATE 



Call Headley-Reed for 



television 

WINSTON-SALEM 

NORTH CAROLINA 



JULY 1956 
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Famous on the local scene. 



Wherever he lived he served his neighbors well 



and his neighbors sent Abraham Lincoln to the White House. 



The national recognition that has been accorded Storer 



was first achieved by serving their neighbors well. 



Storer station is a /oca/ station. 





STORER BROADCASTING COMPAN 



9! 




WSPD-TV WJW-TV WJBK-T V W AOA-TV 

Tol«do. Qhlo^ Clavaland, Ohio D«lreiV^khr''"''*A»laiitorOa. 



WBRC-TV KPTV WGBS-TV 

Birmingham, Ala. Portland^ Or*. Miami, Fla. 



WSPD WJW WJBK WAGA WBRC WWVA WGBS 

Tol«do,Ohia CUvaland, Ohio Detroit, Mich. Atlanto,Ga. Birmingham, Ala. Whaaling, W.Va. Miami, Fib. 




SALES OFFICES 



TOM HARKeR viee-pr«irdent and natlonaNaUs dir«ckjc_l „g g^^, Str««t, N«w York 22 • Murray Hill 8-8630 
BOB WOOD-*>tianal sales manager J 

lEW JOHNSOll- midwest sales manager e 230 North Michigan Avenue, Chicago 1 • Fronkfin 2-6498 
OAYIE GRUBBft-vice-president and Pacific coast soles manager • 111 Sutter Street, Son Francisco • Sutter 1-8689 



NET TELEVISION (Continued) 



SPONSOR 

GOES 

WEEKLY 

2 NOVEMBE! 

WITH 

A 

FOUR-POINT 

EDITORIAL 

PROMISE 



1. essential reading 

2. useful reading 

3. fast reading 

4. pleasant reading 



\ r()iii])l(>t(' weekly 
u ra})-ii|) in (lr})lli 
for \('rv l)ii>v excciilivc:^. 



>lio\\ iioi sponsor has bt*eii ?et. ABC 
lias lliree iinoccujticfl half-hours, two 
ill the 10 to 10:30 p.m. spots. CBS 
has three unprograiiied half-hours, one 
of which is sudilciily a\ ailal)lc because 
of \\ rigle\'s unexpected withdrawal of 
the Gene Anlry Show from its Salur- 
da\ 7 p.m. berth. The other two un- 
filled spots in the CBS schedule occur 
in the early evening also, on Tuesday 
and \\ ednesda) at 7:30. ?SBC has 
nothing remaining to be filled ex- 
< cpt the <|nartci-li<)ur left \ acant b\ 
Chevrolet's jiull-out from one of the 
Dinah Shore segments. 

Spon>orsliij)s open in part or in full 
on wcekl) shows already scheduled in- 
.lude ten at ABC. five at \BC and 
two at CBS. 1 he long show apj)cars 
to lie the biggest selling proliiein here, 
"fwo of the new hour shows ha\c no 
sponsors al all. irashiiigloii Square, the 
Chevy Show, alternates on Tnesdays. 
and Sieve Allen on Sunda) are XBC 
shows w ithout ad\ertiscrs. CBS" Ilerh 
Shriner liiienlioiied jircvioush ) was 
baked. So far the big new Play- 
house 90, also on CBS, has garnered 
only one sponsor. ABC's Thursday 
night If'ire Service is looking for more 
clients, and the network's Famous Film 
Festival has sold only one of its nine 
available participations in the new" 
Saturday night slotting. \BC's Satur- 
da) night Cae.sars Hour is still waiting 
to hang out "standing room onl) "' 
signs. The non-weekly long ^liow pic- 
, lure is pretty much the same. At iVBC 
the new Frida}" and the Monday spec- 
ta<-ulars do not lia\e their full com- 
plement of sponsors aboard. 

Q. How do schedule revisions and 
sponsor changes affect the spec- 
taculars? 

A. This fall finds the long non-week- 
I ly show or "spectacular ' starting its 
I third season as t\ s glamour child. \t 
NBC the reshndling aclualK brings one 
j more to the e\eiiing line-up. Hull oj 
Fame is definitel) set to mo\e from 
Sunda) afternoon to Sunday night al- 
tliongli the exact time has )et to be 
determined. \\ bile the regular Sunda) 
night sjieetaciilar has been dropped, a 
new one is seliednlcd foi- e\ei v fourth 
I' l iday night, l lie sponsorship picture 
is not (piile so ros\. A rtiflectiou of 
the geneial anlomoti\e cut-back is seen 
in the Ford witlidiawal from M?(]'s 
I'roiliirer's Shou case. But Ford w ill 
(ontinne as the sole spoiisoi' of CBS" 
Slar Jubilee. Another anto concern, 



Oldsniobile. remains firm for NBCs 
Saturday night spectacular. At press- 
lime RCA and its subsidiary. Whirl- 
pool, are the only advertisers set for 
the Monday and the new Friday ex- 
travaganzas. 

Ratings for the spectaculars with 
few exceptions have been only good 
rather than stupendous. This may be 
the reason why the 12 jiartic-ipating 
and rotating bankrollers on the past 
season s Sunda) show are hesitating to 
try on any of the fall spectaculars. It 
remains to be seen whether or not the) 
can be cominced that the spectaculars 
have an intrinsic prestige \ alue (1) as 
a conveit-ation pie<-e, (2) in iiierchan- 
disability to dealers (3) in stature over 
and be) Olid their circulation sufficient 
to c-ontinue juslif\ing their cost. 




Q. Will there be much change in 
daytime programing? 

A. ABC s morning programing w hich 
has been previousl) discussed i-^ 
among the most important changes. 

Only three changes are seen at CBS. 
These are all being initiated this sum- 
mer. Johnny Carson replaces Robert 
Q. Lewis in a similar type show. From 
1 to 1:30 weekdays, news and audi- 
ence jiarticipation replace a personality 
show. The only week-end change 
brings See It Aow to the Sunday after- 
noon line-up once a month. The docu- 
mentary will take the 5 to 6:00 p.m. 
lime period, occasionally extending 
another half-hour. 

Ai NBC most of the w eekday changes 
also have ahead) occurred. There are 
more changes, however than at CBS. 
Tennessee Ernie Ford has iiio\ed to 
2:30, opening up time for a new audi- 
ence participation show at noon. Dale 
with Life has moved ont and Queen 
jor a Day has stepped np to -4 o clock 
for a 45-iniiiute slotting. 1 his gives 
the high-rated givaway show an added 
15 minntes. It also will provide stiff 
competition for three CBS serials of 
just one in its new time period and 
length. Modern Romanees goes in fi"om 
'1 : 15 to 5:00 p.m. w ith one sponsor set 
so far. Silnation coined) reruns follow. 

There will be no network jirograni- 
ing in the 5:30 to 6:00 time period on 
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NET TELEVISION (Continued) 



NBC ihis season. This leaves AI5C's 
Mickey Mouse Club as llie sole con- 
lender for the ehild audience. One 
NBC daytime period is to he an- 
nounced as of now. the 12:30 to 1:00 
slot. Feather Your \est, whieh oc- 
cupied the lime period, losl oul lo soap 
opera competition al CHS. 

CBS' strong Saturday kid-show block 
has led to more NBC cancellations. 
Pinkey Lee, I Married Joan, Uncle 
Johnny Coons and Paul IFinchell are 
all oul. Captain Gallant also is leav- 
ing Saturday lo return to Sunday at 
5:30. This leaves Fury as the only 
Saturday survivor. It was also the 
only show to top CHS Saturday morn- 
ing ratings according to the May ARB. 
Howdy Doody with peppy new format 
( hanges takes Pinky Lee's 10 a.m. 
|)lace, hut the other cancellations will 
not he replaced by new shows. The 
10:80 to 11 period and from 11:30 
a.m. to NCAA football time will revert 
to the local stations. 

On Sunday afternoon Wide Wide 
World returns to NBC with the new 
Telescope documentary series plus six 
operas as alternates. General Motors 
will again be the sponsor for the Wide 
W'ide IVorld segments. The show will 
overlap See It Now, which may be the 
reason why the CBS prestige program 
has \et to find a sponsor. 



Costs 



Q. How much more will an ad- 
vertiser have to pay for tv next 
season? 

A. About \2^o more than he did 
last year. The rate of increase is 
about 1^0 per month, and it's been 
this way for two years. It looks as 
though time costs will continue to rise 
at this rate for the foreseca!)le future. 

Q. Why are time costs increas- 
ing? 

A. Because local tv station rates are 
increasing. Network tv time charges 
are a direct reflection of local-level 
hikes. And local stations by and large 
raise their rates in proportion to gains 
in (1) set circulation in their local 
areas and (2) their own station circu- 
lation, in terms of audience or share 
of tune-in. 



A BIG MARKET? 

Retail sales top 

r/a BILLION DOLLARS 

in Flint and the Saginaw Valley 




Michigan's 2nd richest market 

Here, in the Flint-Soginow morket, overage city-family income 
is $6,413.75. And retoil soles ore more thon one ond one-third 
billion dollors . . . 

• $298,940,000 for food 

• $343,660,000 for automobiles and accessories 

• $46,208,000 for drug products 

86.9% of the morket homes ore television homes— and WNEM-TV 
is the one, the only station completely covering them oil. ARB 
ond PULSE survey results soy so. 

Contact Headley-Reed or Michigan Spot Sales 

WNEM-TV 

A STATION 



serving Flint, Saginaw, Bay City, Midland 

„ i. c. «■ WPON — Ponf/oc, M(ch/gon 

Roaio Stotions ' " 

WABJ — Adrian, Michigan 
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NET TELEVISION iContinued) 



Q. What kind of cost-per-1 ,000 
does a network tv advertiser get? 

A. \ii ;iii;il\>i> of the 21 new t\ j)ro- 
•zraiii;- which took the air hi>t sea>()ii 
»h()\\> the a\ crapt^ cosl-jx'i -l.OlM) per 
roiniiiercial minute was .^'.S.oo. Cost 
for the loi) l(t rated shows \aries from 
a h)w of >2. 10 for The 111!: Surprise 
tliroiiiih a median of S2.(>2 for U }all 
F.nrp to a |)cak of ^•5.2.i for People's 
(.lioice. I'iiiiires are based on Nielsen 
report. March- \pril ."id. 



Q. How about program and talent 
costs? 

A. 'I'liere s no answer to this one. 
■■\\ liat the traflic w ill bear" is still 
the criterion in talent fees. All the net- 
work t\ achcrtiser knows is that talent 
co;-ts iie\er po down. With onl\- one 
phue to <xo up the (piestion is one 
of degree. 

\ hitih-riding |)crforiner or packag- 
er w ill ()1)\ ionsK insist on fee hikes if 
lhe\ weren't pr()\ ided for in conijdi- 






I hilt s tlii' it/iiiiiini «i liiiinlfi'ils ut 
prtMlttvi't's usiitif tli'vrvs Suviliiti's. 



REEVES SOUND STUDIOS, INC. 

304 EAST 44lh STREET • NEW YORK .17, N. Y. • OREGON 9-3550 



l{C\ Lirriih<«' 




#7f#» i.ttrffi^st Sotitut A'#»ri-f<**» Oryfi 



uii III tin- II or/</. 

Weftlrrn KIpcIric Lici'Dseo 



cated es^'alator clause? at the lime of 
the contract signing. R\ en a perform- 
er who isn t riding quite so high any 
more, or a packager whose show has 
dropped in its audience apjieal, will 
fight strenuously to maintain the tal- 
ent tab even though the ad\ertiser is 
getting less for his money in terms of 
audience, impact and sales. This tx jie 
of show situation, 1)\ indirection, 
means higher talent costs to the buyer. 
Film j)rograni and production costs 
are still on the rise. The) '\ e been 
spurting e\er -incc Holhwood film 
tet'linieians went on a fi\e-da\ week. 



Q. How much does it cost to buy 
a network show? 

A. In general terms, an advertiser 
bu) ing an entire program and not shar- 
ing sponsorship or Inning participa- 
tions would pa\ these prices for typi- 
cal shows : 

• Alternate week, half hour. S2 mil- 
lion annually (co\ering 26 shows). 

• Once-a-week. one hour. S-i-SC 
million annually. 



Billings 



Q. How do the three networks 
compare with each other in billing? 

A. The latest available figures from 
Publishers' Information Bureau for 
the month of \pril show the following 
§;ro.<is figures: ABC. S6.2 million; 
CBS. SIT.C) million: .NBC. S15.1 mil- 
lion. The total figur(> i> S3!>.9 million, 
a gain in network billing of 19*?^ from 
the Aj)ril lO.i.") figure of S32.7 million. 

Total network gross billings during 
the first third of 1 y.)G. .|aniiar\ through 
\pril. hit the SlS.'S.d million le\el. up 
lo'^ from the .Sl.'^2 million for the 
same four-month j)eriod last }ear. The 
indi\ idual network busiiie-^s. also in 
gross billing terms, lined up this way 
during the first four monlhs of this 
year: 

ABC. S2.3.7 million, np ~6''c from 
Sl l.fl million during the same j)eriod 
in 19.35: CBS, S7().3 million, up 13'r 
from last }ear"s S^)2 million; \liC. 
$'->*).() million, up \',V'c from its S53 
', million of last )car. 
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Why not start at the top ? 

Others are tame by comparison. New York has 
more television families, with more effective 
buying income and more retail sales, than the next 
two markets cmnbined. 

And one television station dwarfs the rest. 
WCBS-TV has more viewers day and night than 
any other station. With wcbs-tv alone, you reach 
more customers than with far more expensive 



combinations of several stations in smaller 
markets. One electrical appliance manufacturer, 
for example, started on wcbs-tv and in just a 
few months increased his sales 70*^ ! With some 
of his profits from New York he expanded into 
Philadelphia and Los Angeles before the year was 
up, and into 8 more areas the next season ! 
It pays to start at the top in television — on the 
Number One Station in the Number One market. 

WCBS-TV 

Channel 2 — New York 
CBS Owned 
Represented by C/?S Television 
Spot Sales 



WCB.S-TV COVERAGE (27 coutities) 

Population 15,S66.i00 

Families i,810,900 

Retail Sales $19.2711.506.000 

Effective Buying Income iS2.la6.700.000 

Effective Buying Income Per Family $6,681, 

'Sales Management "Survey of Buying Power." May 19S6) 
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NET TELEVISION (Continued) 



when it comes 
to numbers . . . 

WRGB is still the leader 
in rich Northeastern New 
York and Western New 
England with a popula- 
tion of 2,1 52,300. Near- 
ly half a million televi- 
sion families with an 
effective buying income 
of $3,285,604,000 now 
receive the services of 
WRGB. 



How his*'h is L P ? 




^^^^^ 



The DuMoiit T\ network, the fourth 
t\ net\\ork, dis.ronthiued its operations 
last September. 

Q. How fiave network tw billings 
grown during the past five years? 

A. On tlie average, eacli year has 
shown a gain of S-KJ over the previ- 
ous year. The fne-year growth pattern 
for network tv hillings looks like this: 
Total network billings for 1931, 
8127,989,713; 1952, $180,794,780, a 
IK^ gain from the previous year; 
1953, $227,585,656, a 267^ gain; 1954. 
$320,154,274, a 40^ gain; 1955, 
$106,899,059, a 27^ gain. 



when your 
sales are 
soaring on 



WWVEC-TV 




WVEC-TV 



Channel 15 



LARGEST UHF 
CIRCULATION 
, ON THE EAST 
' ' COAST 

NEW YORK 
to 
MIAIVII 



serving 

NORFOLK 
HAMPTON 
NEWPORT NEWS 
PORTSMOUTH 
WARWICK 



VIRGINIA BEACH 



• the number one Virginia Market 

• lowest cost per thousand 

• a basic NBC Station 



basic 
altihatc 



Q. How is network tv billing di- 
vided between daytime and night- 
time? 

A. Most of the uionc)-, of lourse. is 
invested by advertisers in nighttime 
hours. Of the $406,899,059 invented 
in network tv time last year, 69^0 
^^■ent to c\('ning hours; 26/f, week- 
day; 57 weekend (Saturday and Sun- 
day) daytime. The figures for all four 
networks combined (at that time, the 
DuMont network was still in opera- 
tion) : 

Evening, $279,758,754; weekday 
daytime, $106,028,637; weekend da)- 
lime, $21,111,668. 

These same proportions hold true 
with 1956 advertising. From January 
' through A])ril of this year, billings on 
all networks totaled $155,642,508. 
■^ome 69/f of this amount, $105,755,- 
887, was invcsleil in e\ening time j)eri- 
ods; 26';r, $11,695,612, in weekday 
daytime Iionrs; 5^:^. $8,191,009, in 
Saturday and Sunda\ da) lime hours. 



r. pfr,.-niid by AVERY ■ KNODEL 



Q. How is ABC doing as the 
"third" network? 

A. ABC is mov ing up fast. Its 1955 
billing was $51,369,000, and during 
die first four months of this ^car it 
totaled $25.7 million. Projecting this 
first-third business through 1956, ABC 
may hit the $77.1 million mark — a gain 
of some 50'^.^ in re\ enue in one )ear. 

In 1953 \I)C had 10 oommereially 
■sponsored hours weekl) : in 195'I-, 18 
hours and 30 iiiiiuites; in 1955, 19 
liours and 15 minutes; in 1956. 37 
hours and 30 minnlcs. (Figuies are 
for Jaiuiarv ea< h vear. ) 



WRGB continues to 
dominate this wealthy 
30-county, populous 
market with its power- 
^-'1 VHF signal. 



Contact your nearest 
NBC Spot Sales repre- 
sentative today for the 
full story on the profit- 
able WRGB market. 



I 




WRGB 

SCHENECTADY . . . ALBANY . . . TROY 
IS SOLD BY 

SPOT SALES 




72 



FALL FACTS BAS'CS 




ASCAP 



the Seal of Public Approval 



The Seal of the American 
Society of Composers, Authors 
and Publishers on music is 
a mark of distinction. It may 
only be used by members of 
ASCAP. It is the hallmark of 
the skilled professional 
whose talents create the top 
tunes of television, radio and 
records, the song hits of 
Broadway and Hollywood and 
the finest in the fields of 
classical and religious music. It 
is the seal of public appi'oval. 

By means of a single 
ASCAP license the entire 
repertory of America's 
foremost creative talent is 
made available to the 
usei's of music. 



The American Society of Composers, Authors and Publishers 

575 Madison Avenue, New York 22, N.Y. 
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W J T V 

is Jackson's 
(Mississippi) 
predominant t.v. 
station 

• CBS & ABC AFFILIATE 

• 149,000 sets in primary cov- 
erage area. 

• 8 of the top 10 nighttime 
programs appear on WJTV 
(February '56 Pulse) 

• Serving the rich Central 
Mississippi market. 



WJTV 



CHANNEL 12 



JACKSON, MISSISSIPPI 

ItfjtrfMfnlf'fl hy : 

THE KATZ AGENCY 



Q. What are ABC's plans for 
expansion? 

A. The netuork has big plans. Ex- 
tension into morning; programing 
mentioned earlier) will give ABC a 
second footliold in the da) time fol- 
lowing its successful entry into late- 
afternoon programing. Twelve Spe- 
cial siiows (the network dislikes the 
term spectaculars) are scheduled. \ine 
will run an hour, three an hour-and-a- 
half. These specials will include: Two 
Metropolitan Opera programs adapted 
for tele\ ision and w ith English trans- 
lations, four dramas and two musi- 
cals produced by the Theatre Guild 
and a super Christmas show fdmed in 
England with top Hritish stars, lliere 
will he three documentary dramas i)ro- 
duced by John Daly. These three will 
investigate the high divorce rate, al- 
coholism and the technologi<'al age. 

Se\prai important sponsors and 
shows have switched to ABC. Ford 
Theatre, Omnibus bringing along one 
of its sponsors, and Eastman Kodak 
are firmiv set in the fall line-up. 



Advertisers 



Q. What types of accounts spend 
the most money in network tv? 

A. Tv seems to attract in equal bulk 
accounts in all types of product cate- 
gories. The client range includes fast- 
turnover, inexpensive packaged goods 
and merchandise which is slower to 
turn, such as high-priced hard goods 
and automobiles. The seven industry 
groups which invest most heavily in 
network tv are. in this order, food: 
toiletries: autos and accessories; soaps, 
cleansers and polishes; smoking mate- 
rials: housing equipment and sup- 
plies; drugs and remedies (1955). 



Q. Exactly how much money do 
these top tv buying accounts 
spend? 

A. i'hese eight classifications of 
business listed above last year ac- 
i'ounted for about 85(^ in every net- 
work Iv dollar. 

All told, these eight groups invested 
$3-14,0 1.1 ,415 in network in 1955. 'Hie 
individual product type investments 



follow: food, 879,988,578; toiletries, 
874,175,005; autos and accessories. 
847,059,360; soaps, cleansers and 
polishes, 845.967,555; smoking mate- 
rials, 842.121.762; household equip- 
ment and supplies, 831,54o,o49: drugs 
and remedies. 823,280,306. 

Q. Wfio are the companies which 
spend the most money? 

A. The blue-chip clients spending the 
most money in network tv remain con- 
sistently in the top position from year 
to year, and mo\enient is within the 
top 10 rather than into it or out of it. 

Tile leading advertisers in 1955, in 
this order, were Procter & Gamble, 
Colgate. Chrysler, Gillette, General 
^lotors. General Foods, R. J. Reynolds. 
American Tobacco, General Mills and 
Le\er Bros. 

P&G has held No. 1 spot e\er smce 
its entry into the Top 10 in 1951. 
Colgate has been Xo. 2 every year 
since 1951. when it held No. 3 spot. 
Chrysler made its big entry in 1954, 
and Gillette entered the charmed circle 
in 1953, remaining there every vear 
since. 1 hree national advertisers have 
been Top 10 investors for the six con- 



COLOR 

SPECTACULAR 
ON FILM! 

A Mirndo of Colorful 

Enchnntmen t — 

!)t TECIIXICOLOR .... 

"JOHNNY THE 
GIANT KILLER 



(65 minute Tethnlcolor Cartoon Feature) 

AvailnhJe on tirn or threr year 
unlimited basis. The perfect film to 
use in many different forms in<:luding 
serial presentation. 

ATLANTIC TELEVISION CORP. 




1.30 West lo Street 
Xcw York SG, N. Y. 
Telephone Jwdson 2-128S 
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NET TELEVISION (Continued) 




was 



borned 
I in 

witnland 



f 



I'd olid, satisfying and 
I taste li-ke a cigarette 
should. I was reared in 
the most exciting sales 
market on the Eastern 
seaboard — right under the 
noses of sophisticated 
New York advertising men 
(and that's where a good 
cigarette should be.) 

witnland is rich not 
only in bright tobacco 
but in unharnessed pur- 
chasing power. Now 
Eastern North Carolina 
has a 316 000 watt NBC 
affiliate to boot. Add 
Grade A service to the 
nighty Marine Bases at 
Cherry Point and Camp 
Le Jeune for good 
measure. Transmitter 
at Crifton, N. C. 
Studios and offices at 
Washington, N. C. 




witn 

channel 



m 




serving eastern north Carolina 
transmitter at grifton. n. c. 
studios i offices at Washington, n. c. 
316,000 .watts 
headley-reed co., rep. 



stx'iiti\c )ears since 1951. The) are 
General Foods. R. J. Reynolds and 
\nierican Tobacco. General MilU lins 
been a leading; buyer since 1952 fig- 
ures were published, and Lever Hros. 
has been on the roster since 1951. 



Q. What's the biggest single 
group of advertising prospects for 
network tv? 

A. Industrial accounts, wbo have a 
public relations or institutional job to 
do. All of the networks are pitcbing 
manufacturers in this general classifi- 
cation. Industry man) times has noth- 
ing in the way of products to sell to 
the public, but it has concepts which 
it seeks to sell to the public and to key 
people within the public, such as com- 
munity leaders and go\ernment deci- 
sion-makers. 

The industrials are interested in net- 
work t\'. Here's why : they know their 
fortunes are often dependent on pub- 
lic reac-tion. they need impro\ ed trade 
and employe morale and some need to 
develop financial markets for new 
stock issues. 



Q. Approximately how many ad- 
vertisers are now using color in 
their commercials? 

A. According to industry sources, 
about 25% of all film connnercial work 
is now being done in color. Film peo- 
ple attribute much of the jump to the 
fact that animated cartoon commercials 
are being filmed in greater volume — 
and in color. 

Said one film man in a recent issue, 
"Agencies and advertisers are finding 
that use of color now in commercials 
will actually prove less costly in the 
long run. " He cited two factors as 
contributing to this amortization ele- 
ment: 

1. Early entry into color gi\es ex- 
perience in this facet of the medium. 

2. Although connnercials are seen 
by' the majority of viewers now in 
black and white, they will still appear 
fresh when color receivers tune theni 
in. 

Actual dollar costs for commercials 
filmed in color vary from one com- 
mercial to another, as well as by tech- 
nique. Highest costs are usually found 
in making live-action commercials, and 
they average up between 25 and 33%. 

In animation, on the other hand, 
costs go up only about 10 to 20%). 




In one short year, thanks to 
ABC network and good local 
programming we have come 
up faster than "Needles'" 
— and twice as sharp. April 
pulse ratings multiplied by 
total coverage divided by 
KLOR rates equals the best 
bet by far — on the nation's 
fastest track: the Portland 
market. 





1 FIRST 


1 S 
SECOND?; 


THIRD 


KLOR 


35 


54 


30 


STA-CB 


lS9 


I 42 f 


18 


STA-NB 


27 


' 27 ^ 


65 



Comparative standing based on all 
quarter hours 6;00 p.m. to midnite 
Monday through Friday in April 
pulse. 

The payoff is GOOD too- 
Portland's Brightest Picture 
Sellingest Merchandising 
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GEO. P. HOLLINGBERRY, Represenlalive 

S. JOHN SCHlU. Gen ( Wgr , HENRY A WHITE. P'f > 
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catalog of hits 




Contact your nearest office of 



Rating histories and market availat)Mitles on reauest. 



ABC FILM SYNDICATION, Inc. 

10 East 44th Street, New York • OXford 7-5880 



New York • Chicago 
76 



Hollywood • Atlanta • Dallas • San Francisco • Minneapolis '• St. Louis. 
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l>l«OOIlAIVIS 

Television film dis-ti ibiition l)ii>iiic>? may hit an estimated $100,000,000 
in sales this year. Latest programing trends inelude costume drama, 
stripping during the day. Getting clearances is still a problem 
though top quality product can get Class "A"' periods. Starts paj;e 78 



OOlVIIWI iXI.S 

An increasing number of odd-length connnercials are being ordered for 
fall, ranging from 8-second l.D.'s to two-minute color films for spec- 
taculars. Trend is toward more 20's because of clearance problems. 
Animation and live action are often cond)ined. Co\erage ^tarts pajre 91 



FILM 



Shows to hit $100 million sales level 



Film business zooms in all directions, from feature films to commercial production 



Distribution trends 



Q. How big is the tv film dis- 
tribution business? 

A. Il"ll 1)0 SlOO.OOO.onO big this > car. 
li\ sroNsnirs estimate. This figure in- 



cludes sales of marie- for-tv or s)n(li- 
catcd film and feature fihns to stations 
jind ad\crtisers for local or spot ad\er- 
lising. A numher of film dislrihutors. 
in addition, sell to tlic t\ networks. The 
1956 estimate is ahout 25' i abo\ e 
1955 sales. 1 liese figures are rough, 
since the business is extreme!) cagey 
about indicating dollar sales. 



Q. How much product is avail- 
able at the present time? 

A. There is a tremendous amount of 
product a\ ailable to feed the insatiable 
t\ maw. An AHC Film Syndication 
tabulation found about 150 syndicated 
series being sold comprising a total of 
about 20.000 separate epi^odes. The 



UPDATED SUMMARY OF SAG CONTRACT PROVISION 



I — Compensation for the work session 



CLASSIFICATION 

ON-CAMERA ACTORS AND SINGERS 
OFF-CAMERA ACTORS 

OFF-CAMERA ACTORS employed for spofs 
intended only for Class C use 

OFF-CAMERA SOLO SINGERS 

OFF-CAMERA SOLO SINGERS employed for 
commercials fo be used only in Class C 

OFF-CAMERA GROUP SINGERS— 2-4 

OFF-CAMERA GROUP SINGERS— 5 and over 



AMOUNT 

$70.00 
$45.00 

$35.00 
$45.00 



$35.00 

$30.00 per person 
$25.00 per person 



HOUR WORK 
SESSION 

8 
2 

2 
3 

3 
4 
4 



(Rates shown are for commercials made for one designated sponsor) 



I — Compensation per unit resulting from t/ic work session: 



CLASSIFICATION 

ON-CAMERA ACTORS AND SINGERS 
OFF-CAMERA ACTORS AND SOLO SINGERS 
OFF-CAMERA ACTORS AND SOLO SINGERS, 

commercial is used in Class C only 
OFF-CAMERA GROUP SINGERS— 2-4 
OFF-CAMERA GROUP SINGERS— 5 and over 



AMOUNT 

$70.00 
$45.00 

$35.00 

$30.00 per person 
$25.00 per person 



I I I — Compensation for use and reuse spot announcements: 
A: Actors and solo singers—on camerat 

EACH 
FIRST SUBSEQUENT 
CLASS CYCLE CYCLE 



Acfors and Solo Singers 

Actors and Solo Singers 

Actors and Solo Singers 

B: Actors and solo singers — 



C 
B 
A 



$ 70.00 
$105.00 
$140.00 



off camera^ 



Acfors and Solo Singers 
Actors and Solo Singers 
Acfors and Solo Singers 



CLASS 

C 
B 
A 



FIRST 
CYCLE 

$35.00 
$52.50 
$70.00 



$ 35.00 
$105.00 
$140.00 



EACH 
SUBSEQUENT 
CYCLE 



C: Group singers- 



2 to 4 voices 
Over 4 voices 
2 to 4 voices 
Over 4 voices 
2 to 4 voices 
Over 4 voices 



5ff camerat 
CLASS EACH CYCLE 

C $30.00 per person 

C $25.00 per person 

B $30.00 per person 

B $25.00 per person 

A $40.00 per person 

A $32.50 per person 



$35.00 
$52.50 
$70.00 



WEEKS OF LW 

26 
26 

13 I 

13 

13 

13 j 



(For Group Singers ON CAMERA See Schedule A) 



IV — Compensation for use and reus 
(Rates are for unlimited use in each l3-weel( cycle excepf where otherwise nofed) 



program commercials and signatures class C and B — on comero and off camera 

CLASS C 



CLASS B 



Actors and Solo Singers 

Actors and Solo Singers (If 26 consecutive weelts are guaranteed) 
Group Singers — 2 to 4 voices — per person 
Group Singers — Over 4 voices — per person 
Signature Singers — Solo 

Signature Singers — 2 to 4 voices — per person 
Signature Singers — Over 4 voices — per person 

(NOTE: Rate for Group Singers and Signature Singers ON CAMERA are same as those for Acfors and Solo Singers ON CAMERA in each respecfive class 



ON 


OFF 


ON 


OFF 


CAMERA 


CAMERA 


CAMERA 


CAMERA 


$105.00 


$ 80.00 


$140.00 


$90.00 


$185.00 


$140.00 






See Note 


$ 30.00 


See Note 


$40.00 


See Note 


$ 25.00 


See Note 


$32.50 


See Nofe 


$ 80.00 


See Note 


$90.00 


See Note 


$ 32.50 


See Note 


$45.00 


See Nofe 


$ 27.50 


See Note 


$37.50 
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iiuiiil)er u[ feature films is liarder to 
come 1)), but spo.nsok estimates the 
number at around 8,000 and growing 
fast. In addition, there are an unknown 
imnd)er of shorts and cartoons, 'i'his 
huge mass of fdni, whose usefuhiess is 
multiplied by rerun ))otentiaL co\ers 
ahnost e\ cry conceivable t) po of pro- 
gram fare and a \ ariet\ of lengths. 

Selling all this fdm are about J!0-odd 
major distributor.- plus a couple of 
hundred others who sell film in a small 
wa) or to ^^honl t\' fdm distribution is 
a secondar) function. Among the oO 
"majors" a dozen or so probably ac- 
count for the bulk of film distribution 
sales of sxndicated and feature. 



Q. How widely is syndicated and 
feature film used? 

A. A large majority of stations run 
both syndicated and feature film. spo\- 
sok's Buyers' Guide for 1956 found 
76^; of the 49.1 aS. and Canadian 
stations which responded to a question- 
naire offer syndi<'ated film. This com- 
f)ares to "2' '< of 312 respondents in the 
195.5 Buyers' Guide. So far as feature 
film is concerned the figures are 82' f 
for the 1956 Buyers' Guide and 95' < 
for the 1955 i:-sue. The decrease in 
feature film use reflects the exhausted 
rerun potentialities of such film. With 
the new feature film {)ackages flooding 



the t\ markets since sI'onsoh'- 1956 
Buyers' Guide figures were gathered 
(late in 1955). the percentage of sta- 
tions Using feature film has undonbled- 
1\ increased. 

An \\KTB sur\ey of its .'nendx r-. 
as reported in its 1956 "Film Manual."' 
fhowed e\ery ies{)onding station u-ing 
feature film and '( of responding 
stations running syndicated film. 1 he 
.NAH'l B sur\ e\ went out to 262 niem- 
l;ers who had been o{)eraling piior to 
i Ma\, 1955 and co\erc(l the week of 
() June through 12 June of that \car. 
Replies came from 118 stations. 

\ Please turn to page 82 I 



OR TALENT IN TELEVISION FILM COMMERCIALS 



, — Compensation for use and reuse — program commercials and openings and closings — class A 

ON CAMERA 



UNLIMITED 



13 USES 



tors & Solo Singers 
lenings & Closings 
(including lead-ins 
and lead-outs) 





EACH 


3 


8 


13 


UNLIMITED 


USE FOR EACH 


GUARANTEED IN 


1st 


SINGLE 


USE 


USE 


USE 


USE FOR EACH 


26 CONSECUTIVE 


26 CONSECUTIVE 


USE 


REUSE 


GUARANTEE 


GUARANTEE 


GUARANTEE 


13-WK. CYCLE 


WEEK CYCLE 


WEEKS 


$70 


$50 


$150 


$350 


$500 


$650 


$1 150 




$70 


$50 


$150 


$350 


$400 






$570 



guaranteed Uses must take place during one 13-week cycle) 



I — Compensation for use and reuse 



ctors & Solo Singers 
'penings & Closings 

[including lead-ins 

and lead-outs) 
■roup Singers 2-4 

voices 

roup Singers — over 
4 voices 

gnature Singers — 
Soloist 

gnature Singers — 2- 
4 voices 

Ignature Singers — 
over 4 voices 



-program commercials, opening & closings, signatures- 

OFF CAMERA 



:lass A 



UNLIMITED USE 



13 USES 



UNLIMITED 



1st 
USE 


EACH 
SINGLE 
REUSE 


3 USE 
GUARAN- 
TEE 


8 USE 
GUARAN- 
TEE 


13 USE 
GUARAN- 
TEE 


UNLIMITED 
USE FOR EACH 
13-WK. CYCLE 


FOR EACH 26 
CONSECUTIVE 
WEEK CYCLE 


GUARANTEED IN 
26 CONSECUTIVE 
WEEKS 


USE FOR 52 
CONSECUTIVE 
WEEKS 


$45 


$35 


$105 


$255 


$350 


$485 


$865 






$45 


$35 


$105 


$255 


$280 






$415 




$30* 


$20* 


$ 60* 


$120* 


$165* 


$230* 


$430* 






$25* 


$17.50* 


$ 50* 


$100* 


$137.50* 


$180* 


$330* 
















$135 






$460 












$ 67.50* 






$230" 












$ 60 






$200* 



c7Uaranteed Uses must take place during one 13-week cycle) 

GTE: Rates for Group Singers and Signature Singers ON CAMERA are the sa me as those listed in Table V for Actors and Solo Singers. 



OTE: Tlicse are key Hems, not full rale list. Chart by Transfllm Inc., updated by SVONSOll and Transfllin. ■fUnllraltcd use hi 13 wwk cycle. Jl nllraltcd use for pcrloOs IndlcalcJ Tor person. 
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Setting 
for 




In "San Francisco Beat/' even the very 
setting's exciting. Filmed on location 
in photogenic, steep-inclined San 
Francisco, it's a powerful, eye-filling 
show. . . combining the drama of real 
cases from the files of San Francisco's 
Police Department with the thrill of 
the chase through some of the world's 
dizziest, most breath-taking scenery. 
The uptilted streets ... the Golden Gate 
. . . Chinatown . . . the waterfront and 
Fisherman's Wharf . . . it's a setting that 
puts extra wallop into every half hour 
of this action-laden film series. 





And what a wallop the series packs! 
In the Albiany-Schenectady-Troy 
area, "San Francisco Beat" is one of 
the top fifteen programs, drawing 
bigger audiences than such shows as 
Kraft Theater, Gobel, Martha Raye and 
Montgomery Presents. In film-happy 
Los Angeles, it's among the top ten 
syndicated films. As "The Lineup" on 
the CBS Television Network, it has 
averaged a higher rating than "Dragnet" 
throughout the past season.** 
"San Francisco Beat" provides a hard- 
hitting setting for your sales messages. 
Get details and market availabilities 
from the people who bring you the 
fastest-moving films in all television... 

CBS TELEVISION FILM SALES, INC. 

Offices in New Yorit, Cfiicago, Los Angeles, Detroit, Boston, San Francisco, St. Louis, 
Atlanta, Dallas. In Canada: S. W. Caldwell, Ltd. 




• ARB. Ktcsl available reports ••Trendex, Oct. ISSS.Mjy ISSfi 




VIDEO 

recordings 




ON TIMES SQUARE AT 

CAMBRIDGE 

TELEVISION CENTER 

0 FF-TH E-AI R 
STUDIO 



ON LOCATION 

BROADCAST QUALITY 
DOUBLE SYSTEM 
LOW COST 

BROADCAST 
STUDIOS & 
EQUIPMENT 

a multiple facilities service 

• rehearsal studios • film editing 

• closed circuit • audio recording 

• viewing room 

at a minimum cost for 



film editing 
audio recording 



advertising agencies 

advertisers 

announcers 

commentators 

performers 



vocalists 

independent producers 
sales organizations 
educational groups 
musicians 



CAMBRIDGE 

TELEVISION CENTER 

1481 B'WAY, N.Y.C. (Times Square) 
BR 9-9295 



Q. How much time is devoted to 
syndicated and feature film? 

A. The .NARTB's 1956 "Film .Man- 
ual (li>r|o.-e> that, among the stations 
respoiKliiiji to its suvvey, the a\eragc 
amuuiit of time devoted to local film 
of all kinds was i of the total j)ro- 
graming hours. Of this Sl*^* . VaV t 
\\a> de\ oted to feature films, 31' r to 
s\ndi<ated film and ll' f to short suh- 
jects. The other is accounted for 

h\ free film and film produced hy the 
station itself. 

Q. When is most local film run 
by stations? 

_)f all local 



ill the evening. 



A. \hout half (49', 
film running time i 
K)'f i> in the afternoon and 11 'i in 
llie morning, according to the ^ \R'l B's 
19-56 ■"Film Manual." From the point 
of \ iew of da\s in the week, the amount 
of time devoted to local film ranges 
hetweeu 12 and l-l.'f during the week 
hut iiK-reases during the weekend to 
1()'^ of all j)rograiiiing hours on Sun- 
day and lo'f on Saturday. 

Q. What's the outlook for new 
tv film product? 

A. ihe tide of feature films into tv 
continues to rise. The latest mo\e came 
last month ljuhl from Loe\\ s. \nc.. 
which announced it had dcx'ided "in 
principle"' to distrihute on its own 770 
pre-1949 MGM features plus 900 
shorts. 

This follows a pact hetween 20tli- 
1 Centur) and iNTA j)ro\ iding for the 
I distrihution of 52 features hy the lat- 
ter. N TA. together with Associated 
Artists Productions, which now owns 
the W arner Bros, lihrary, had prcvi- 
I onsly heen rumored in the running for 
distrihution of the MCtM jjackage. 

Still uncertain arc the plans of Para- 
mount, the only major studio which 
has not juiii])ed on the features-for-t\ 
handwagoii. I'aramoimt chieftain Har- 
nc) Rahihan told stoikliolders in June 
that tlie vaults were heing examined 
for j)ossil)le packages to distrihute hut, 
heyoiid that. ga\e no <-lear indication 
of the studios' jjhiii?. I'aramouiit has 
already released its short suhjects. 
Also slill unreleased are a miiiiher of 
fealiires from Uni\ersal. 

yXinong the M(rM features to he dis- 
trihuted are The. Great ZirgfehL Wiz- 
ard of ()z, David Copper field. The 
Good Earth, A Tales oj Tuo Cities, 
[ The Yearlinji. Mrs. Miniver. Mutiny on 




DOMINANT 




I 




WTOC Radio ^ 

60% fCTtater share of 

audience \ 

let place 79% of broad- 

cast time. N 

Ist place in every listen- ^ 

inu survey ever made in V 

SaTannaK. \ 

—Pulse. Oct., 1955 ^ 



I 

23 Counties — S 
172,100 people N 
, . . $501,439,000 NX 
spendable income - 
$377,546,000 retail ^ 

WTOC AM. FM. TV^ 

;BS . ABC ^ 

Represented by Avery Knodel, Inc. ^ 




First in the West with 

COLORTV 

...KRON-TV, San Francisco's 
Pioneer Color Station 





FIRST IN THE WEST with... 

NETWORK COLOR PROGRAMS 
LOCAL LIVE PROGRAMS 
COLOR FILM PROGRAMS 
COLOR SLIDES 



KRON-TV now maintains its leadership 



. . .with a series of 
hard hitting color 
clinics where local 
advertisers can see 
their packages, products 
and display material 
on closed circuit 
color TV. 



KRON-TY 




I 



Affil'iafed with fhe S. F. Chronicle 
and the NBC-TV Network on Channel 



Represented Nationally by 
Peters, Griffin, Woodward, Inc. 
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SERVING 
THE 
FABULOUS 
NORTHWEST 
FLORIDA 
COAST 

WJDM-TV 

Panama City 

xNow 

Interconnected 
via new 
Micro-wave 
with 

WEAR-TV 

Pensacola 

Mel Wheeler 
General Manager 

liepresenlcd \utionally By 
Geori^e I'. Ilollinf^hery Co. 



the Bounty. Good-Bye Mr. Chips and 
Boys' Town. 

MGM also announced it would go 
into the business of tv films. 

The impact of feature films on the 
syndicated film market has varied. In 
some areas, the effect has been small. 
The shorter-length of syndicated film 
still gives it a slotting advantage over 
features in and around network o]3tion 
time. For the spot tv advertiser who 
wants a show that can be merchan- 
dised, there is no substitution for a 
syndicated show series since feature 
films are general!) sold as announce- 
ment carriers direct to stations. 

Despite the spet'ial jilace occupied 
by syndicated film, a SPONSOR survey 
of film distributors found that syndi- 
cated shows are feeling the impact of 
the flood of features. This is jjarticu- 
larly marked in the case of syndicated 
shows that are bought by stations as 
announcement carriers. Stations have 
only so nmch money to spend on pro- 
graming and dollars laid out for fea- 
tures are dollars that cannot be spent 
for syndicated shows. Vhe pressure 
for feature film sales has. therefore, 
tended to depress s\ ndicated show 
prices, particularly for reruns. 

The effect of this has made syndi- 
cators cautious about bringing out 
new shows for syndication. However, 
the market for first-run quality prod- 
ucts remains health) . For the regional 
advertiser, especially, syndicated film 
is an audience drawing card and mer- 
chandising vehicle that can't be topped. 



Programing trends 



Q. What kind of programing is 
most popular in syndicated film? 

A. Judging by the number of series 
available, sj)orts and drama are e(juall) 
poj)ular with '18 series of each t) j)e on 
the market, according to a tabulation 
from A KG Film Syndication. Drama, 
however, is undoubledl) the more im- 
portant of the two. In the first j)lace, 
most of ihe sj)orls series are short, 32 
of them being of the 15-minute or less 
variety. In the second place, the 
drama scries arc more expensive prod- 
u< ls so thai the ini'ome from them is 
considerably higher than the income 
from sj)Orls shows. 



SPONSOR 

GOES 

WEEKLY 

2 NOVEMBER 

WITH 

A 

FOUR-POINT 

EDITORIAL 

PROMISE 



1. essential reading 

2. useful reading 

3. fast reading 

4. pleasant reading 



A complete ^vcekly 

wrai)-up ill doptli 

for very hiii^v executives. 
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Next ill numerical order are achen- 
ture shows, whh a tally of 44 series 
available. Musicals follow with 40 
series a\'ailable but half of them are 
less than a half-hour. There are 38 
children's series. 35 romed)' series and 
34 mystery series. 

Q. What are the recent pro- 
graming trends in syndicated film? 

A. A perusal of new sho\vs jilanned 
or now in production jioints up the 
variety of ty])es to he offered by film 
distributors. The listing below includes 
some shows ])lamied for network sale 
but there is always the possibility that 
the series will end up being offered for 
national or regional spot clients. 

The costume drama type of show has 
all the earmarks of a comer. The film 
distribution business can claim credit 
for developing this program category. 
OflGcial Film will have three shows of 
this t)'pe on the network next season 
(Robin Hood, a renewal, and Sir 
Lancelot and The Buccaneers, which 
are new) and is planning to start pro- 
ducing two others bv the end of the 
year for national sale. CBS Film has 
had Long John Silver in syndication 



for some time and is ])reparing to roll 
on The Legionnaire and Sir Francis 
Drake, also for national sale. Guild 
Films has started to produce Captain 
David Grief, a >ories based on Jack 
London stories. The new series is one 
of the most expensi\e e\ev produced, 
the production nut reportedly set at S2 
million, or about S50.000 per half hour. 
This is higher than most half-hour net- 
^vork shows. 

There are a scattering of Westerns 
either in the ])ilot stage or in produc- 
tion. TPA has a pilot of La^t of the 
Mohicans. i\TA is jjroducing Sheriff 
of Cochise. Screencraft is working on 
an adult Western and is continuing pro- 
duction on Judge Roy Bean. 

Syndicators, howe\ er, are not put- 
ting their programing eggs in one 
basket. Ad\ ertiser needs are too varied 
for distributors to latch on to one type 
of programing. Though OfTicial, for 
example, is riding the costume drama 
trend hard, the firm has a \ aried s^ n- 
dication backlog. 

More typical of programing activity 
is Z\\, which is now shooting Dr. 
Christian and will make a big push to 
sell the show this month (July). The 
firm is also getting set to produce the 



following: Annapolis, Martin Kane and 
ove a Mystery. 

Similarly, TFA has pilots for Tug. 
boat Annie, Xew York Confidential and 
Waldo, \\\c latter described as a com- 
edy-drama involving a chimpanzee. 

Screen Gems is putting Damon Run- 
yon Theatre and a I'atti I'age ^how into 
syndication as reruns. The Golundiia 
Pictures subsidiary will also offer The 
Web as first-run syndication jiroduft 
and is exjiectcd to come U]) with two or 
three other first-run series. 

MCA-T\' Syndication is currently 
featuring a half hour of Rosemary 
Clooney and will release the second 
series of Dr. Hudson's Secret Journal 
in August. 

ABC Film Syndication ha.- recently 
\ml Code 3 in syndication and has 
available for network or national spot 
clients the following: Forest Ranger, 
Renfrew of the Mounted, The Force 
and Believe It or j\ot. 

In addition to the Jack London 
series. Guild is working on its fourth 
episode of Tobor, the story of an elec- 
tronic man (robot spelled backwards), 
and is preparing a dramatic anthology 
entitled Premiere Theatre. 

Other shows in preparation include 




the nation's 3rd rail center... 



.^^ TOLEDO, OHIO 



Slorer Broodcoittng Compony 

lOV HAB«[». fisl saiES m. n? ( 5?i'i SI»UI. NEW YO"K 



Represented Nationally 
by KATZ 
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Walter ^^chw iiiiiiierV All-Star Coif 
series ami a Sahii serie;- being readied 
1)\ Tom J. Corradiiie 6v \s^()<•iate^. 

An inijjortant pi ojiraniiiiji trend not 
jiartirularh related to j)roj;rani txjie- 
is the stripping of rerun shows, usiialh 
fi\e times a week, i'liis oj)eration got 
under \\a\ in earnest during the 19.5,5- 
56 treason and was e\en taken ujj hv 
?sHC T\ . whi<li is strijjjjing / Married 
Joan on the network from 5:00 to 
5:30 j).ni. on \\eek(la\s. The larger 
syndi(■ator^ with hig hacklogs are j)ar- 
tieularh active in this kind of selling 
(CBS Film. Official Fihiis and mZA- 



T\ Syndication are among them) but 
smaller operators are getting interested, 
too. HarriScope, Inc., for examjile. is 
readying half-hour j)ackages. 



Clearances 



Q. What's the current situation 
with clearances? 

A. The situation is the same as it 



was a year ago. An advertiser with top 
quality product can often manage to 
get Clas; "A" clearances (see Tv Film 
Basics I. Rut clearing time is rough. 

A SPONSOR survey of fdm distribu- 
tors revealed the following: Nighttime 
is as tight as ever, though there are 
occasional instances of stations taking 
a more independent -.tand in clearing 
syndicated shows in network option 
time. A few distributors said they 
found the daytime clearance problem 
a little easier. One distributor said 
he found Eastern time zone stations 
particularly hard to clear compared to 
stations out \N'est. presumably because 
' the \\ estern stations, which run more 
delayed broadcasts, find it easier to 
slij) in syndicated shows in network 
option time. Bnt most distributors 
didn t indicate one time zone was any 
less of a problem than any other. Some 
of the smaller syndicators reported the 
clearance problem was worse than ever, 
which is evidence of the keener com- 
petitive situation. Though clearances 
are still a mighty jiroblem. the healthy 
rise in film distribution sales is jjroof 
that the barriers can be breached. 

Q. What's the outlook for clear- 
ances? 

A. For the immediate future some 
relief is in sight in the wake of the 
FCC's de-intermixture proposals of 26 
June. If finally ajiproved, 17 markets 
would be affected, 15 of which would 
become all-vhf or all-uhf. In the all- 
uhf category the de-intermixture j)ro- 
posnls affect Springfield, 111., Hartford, 
Peoria, ]\Iadison. Evansville, Elmira 
and Fresno. All seven would have three 
u's, except for Springfield, whieh 
would have two, and Fresno, which 
would have four. As for the vhf grouj), 
there is St. Louis. Providence, Nor- 
folk, ^lobile, Charleston. Duluth-Su- 
perior, Miami and Santa Barbara. All 
will ha\e three v's, exccjit St. Louis 
and Miami, which will have four and 
Santa Barbara, which will have two. 

Two markets not completely de-inter- 
mixed are New Orleans and the Al- 
bany area. 

One inijiortant group of syndicators, 
Official Films, Screen Gems, TPA, Ziv, 
who have banded together under the 
name Association of Television Film 
Distributors, has urged the FCC's Net- 
work Stud) Connniltee to recommend 
I a cntback in network option time dur- 
ing i)eak viewing hours, meaning night. 

\s for the burning oi)tion time (]ues- 
tion, the FCC is not cxjiected to make 
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OVER HALF OF THE SPENDABLE INCOME IN INDIANA 



is in the 
hands of 
people served 
by 

WFBM-TV 




WFBM-TV INDIANAPOLIS 

Represented Nofionaf/y by 'he KaU Agency 
Affiliated with WFBM-Radio; WOOD AM 4 TV, 
Grond Rapids; WFDF, Flint; WTCN, W7CN TV, 
Minneapolis, St. Paul. 
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anv dcxisions on network operations 
until next year. 

Q. What special efforts are film 
distributors making to clear time? 

A. Though time clearance is texh- 
iiicallv an agency job, actually syndica- 
lors shoulder a good part of the bur- 
den. In the first place, it is in their 
interest to do so since a spot tv pro- 
gram sale ultimately dej)ends on clear- 
ances. In the second place, sjndica- 
lor> are in a partieularly good posi- 
tion to clear time. Their district sales- 
men are on the spot and know station 
personnel intiniateh . Salesmen often 
know the market intimately, too, and 
are e(|uipped to make r&( onnnendations 
as to preferred time periods in each 
market. Where top quality j)roduct is 
concerned and stations seek the show, 
the syndicator can come to the client 
with a lineuy) partially pre-cleared. 

The svndicator's clearance ability 
still falls far short of the networks', 
w ho, despite their own clearance prob- 
lems, are armed with network option 
contracts and find clearances a com- 
j)arative breeze. Because of this, the 
concept of fdni networks complete wilh 
oj)tion time have often occupied dis- 



tributors' thoughts. This \ear. two de- 
velopments brought the dream of fdm 
networks closer to fruition. 

The first development was the sale 
of Blondie to Wesson 0:1 h\ the \ ita- 
j)ix Corp. -Hal Roach Studios combine. 
The series, a S3 million time-and-talent 
package, was pre-cleared in 65 cities 
where Vitaj)ix station-stockholders are 
located, plus other markets. \ ilapix 
claims this as the first instance wdiere 
a national spot program w as cleared in 
''A'' time before being offered for sale. 

1 he second de\elopment was the an- 
nouncement of a film network by Ely 
Landau, NTA president, before the 
Senate Commerce Committee. Landau 
offered few detail> hut .SPOxNSOK learned 
at Fall Facts presstinie from other in- 
dustry sources that INTA has about 50 
■■affiliates" signed up. These affiliates 
reporledl) ha\e set aside one-aiid-a- 
half hours a week of "option time" for 
NTA to sell to national advertisers. In 
return the \TA affiliates have the dis- 
tributor s library as a free program 
source. 

This is a step he)ond the \^itapix 
oj)eration and, if successful, will un- 
duulitedly lead to more of the same. 
\N hether these film netw orks will be 



operated by individual distributors or 
groups of distributors remains a big 
question in the film industry. 



Merchandising 



Q. How important is merchan- 
dising and promotion in the film 
syndication business? 

A. It is as important as it ever was, 
which means very. It is a fact that 
the promotion-merchandising lode is 
often more exhaustively mined in syn- 
dication than on the network level. 

In svndication's early days, mer- 
chandising was often a case of a dis- 
tributor tr)ing to sell as many window 
streamers, premiums, mailing pieces, 
etc.. as he eould. Nowadays, the ap- 
proach is more sophisticated and more 
thoroughly thought out. In other 
words, it is tailored more to the ad- 
vertiser's needs rather than considered 
a de\ ice for making extra money for 
the syndicator. 



BUY BOJH RADIO and TV WITH 
YOUR TV BUDGET ALONE! 

In the Twin City market you can buy solid television "IMPACT" on 
WTCN-TV . . . AND because of the favorable WT^CN-TV rates you have plenty of budget 
left over to buy "FREQUENCY" on WTCN Radio! S-T-R-E-T-C-H your 
media dollar to include both radio and television in this $4,000,000,000.00 market! 

WTCN Radio and WTCN-TV combine to give you a massive 
audience at a low cost-per-thousand! Let your Katz representative prove 
to you that WTCN Radio and WTCN-TV are your best buys! 

WTCN Radio | WTCN-TV 

1280 kilocycles 5,000 watts | 11 316,000 watts 

iWinneapolis-St. Paul 



Affiliated with WFDF, Flint; WOOD AM 
and TV, Grand Rapids; WFBM AM and 
TV, Indianapolis. 



The Station of the Stars" 



ABC Network 
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Q. What are advertisers doing 
these days in the way of merchan- 
dising and promotion? 

A. Nothing different than they've 
done before but they're doing it better. 
Walt Scanlon, head of nierrhandising 
for CBS TV Fihn Sales, lists eight basic 
promotion and merchandising devices: 
(1) personal appearances, (2) store 
displays, (3 1 direct mail, (4) station 
piograni promotion, (5) newspapers, 
(6) magazines, (7) radio, (o) motion 
picture theater advertising. 

7av has added another dimension to 
its audience promotion by developing 
a program of making the advertiser's 
emplo}ees more conscious of bis syn- 
dicated show. This is a step-bv-step 
operation in\ol\ing pre-screening for 
executi\es of the sponsoring firm, ex- 
ecutive meetings, factory announce- 
ments, mailings to employees, display 
cards in offices, urging the employee to 
talk up the show among his friends. 

Personal appearances are still one 
of the most potent devices to promote 
a show and sell a product. While in 
the syndicated show field they are often 
primarily for the benefit of the moppets, 
it has been found that adults, too, are 
grist for the PA mill. ABC Film Syn- 
dication, for example, found that the 
recent tour of Irish McCalla {Sheena, 
Queen of the Jungle) generated a great 
deal of interest among adults. In At- 
lanta, for example, She^ena was invited 
to appear on eight radio programs with 
mainh adult audiences and three tv 
women's and homemaker shows. In 
St. Petersburg she appeared on a radio 
show devoted solely to retired oldsters. 

One of the biggest promotions re- 
volving around a syndicated show was 
the recent "'Search for Susie the Secre- 
tary,'" run by WCAL'-TV, Philadelphia, 
which bought TPA's Susie (reruns of 
Priate Secretary) for early-evening 
stripping. The promotion involved tie- 
ups with Ginibel's, which gave in-store, 
window and newspaper plugs in retuni 
for air credit, and American Airlines. 
The station bought space in 15 area 
newspapers and Tv Guide and sent 
three-color brochures to personnel di- 
rec-tors of 2,300 companies. During 
the nine-week run of the promotion the 
station devoted 15'? of its on-the-air 
promotion to the show. The winner was 
chosen by public ballots — 20.000 of 
them, to be exact. 

JULY 1956 




ACCURACY 



— in film processing, in film printing, is highly 
important. 

In a film laboratory, accuracy is vital in a surprising 
number of things. 

Accuracy in engineering, in chemistry, in optics, 
in mechanics, in electronics, in operations, in 
teamwork. 

All these things work together to your advantage 

— to reproduce, accurately, everything that went 
into your production. 

This goes for sound, for color, for all that a good 
film needs to put over its message in TV, or any- 
where else. 




and hear 



EC 



Us I ON 



FILM LABORATORIES. INC 

21 WEST ASTH STREET, NEW VORK 36. N V 
a DIVISION OF J. a. MaURER, INC. 

In everything, there Is one best ... In film processing. It's Preclslcn 
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Q. Is color expected to be a fac- 
tor in syndication in the near fu- 
ture? 

A. ][ \- a factor iiou. thoiijili a small 
(Hie. from wliicli has sliol 

mo.-l of its re( eiil footajie in color, 
there are a feu >( attercd series aroinitl 
\vhi( li an achertiser interested in color 
can 1)U\. 

There ha> heeii talk of a color 
"hreak-throujih" during the 195()-57 
season hut hu\ers of syndicated film 
are not a( ting a- if it's definite. Zi\ 
icports that 15 stations ha\e used its 
shows in color. \ recent color hu) 
was that of KR()\-T\'. .San I'rancisco. 
vhich will air 26 Long John Silver 
episodes lc()^tunlc dramas arc a nat- 
ural for color I . distrihuted by CIjS 
I'ihn Sales. S< reencraft's Judge Roy 
Bean was sold not too long ago in two 
markets for color airing. 

Q. Will color be much more ex- 
pensive than black-and-white? 

A. ()n< e the <'olor set circulation har- 



rier is hurdled there is no doubt but 
that the cost of color fibn will be the 
\o. I problem. S)ndicators expect. 
ho\ve\er. that j)reniium jirices now 
jiaid for color will be cut down when 
color film is turned out on a mass pro- 
duction basis. 

In the KR()\-T\ bu\ cited abo\e, 
the station paid a W'< bonus charge 
for Long John Silver abo\e the black- 
and-\Nhite price. r)roadca>t Informa- 
tion Bureau rcjiorts that free public re- 
lations film sent to stations cost about 
10' f more in color. One distributt)r 
told si'ONSOR the charge would be 
about . Another source >aid sonic 
.-tations have been j)a) ing 'Iri^i more 
plus ^^170 for each half-hour color 
print. \\ ith color reruns, the print 
< ost can add up since the soft color 
emulsion now used may keep reruns 
down to one or two. 

One of the s\ ndicatorp most experi- 
enced in the use of color. John Sinn, 
president of Zi\ I v. explains the cost 
problem: "Converting a 39-episode 
telefilm series, even if \ou'\e shot \our 
original ncgati\e on color stock, to 
< olor release j)rints in\ol\cs a huge 
investment. At resent prices, the con- 
\ersion cost for such a half-hour series 



< an be as high as SI. 5 million with no 
overnight exj)ectancy for recovery. So, 
how fast the syndication industry 
changes to color depends on how nmch 
money >yndicators can find to meet 
their costs, once the number of color- 
e(juipjied stations and color-equipped 
homes make the move jiracticable." 

Sinn jioints out that while release 
jirints are mu( h < heaj)er than the first 
color jirint, the latter adds up to a 
considerable exj)ense — about 84.000 
for each ej)isode. and there are 39 in 
each scries. 



Q. Will advertisers buy syndi- 
cated color film? 

A. There is little (]ue^tion but that 
the advertising fraternity is excited 
about color tv and, so far, costs have 
not dampened their enthusiasm. Ziv's 
John Sinn rej)orts: 

"WVve discussed this (cost I prob- 
lem with leading agency and client exe- 
cutives. iSot surj)risingly. we find that 
man) arc willing to pay the extra costs 
for color s\ndication because of the 
extra results and added impact which 
color has already demonstrated it pos- 
sesses in television. W e. therefore, feel 



the Fort Wayne Market is j 





in local 




is Fort lllf ayne's 
^^^^6 station 5 



The top 25 once-a-week shows are on WKJG-TV. 
The top 15 multi-weeldy shows are on WKJG-TV. 
The top 20 spot-film shows are on WKJG-TV. 

26 live news shows are seen each week on WKJG-TV. 
15 live weather shows are seen each week on WKJG-TV. 
1 1 live sport news shows are seen each week on WKJG-TV. 
Fort Wayne's only TV farm director and Fort Wayne's 
favorite disk jockey are seen on WKJG-TV. 



in spot 
film 




For the most entertaining and highest rated 
spot film shows, the Fort Wayne Area 
tunes to WKJG-TV. 



FOR FALL AVAILABILITIES. 



CALL THE NEAREST RAYMER OFFICE. 
♦ ARB. Feb. 8-14. 1956. 



channel 

v33 ' 



FORT WAYNE, INDIANA 
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TV ADVERTISERS: 



' You are not covering 

South Bend - 
Indiana's 2nd marl(et- i 
unless you are using I 
WSBT-TV! I 



that cvossing the bridge from Mack- 
aiid-while lo full-color s\ ndicalioii may 
not be as difficult and lengtby as some 
have predicted." 

Still an unknown factor in the s\ n- 
dicatcd color programing picture is 
color tape. Tape is held up as poten- 
tially less costly than fdni but the dif- 
ferential is a matter of guess-work at 
present. Tbere is also the problem of 
using electronic tv cameras for out- 
door films. 



Film commercials 



Q. What's the trend in film com- 
mercial cost? 

A. Taking into consideration costs 
added through new union require- 
ments, film producers in Xew York 
generally agree connnercials done this 
fall will cost the advertiser 15' ^ more 
than last year. The advertiser can ex- 
pect to pay anywhere from $350 to 
$1,200 for a li\ e-action I.l). Animated 
I.D.'s are tough to bring in under $500 

f illlltllllllliltlllliilltlillilllllKll r Mill ' lllli 




One. 

"Finest in film" 

7600 Eroadway 
New York 79, N. Y. 
Circle 7-2264 




Please don't take »)ur word for it. 
Cheek the viewer reports on the South 
Bend Market— either A. R. R. or Pulse. 

They all sh.)W that WSRT-TV eom- 
pletely dominates the South Bend 
market. The latest A.R.B. report 
(Fehruary,1956) tells the same story. It 
shows that WSBT-TV earries the top 13 
shows and 23 of the top 25! It also reveals 
that more viewers watch WSBT-TV durinj^ 
the prime daily viewinj^ hours of 6:30 p.m. 
to 10:30 p.m. than watch all other statiojis 
eombined I 

Chieago stations are included In the A.R.B. 
report. They reach only a handful of 
viewers. It all boils down to the faet that 
you just don't get television eoverage in 
South Bend, Indiana without WSBT-TV! 

This is Indiana's 2nd market in population, 
income, sales — and one of the Nation's rich- 
est. Get the whole story. Write for free 
market data book. 




I'All. II. nW.MKK ( O.. INC .. NATIONAL 1«hri(K>K.\TATI\l>i 



WSBT 



TV 



CBS... A CBS BASIC OPtlONAl STATION 



SOUTH 

BEND. 

iND. 

CHANNEL 

34 
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FILM (Continued) 



or e\en S600 ])er, unless they're lifL> 
from the opening or flowing of a one- 
niinule or longer t oinniereial. (Tliese 
price ranges are a general trend guide 
only. Costs can go nujcli higher, de- 
l^ending of the effect desired.) 

The longer the commercial, the hard- 
er it is to pin down a <'ost range, since 
eom])onents of the connnereial tend to 
\ar\ more: and larger commercials use 
more te< hni(]ues in <-ond)ination. Ho\\- 
cver, ]iroducers peg a 20-second live- 
action fdin connnereial at SlOO up to 
•51,500. Here again the trend to\vard 
lifting 20 second- out of a minute com- 
mercial maintains, ])articnlarl) for net- 
work t\ clients who generally order a 
])a< kage consisting of minutes, 20's and 
].]).■> 

Animated minutes are >till costliest, 
ranging from SI, .500 for limited ani- 
mation to §10,000 or more. 

The cost of live-action minute films 
hinges principally upon talent costs, 
whi( h arc set hv jirodncers' contract 
with the Screen Actors' Cuild. I nder 
the terms of the S.\G < ontract wih the 
Film Producers' Association of New 
^ ork and Hollywood (in effect from 
2 Man h 1955 through 1 March 19.58), 



reuse ])ay ments accrue to the talent 
used in a li\e-action film commercial 
de]3ending upon the way the ad\ crtiser 
uses the < onnnercial. Pro\isions for 
reuse payments for commercials used 
in network shows hinge upon the time 
]ieriod tlie show is in and the frequen- 
cy \\itli wliieh the commercial is shown 
in 13- and 26-\\eek cycles. There are 
also ]3rovisions for reuse ]iayments if 
the commercial is to he shown on a 
s|)ot basis, also depending upon the 
time in which it's slotted, the size and 
number of the markets. (For SAG 
scale see chart on pages 7o-79.) 

Since reuse payments first became 
effecti\ e under SAG's 1953 conract, ad- 
vertisers have limited the numl)er of 
"feature j^layers ' (costliest of SAG 
categories) that they use in a particu- 
lar connnereial. There's been a de- 
cline in dramatic skits requiring several 
])eo]ile, because talent costs \vould he- 
come ])rohibiti\e w ith reuse ])a\ ments 
accruing to four or five or more per- 
sons. Some a(h ertisers have by -passed 
]>eak reuse payments by turning to 
table-to]j ])hot()graph\ , showing only 
hands holding the j^rodnct and there- 
by mo\ ing the person holding and sell- 



ing the product into a lower-pay cate- 
gory. 

Q. What's the trend in length? 

A. The o\erwhelming trend is to- 
ward more and more 20's. However, 
in a survey of top film commercial 
producers, sponsor found it difficult to 
pin down projiortions since 20"s are, 
as previously stated, so often lifts from 
minute films. 

But a rough ])ercentage breakdown 
of commercials made this year would 
look like this: lO'^r are minute com- 
mercials or longer ( including 90-sec- 
ond and two-miimte films for network 
sponsors) ; I5^c are 20's, including 
lifts from minute films: 15*^ are 
I.D.'s. 

Compared w'ilh last year. 20"# and 
l.D. s have definitely taken a spurt for- 
ward. Among 1.1). orders, the most 
popular are the u-second I.D.'s, rather 
than the costlier 10-second shared 
I.D.'s \\hich reipiiie the client to put 
in station call letters. 

Because minute conmiercials are 
tougher to clear on a s])ot basis this 
year than in the ]3ast. 20's have grown 
in popularity. They're up from rough- 



look what's 
switched to 





W J IVI R -TV 



A 

General 
W) Electric 
Fully 
Equipped 
Station 



CHANNEL 20 



New Orleans 



America's Top Rated Shows 

90% of CBS-TV shows ... 7 out of the top 10 ore 
now seen on WJMR-TV! Plus ABC, too! 

Bigger Sliare of Audience 

In the lost 90 days WJMR-TV'S shore of audience 
has more than doubled! 

* More and IVIore Advertisers 

Choke availabilities and practical rates give WJMR-TV 
advertisers the best economicaL coverage of the 
New Orleans metropolitan market! 




i 



NOW'S THE TIME to switch toWUMR-TV 

ONE MILLION WATTS 
NAT. REP.: THE BOLLING COMPANY— NEW YORK ★ SOU. REP.: CLARKE BROWN COMPANY— DALLAS 
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ly 30^c of last year's film output to 
about 45%. With tlie increase in long 
network programing, there's also a no- 
ticeable rise In 90-second and two- 
niinute comniercials. 

A relatively new commercial length, 
still not sufficiently used to qualify as 
a trend, is the 60-second commercial 
split into 15- and 45-second segments 
for two or more different products 
made by the same client. Generally 
these are made for network clients 
who try to amortize the cost of a net- 
work show b) squeezing several prod- 
uct mentions into one commercial and 
who then split the commercial into 
15's and 45's for spot placement, add- 
ing retailer tags. 

Q. What techniques in film com- 
mercials will predominate in fall 
7956? 

A. Essentially, the proportion be- 
tween animated and live-action com- 
mercials this year will be the same as 
last. There will, however, be a spurt 
in commercials combining the two 
techniques, particularly in show com- 
mercials or minutes. In this year of 
hard-sell and tougher competition, 
many clients are using cartoon or en- 
tertainment openings for their com- 
mercials to pave the way for harder 
sell, live-action demonstrations. 

Stop-motion is suffering a slight de- 
cline compared with last year. Film 
producers attribute this decline to sev- 
eral factors: (1) as tv audiences have 
become more sophisticated, sheer tech- 
nique of production no longer grips 
their attention ; (2) stop-motion doesn't 
fit in with the entertainment mood of 
many of today's commercials. 

Several creati\'e innovations, begun 
in spring 1956, will become more ap- 
parent as the fall season starts. The 
outstanding one is a trend toward car- 
toon features, with humorous story- 
lines and twist endings. 

Another major creative trend is to- 
ward more frequent and more di\'ersi- 
fied use of nmsic in commercials. More 
original scores are being written for 
connnercials and used as background 
music to underscore copy points just 
the way feature film background nmsic 
points up dramatic highlights. Also, 
larger bands are being used in more 
complicated orchestrations, since mu- 
sicians are not subject to reuse pa}- 
ments at the present time. 



What Makes Columbus A Market?* 




For greater coverage . . . it's WBNS-TV . . . number 1 
Station in the Columbus market ... a market offering great 
effective buying income from "plus" population segments 
such as Lockbourne Air Force Base, Strategic Air Command, and 
many progressive industries and neighboring farm communities. 



Statistics on Lockbourne Air Force Base show: 

a. Millions of dollars spent in Columbus each year 
for Base construction, food, supplies and sundries. 

b. Personnel of 6,436 . . . with a high percentage 
living off the base, in homes of their own. 

c. Monthly payroll averaging approximately 2 
million dollars. 

Due to its high percentage of tune-in . . . WBNS-TV's 
commercials vitally affect the purchasing selections of this 
group, as well as the total WBNS-TV coverage 
area. 

Lockbourne Air Force Base is important 
to Columbus . . . and WBNS-TV is important 
to you in reaching this "Plus" market. 

Photo graph courtesy of 
Loc kboiir lie Air Force 
Base, Strategic Air Com- 
inaiid,depictiiig a RB-47 Jet 
Boniher being refueled hy 
tanker aircraft, both Lock- 
bourue-based . . .a familiar 
sight ill i/iid-Ohio skies. 

Number 2 in "Columbus Market" Series. 



WBNS -TV 

REPRESESTED BY BLAIR TV. 

channel 10 • columbus, ohio 

CBS-TV Ne/u'Ofl: . . Affiliiiled u-ilh Columbus Dispiilch. Ge>ui.tl S.ilff Offut. 33 A' ///,(;/» 5/. 



WBNS-TV 
COVERAGE FACTS 

TOTAL POPULATION 
1,872,900 
TOTAL FAMILIES 

556,000 
TOTAL TV HOMES 

500,400 
5}545.2% overage 
tune-in in this 3 
stotion market. 

out of 1 5 Top 
once-o -week 
shows. 

*9 out of 10 Top 
multi - weekly 
shows. 

(Source Columbus 
Telepulse Moy 1956) 



jULY 1956 



FILM (Continued) 



Q. Will new union demands 
affect film prices this fall? 

A. Tlic niosl iiii]>ortaril n('<;()tiiil ion 
iiiidiMw a\ al sponsokV ])r(»>>timo is 
tlio new camoranRMi > ronlrnct liclucoii 
1 \TSIC Local (ill and llic New \ ork 
Film I'rothucis" Vssociatioii. \\\ dif- 
fi( ull lo esliiiialc tlie vHccl of 
conlract. once il is sijiiied. ^iiicc there 
are iiiddeii corl lioo.-ls in it in the 
form of eliaiiged \Norkin<i conditions. 

I'or e\arn])le. llie fdni ])ro(lucers 
lia\e agreed to a 20()di()ur rallier than 
"iTodionr (]nola of uork over a five- 
week ])eriod hefore overlinie sel> in. 
riiis j)artrcular demand conhl affecl 
ihe cost of a series of connnercials 
more than the chan'rcs in hasic s<aU'. 
sine e commercials are iisiialh ordered 
in packages of minutes. 20V ami l.D.V 
l)v clienis \\ho \\anl (hem done within 
a minimal lime ])eriod. 

In terms of ha-^ic wape scale, the 
union i> a^kinjz $120 daiK for first 
cnmeiameii instead of SlOO: SlOO in- 
stead of ST.") (laiK for .'iecond camera- 
men: s3() in>.lea(l of S,'U).20 daiK for 
a»istaiit cameramen: Slri instead of 
S-'iO dail\ for slill (•aiiieraiiien. Xe^o- 
lialioiis were in the final stages at 
presstiiiK'. 

The ha-ic wage scale deniaii<ls. 
though slec]). are not likely to afTect 
major film coiiiniereial cani])aigus for 
fall, -ince iiios.| ])r()(Uicers j)a\ o\ er - 
scale in ordei lo gel loji cameraiiieii. 
Average on er-x ale pa\ for a fu st cam- 
eraman loda\ ranges hetweeii S 1 .=>() 
and S2()() a day. Hut. of course, if 
>^cale pa\ were lo f)e .SI 20. it's likeK 
lhal the lo]) cameramen would drive 
for higher ])a\ in iheir ])ers()nal nego- 
lialion- with individual ]>ro(ln( ers. 

I he I \ TSIl ("arloonists union signed 
a new eonlract on 1 .Inn(> vvhicli is 
likel\ lo hoos.| llie cosi of aniniaUNi 
conimcK iai- >onie lO'i immedialeU . 
'Ihe iie\N conlraci |)ro\ ides for a lO'r 
raise for carlooni-ls. and since labor 
is o\( i ')()'', of llie cost of animated 
comnierc ial> the ellc( I on co>| will 
show 11]) right awa\. 

\ third new eonlract. negotiated in 
lannarv lO.ld Iml i ct r i lacl i\ e lo 12 
l)e(cml.er 10.')."). i. with IVI^K Local 
to;;, tlx- \lake-l |. \rli-U and Hair 
>t\li-ls union. I iider iK Icrriis. luiir 
dresscis got an in* ica-e from >^'M) 

10 b'M a da\. and their working da\ 

011 commercials went lo 7:.'^0 a.m. 
rather than ."):.')0 a.m.. a- il did previ- 
<insl\. SiiK (• the noinial shooting da\ 
starts around <'1:."^0 a.m.. llii- change 



in working conditions requiring over- 
time pa\ is another hidden cost factor. 

Slill another contra<l. signed on 1 
June, hut retroactive to March 1956 
is the one with the Film Fditors Local 
771 of lATSF. This contract jjrovide- 
for a 7' f w age increa;-c during the 
fii>t \ear. during the second. 

All told, the new union re(|uirements 
are exjiefteif to hoost commeix:ial pro- 
duction costs l)\ no less than 10''^ 
and no more than lo'^t on the aver- 
age over last \ ear. 

Q. How much work is being 
done in color? 

A. Induslrv sources t^ay between 20 
and 'W^'c. This re]3rescnts a fairh 
sizable increase ov er la.-t \car, both in 
])roportion lo all commercials lieing 
shot and jjarticulai Iv in volume, since 
film business is up over last \ear. 

The iiu reasc in animated cartoon 
commercials seeni> lo liav c contributed 
lo more filming in color, since the cost 
difTerential in l)la<k aiul while versu'^ 
color cartoon commercials is slimmer 
than in live action. Big network Iv 
advertisers are shooting more of their 
work in color than before, not onl\ 
for use in color s])cctaeulai s. but also 
with an e\e lo the future. 

Q. What percentage does color 
add to the cost of commercials? 

A. The an.-wer here varies not onlv 
l)\ iecliiii(]ue but from one commer- 
cial lo the other. On the average, col- 
or adds most to the cost of making 
live-a< tion commercials. Here the in- 
crease tends to be between 2.t and 
'.V.Vf . One of the basic dilTerences is 
in the anionnl of film e.\i)o>e(l. but 
there are >u(di additional hidden, 
unclcr-l he-line cost factors as longer 
working hour> to adjust lighting and 
make-u]). With live talent, a director 
may find he has to ^hoot eight limes 
to g(>l the ])ioj)er coloration. Whereas 
in animation, the control is on the 
caiiooiiisis" board. 

("onse(]nenl Iv . color lends lo add no 
more than 10 to 20' '( lo the cost of 
making an aninialed commercial. 

The usual cost for color slock in all 
]irocesses is 20 cents a fool. Most fre- 
(pienlly used ])r()< esses for big commer- 
cial jobs are .'^•') mm. Te<'hnicolor and 
Fast man. Indiislrial or sales films not 
intended for Iv are iisnalK made on 
16 mm. I'.astiiiaii Kodachrome. 



Q. Are clients spending a reason- 
able proportion of their ad budget 
on production of commercials? 

A. Agencies lend lo agree with film 
])ro(lucers that the jjercentage of the 
Iv budget clienis si)cnd on the actual 
"sell is dis])ro])ortionalely low. A re- 
cent survey of the tv industry revealed 
that clienis s])end between 3>' '( and S'^t 
of their Iv budget on the commercials. 

"It's not unusual for an advertiser 
lo bankroll a film .-how al SIOO.OOO 
])er half-hour in time and talent. ' one 
agencv radio-lv v. p. told SPO.XSOK, 
"And then comjjlain because he s asked 
lo si)end $10,000 for the three minutes 
he's got lo sell in." 

In the jjast year there have been in- 
< leasing di.seu?^ions in agency circles 
on the correct |)ro]3ortion to go into 
the sales message. A figure of lO'^'r of 
the Iv budget has been held U]) recent- 
l\ as a goal for the next jear. 

Q. How can a client get the most 
out of his film commercials? 

A. Here are lij^s from film producers 
interv iewed bv sponsok: 

1. Don' I duller your commercial 
uith too many techniques. This ten 
dency toward excessivelv elaborate 
stor) boards and niixUires of le<-hiiiques 
may reach a ])oint of diniini>hing re- 
turns this V ear. The danger is that the 
V iewers w ill become so fascinated with 
the lcohni(]iies. lhe\ miss the sales 
jioint.s. 

2. Build your sales story around no 
more than two main points. \ ou can t 
throw 500 ideas or conce])ls at a view- 
er wilhoiil confusing hini. It's better 
to dramali/.e one or two j)rodiicl claims 
and explore Uiem ihoroughlv. than to 
condense a v oinme into a minute. 

Allow the agency and film pro- 
ducer ample time for production. The 
l(>ss j^ressuie for lime \ou jiiit on the 
])r()dncer. the more creative touches 
he'll he able to develo]) and add lo the 
( onimercial. Six weeks is slill jirellv 
much a minimum lime re(|uiremeiil for 
an\ iiiinule commercial. 

4. Bring the producer in at the 
rough storyhoard stage, where his 
hriou-ledge can still influence the de- 
velopment of the commercial. The 
(Closer lie can work with C()j)y vvriter> 
and agencv jiroducers in the early 
])lanniiig stages, the more likeh is he 
to be able lo make money-saving sug- 
gestions and add ini])rov onieuls to the 
commercial. 
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THE MEMPHIS MARKET IS 





Yes, the Memphis Market is 
billions big, with over 
two billion dollars in 
effective buying income. It's 
the tenth wholesale market in the 
nation, the Cotton Capital of 
the world, and the shopping 
center for 431 ,428 television home viewers* in the 
Mid-South territory. 

In a word, it's a market of big importance to you. 
And WMCT can best sell this big market for you. 

In every sense of the word, WMCT is Memphis' 
first television station. A 41 county survey, (con- 
ducted by American Research Bureau in February, 
1956) proves conclusively that most people prefer 
WMCT in Memphis and the Mid-South. 

Dominate this great market with Memphis' domi- 
nant TV station, WMCT. 

* According to latest distributors' figures, Junel, 1956 



WMCT 

MEMPHIS 





WMC—WMCF— WMCT— Memphis' first TV station 

100,000 WATTS — NBC BASIC 



BIG ANY WAY YOU 
LOOK AT IT! 

Population: 1,837,800 

Households: ... 497,190 

Consumer Spendable 

Income: $2,070,551,000 

Consumer Spendable 

Income Per Family: $4,164 

Retail Sales: $1,495,402,000 

Food Sales: $342,092,000 

Drug Sales: $38,659,000 

General Merchandise 

Sales: $170,936,000 

Home Furnishing Sales: $69,319,000 

Automotive Sales: $355,186,000 

Gross Farm Income: $695,086,000 

(Source: SRDS Estimate of 

Consumer Markets, June, 1956) 



National Representatives 
Blair TV 



I 



Owned and operated by 
THE COMMERCIAL APPEAL 
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HAVE 




O. S. T. S 



IN THE NATION'S 9th LARGEST MARKET? 



YOU CAN SELL THEM MORE EFFECTIVELY WITH 



K S D-T V 



The St. Louis P(}st-Disj)(il('li I'clci ision Station 
lOOMOO Watts on \ III' Channel .5 



NBC NETWORK NBC SPOT SALES 



■^Prcduc^ J. S v\co - To SeU 
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HERE'S WHAT'S BEING OFFERED BY FILM DISTRIBUTORS 



j^'hc lisliiifr l>el()\v is a fro.-s-scclidii of >\ iidifnled scries, 
sliorls. cniiodiis iind fe;iliiic film |);ick;ij:t's of vniioiis dc- 
sri i|)lioiis wliicli ammc ;n iiiliihlc to both -^ijoii-^oi^ ;iiid sl;i- 
ti()ii> as of lh(> caiK jtait of June I9.'i(). 

Tlioiijili it is not roiiij)lotc. |)ractic;dK all the iiii|)()itaiil 
M'rics and |)ackan(".s aic included. I'rodnct from aluml 10 
film distrihnlors is re|)resente(l here. j\ll of the reccntK • 
released feature film |)a<-kajie«. up to anil including the 
20tli-Ceiilury group of r>2, is represented in this list. 

Aside from providing a (juick run-down of film |)i()du< t 
the list should he hel|)ful lo acKerliseis and stations |)ar- 
ticularl) inlerestetl iu how man\ individual epi^xhis of a 
series or how many indi\ idiial features in a j)a( kage can he 
hought for pur|)oses of continuous advertising or |)r()- 
graming. However, the listing does not show new jjioduct 
in |)re|)aration or whelhei- a film distributor is continuing 



to -hoot new e|)i-o(le> for a -crie> ahcadv i dca-i'd. i . 
ad\crli-ers mid stations intere-tcd in thi- infoi niali<)t(. l! 
hcst sonice is the di-lriimlor himself. 

I he listing is pur|)o.-el\ broken down In proi:i;ni i ah 
gorics foi- buNcrs interested in |)articrilai t\pc- of pm 
giaming and thus gives a rough idea of the kind- of |ir(i 
giaming most in demand. 

\s will be evident from |)erusiiii> the list theic is a big 
\ariet\ of program t\pes available to the < lierrl or -tation 
intcMested irr film. Of course, not all of it is available a- 
first runs but film reruns are just as irup(rrtarrt a part of 
the film distribution business as first rurrs. and rrrimerorr.s 
rating studies have testified to the e(Tecti\ cncss of icriirr-. 

The amoirni of film |)roduct is continualU growirrg arrd 
lt\ the tiiiH^ this listing a|)j)eais there will no doid)t be 
additional films available. |)articularl\ in featrrres. 



PROGRAM 



SYNDICATOR 



LENGTH AVArLABLE 



PROGRAM 



SYNOrCATOR 



LENGTH 



NO 

AVAILABLE 



ADVENTURE 



Adventure Album 


1 lUiiMalc 1 V 


1.') 


mill. 


'.'(. 


Adventures of China Smith 


N LA 


:!n 


mill. 


20 


Adv. of China Smith (new) 


N 1 .\ 


3n 


mill. 


20 


Adventures of the Falcon 


.\ lie 1 V I iliiis 


:io 


mill. 


39 


Adventures of Kit Carson 


MC.\ 1 V 


:in 


mill. 


101 


Adventures of Noah Beery Jr. 


l.oiiis Wiiss 


|-. 


mill. 


1.5 


Adv. of Scarlet Pimpernell 


(>liiri:il 


.3(1 


mill. 


IS 


Armchair Adventure 


Stn liiiK 


I.') 


mill. 


3'J 


Biff Baker, U.S.A. 


.\ICA 1 V 


311 


mill. 


KM 


Big Came Hunt 


1 oin (iovKuiiiic 


311 


mill. 


2fi 


Capt. Callant, Foreign Leg. 


1 r A 


31) 


mill. 


39 


Captured 


.\IU; Tv 1 ilms 


30 


mill. 


2(i 


Cases of Eddie Drake 


(lis I V i ilni 


311 


mill. 


13 


Combat Sergeant 


N 1 A 


30 


111 in. 


13 


Cross Current 


Oiru i:il 


311 


mill. 


3<l 


Crunch and Des 


MU. 1 V 1 ilins 


311 


mill. 


.3!! 


Dangerous Assignment 


MlC: 1 V i ilni!, 


311 


mill. 


3!) 


Dateline Europe 


Oli'u 1,11 


30 


Ill in. 


78 


Here Comes Tobor 


(.iiild 


3(1 


mill. 


3<) 


His Honor, Homer Bell 


MIC I v Films 


3(1 


mill. 


3'.l 


1 Search for Adventure 


('Cn. U.i^jii.ill 


3(1 


mill. 


.'52 


1 Spy 


Guild 


3(1 


mill. 


39 


jet jackson 


Sciicn (rrms 


3(1 


mill. 


39 


joe Palooka 


(.niUI 


3(1 


mill. 


2() 


jungle Adventure 


S(crlinK 


V :ii icd 


f.O 


jungle jim 


S( Veen (icins 


3(1 


mill. 


2(1 


King's Crossroads 


SicrliiiR 


3(1 


iiiin. 


90 


Long John Silver 


(US 1 \ 1 itdi 


30 


mill. 


2(i 


Overseas Adventure 


OIIk u\ 


30 


mill. 


39 


Paragon Playhouse 


\ lie 1 V 1 ihns 


30 


mill. 


39 


Passport to Danger 


MIC l ilm SMi(li( atioii 3(1 


mill. 


39 


Queen of the jungle 


1 nktsidc 


20 


mill. 


12 


Ramar of the Jungle 


11' \ 


30 


mill. 


:>2 


Sheena, Queen of the Jungle 


MIC l iliii SwidicTtion ."tfl 


mill. 


2(i 


Soldiers of Fortune 


M(:\ 1 V 


30 


mill. 


20 


Tales of Tomorrow 


sterling 


3(1 


iiiin. 


20 


Terry and the Pirates 


oniri^d 


30 


mill. 


IS 


Three Musketeers 


MIC rilni SMidiciiidii 3ll 


mill. 


2(i 


Waterfront 


M( \ fv 


30 


mill. 


7S 


ANIMAL 










Animal Kingdom 


Tr.Tiis-l.u^k 


V .iiicd 


38 


Animal Library 


1 :ikrsidp 


\ .iric (I 


75 


Canine Comments 


1 on is Weiss 


1.". 


mill. 


13 


The Chimps 


1 oiiis Weiss 


1.'. 


mill. 


13 


Zoo Series 


M((.r.iw Hill 


V ari( d 


10 



CAPSULE STORIES 

Opera and Ballet 
Video Digest 



CARTOONS 

Cartoon Library 
Crusader Rabbit 
Looney Tunes 
Oswald the Rabbit 
Paramount Library 
Popeye 

Streamlined Fairy Tales 
Superman Cartoons 
Telecomics 
Terrytoons 

Warner Looney Tunes 



DETECTIVE 

Badge 714 
City Detective 
Code 3 

Col. March, Scotl.ind Yard 
Craig Kennedy Criminologist 
Dick Tracy 

Fabian of Scotland Yard 
Federal Men 
Follow That Man 
Front Page Detective 
Highway Patrol 
Lone Wolf 

Man Behind the Badge 

Mr. District Attorney 

Police Call 

Racket Squ,id 

San Francisco Beat 

DOCUMENTARY 

Behind the Scenes 
Beyond the Yukon 
Mighty Fortress 
Movie Museum 
Of All Things 
Open for Business 
This World of Ours 



L.Tkeside 
I I .ins 1,11 K 



Oilu i.il 

ll;iii\ S. (*<iodni;in 
(;nild 
.\ 1 \ 
\ 1 \ 

\SS(H-. \l(|stS 

Il;iriv S. Goodman 

1 lamint^o 

1 laiiiiiiKO 

( IIS 1 V 1 iliii 

\ssor. \i(isrs 



1 .5 mill. 
\aii((! 



\ ai icd 
.5 in 1 n 
\ ai led 
\ aricd 
\ ai ied 
\ ai'K (I 
15 inin. 
]'> iiiiii. 
15 mm. 
\ .11 led 
\ ai leil 



13 
21 



30 
19". 
191 
179 
■I 75 
231 
13 
III 
105 
1 50 
337 



MU U l ilnis 


3(1 


null. 


120 


M( \ Iv 


3(1 


null. 


05 


\ lU I iliii S\ iuIk ,it Ktii 


30 


inin. 


39 


Oflu ia! 


30 


nun. 


2ii 


1 uiiis Weiss 


30 


nun 


2ii 


Ciiniliined 


3(1 


null. 


:t'i 


CIl" 1 V rilni 


3(1 


iniii. 


39 


M(;\ 1 V 


30 


mm. 


19 


M( .\ 1 V 


3(1 


mm. 


SJ 


(•eo. UaKnall 


3(1 


mm 


•|<i 


/iv 1 V 


30 


IIIIII 


■t<) 


M( \ 1 V 


30 


mm 


3>) 


\1( \ I \ 


30 


mm 


39 


/IV 1 V 


30 


mm 


7s 


\ 1 \ 


30 


mill 


2t> 


\ 1(( 1 dm Sv ndii .11 ion 


3(1 


nun. 


9S 


(Its 1 V 1 illll 


30 


mill. 


:i9 


1 r.iifs 1 II V 


vai led 


l.^i 


M.iri is(opi 


i 5 


mm. 


1 1 


Iii(ers(,iie 1 v 


10 


null 


1 


Sterlinc 


i 5 


mm 


riio 


I.,ik('side 


i 5 


mm 


1 


1 rans 1 ii \ 


V. Tried 


I'l 


s(cilinc 


15 


mm 


20 
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By demand from 10,000,000 enthralEed 



19 ALL-NEW P?.OGRAmS 




based on the best-selling book that /c . s 
become TV's best-selling fiM series 

RATINGS 

Just what you'd expect for a Lloyd C. Douglas series — 
fantastic! Show is "Number 1" of all syndicated series in 
the U.S.* four straight months] Also Number 1 month after 
sensational month in Chicago, Atlanta, Minneapolis-St. Paul, 
St, Louis, Denver, Milwaukee, Omaha, San Antonio. "Top 
Ten" everywhere! Latest ARB's and Videodex: Chicago 35,4, 
Denver 38.6, Milwaukee 38.0, St. Louis 31 .4, Omaha 37.5, 
Pittsburgh 42.8, Albany-Troy 42,1, Boise 45.2, Miami 43.0, 
Roanoke 31.3, Detroit 21.8, Mobile 36.9, Pueblo 46.2, 
Minneapolis 19,8, Duluth 35.0, Houston 27.4, Oklahoma 
City 32,7, Albuquerque 33.3, San Antonio 29.8, Cleveland 
19.8, Have you ever seen better? 

'Videodex 274-niorkel survey — Feb., March, April, May 1956 



RENEWALS 

90% already in! Renewed for another full year by Wilson & 
Company in 29 cities, and by Bowman Biscuit Company in 
17 cities. Renewed by Sears Roebuck for 78 weeks, by 
Meister Brau for 52 weeks, by Kraft Foods, Sun Drug Com- 
pany, Idaho First National Bank, Pate Oil Company, Stewart's 
Bakeries, Delchcmps Modern Food Stores. Sure indications, 
every one of them, that "Dr. Hudson's Secret Journal" is 
your greatest salesman too! 

78 half-hour films now available 



icrite . . . 
wire , . . 
phone 




AMERICA'S NO. 1 DISTRIBUTOR OF TIIEVISION RLM PROGRAMS 



produced by 

Eugene Solow 

and Brewster Morgan 




ZJ _J T-' 



they buy 




in Detroit 



. . . and the WWJ stations 



RETAIL SALES IN THE DETROIT 
STANDARD METROPOLITAN AREA 



Detroit 
area 
sales are 

UP 41% 

since 1948 



/ 



/ 



/ 





GROUP 


1954 


1948 % 


change 




Food Group 


978,844,000 


626,307,000 


56 




Eating, Drinking Places 


327,044,000 


245,614,000 


33 


\ 

\ 

\ 


General Merchandise 


510,944,000 


435,666,000 


17 


Apparel, Accessories 


270,739,000 


241,663,000 


12 


Furniture, Home Furnishings, 
Appliances 


206,877,000 


132,361,000 


56 


1 


Automotive Group 


877,056,000 


615,090,000 


43 


1 
/ 

/ 


Gasoline Service Stations 


260,718,000 


146,880,000 


78 


Lbr., BIdg. Matls., Hdwe., 
Farm Equip. 


237,230,000 


174,089,000 


36 


Drug, Proprietary Stores 


173,970,000 


128,709,000 


35 




Other Retail Stores 


234,164,000 


201,487,000 


16 




Nonstore Retailers 


106,788,000 


25,204,000 


324 




TOTAL 


4,184,374,000 


2,973,070,000 


41 



/ 

/ 

/ SOURCE 
/ U. S. Census 

/ of Business. 

y' 1954 and 1948 



Serving over 1,700,000 radio and television 
homes, the WWJ stations can tell your sales mes- 
sage to most of Michigan's big spending buyers. 



I 

« 
I 



WWJ 



AM and FM 

RADIO 



\N\N^ -TV 

NBC AFFILIATES 



FIRST IN MICHIGAN • Owned and Operated by THE DETROIT NEWS 
National Representatives: PETERS, GRIFFIN, WOODWARD, INC. 
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FALL FACTS BASICS 



V FILMS, FEATURE 



PACKAGES OFFERED 



BY SYNDICATORS 



NO. 

OGRAM SYNOICATOR LENGTH AVAILABLE 



DCUMENTARY (Continued) 



;tory at Sea 


NBC Tv Films 


30 


min. 


26 


laf's Your Line? 


Trans-Lux 


varied 


27 


lere in the World 


Lakeside 


1 5 


nun. 


104 


lere Were You? 


Interstate Tv 




ni HI . 


26 


RAMA 

■ 


— - 









1 Star Theatre 


btrceii Gems 


30 




156 


nerican Legend 


Olfiiial 


30 


min . 


39 


ncrican With Humor 


Sterling 


30 




13 


le Bible 


Lakeside 


15 


min. 


26 


lebrity Playhouse 


Screen Ct-ms 


30 


min. 


39 


larles Laughton 


Sterling 


15 


min . 


26 


)nfidential File 


Guild 


30 




39 


inrad Nagel Theatre 


Guild 


30 


m in . 


26 


}unt of Monte Cristo 


TI'A 


30 




39 


lunterpoint 


Interstate Tv 


30 


min. 


26 


jrtain Call 


.\1CA Tv 


30 


min. 


39 


jmon Runyon Theatre 


Screen Gems 


30 


min. 


39' 


ilemma 


Harry S. Goodman 


15 


min. 


13 


r. Christian 


Ziv Tv 


30 


min. 


39 


r. Hudson's Secret Journal 


MCA Tv 


30 


min. 


78 


oug. Fairbanks Jr. Presents 


.\BC Film Syndication 


30 


min. 


117 


Ihel Barrymore 


Interstate Tv 


30 


min. 


13 


amous Playhouse 


.MCA Tv 


30 


min. 


250 


avorite Story 


Ziv Tv 


30 


min . 


78 


lamingo Theatre 


Flamingo 


30 


min . 


29 


eadline 


MCA Tv 


30 


min. 


91 


eart of the City 


MCA Tv 


30 


min. 


91 


erald Playhouse 


.\BC Film Syndication 


30 


min. 


117 


ollywood Half Hour 


Geo. Bagnall 


30 


min. 


38 


lollywood Off-Beat 


MCA Tv 


30 


min. 


13 


nternational Playhouse 


NTA 


30 


min. 


26 


nvitation Playhouse 


Sterling 


15 


min. 


26 


ittle Theatre 


Sterling 


15 


mill. 


52 


>1agic Vault 


Lakeside 


30 


min. 


104 


^ayor of the Town 


MCA Tv 


30 


min. 


39 


,)n Stage With Monty Woolley 


Dynamic 


15 


min. 


13 


)ricnt Express 


NTA 


30 


min. 


26 


)ut of the Past 


Lakeside 


30 


min. 


39 


he Passerby 


NTA 


15 


min. 


26 


(May of the Week 


NTA 


30 


min. 


26 


The Playhouse 


ABC Film Syndication 


30 


min. 


52 


I'layhouse 15 


.MCA Tv 


15 


min. 


78 


I'ride of the Family 


MCA Tv 


30 


min. 


40 


(ay Milland Show 


MCA Tv 


30 


min. 


76 


<oyal Playhouse 


Interstate Tv 


30 


min. 


26 


jcene With A Star 


Geo. Bagnall 


15 


min. 


13 


Stage 7 


TPA 


30 


min. 


39 


'star and the Story 


Official 


30 


min. 


39 


Star Performance 


Official 


30 


min. 


153 


Top Plays of 1956 


Screen Gems 


30 


min. 


39 


Under the Sun 


CBS Tv Film 


30 


min. 


26 


The Visitor 


N'llC TV 


30 


min. 


44 


Your Family Theatre 


Atlas Tv 


30 


min. 


40 



EDUCATIONAL 



American Heritage 


Coronet 


varied 


13 


Career Planning 


Coronet 


varied 


13 


Classroom of the Air 


Trans-Lux 


varied 


36 


Creative Arts 


Trans-Lux 


varied 


28 


Dating, Marriage, Family 


Coronet 


varied 


13 


Democracy at Work 


Coronet 


varied 


13 


Profile 


Trans-Lux 


varied 


39 


Getting Along Socially 


Coronet 


varied 


13 


How Others Live 


Coronet 


varied 


13 


John Kiernan's Kaleidiscope 


.ABC Film Syndication 


15 min. 


104 


Our America 


Trans-Lux 


varied 


46 


Personality Development 


Coronet 


varied 


13 


Watch the World 


N'BG I v Films 


15 min. 


26 


World of Yesterday 


Coronet 


varied 


13 









NO. 


PROGRAM 


SYNDICATOR 

_ 


LENGTH 


AVAILABL 


FEATURES 








American Features 


Atlas Tv 


varied 




Anniversary Package 


\11C Film Syndication 


varied 


16 


Bagnall Features 


Geo. Bagnall 


varied 


21 


Beverly 


NTA 


varic-d 


8 


The Big 12 


Governor I v 


varied 


I.' 


Budget Package 


Lakeside 


60 min. 


S9 


Bulldog Drummond 


Governor Tv 


raried 


8 


Cardinal Features 


NTA 


varied 


7 


Champion Package 


Atlantic I v 


varied 


lU 


Comedy Theatre 


Governor fv 


varied 


It) 


East Side Kids 


Governor Tv 


varied 


9 


Edward Small Features 


1 1>A 


30 min. 


27 


English Features 


Atlas Tv 


\aricd 


13 


Fabulous Forty 


NTA 


varied 


46 


Family Package 


Post Pictures 


varied 


13 


Feature Package 


Scrccncraft 


varied 


58 


Features 


Interstate Tv and 


varied 


56 




l om Corradine 






Featurettes 


Tele- Pictures 


30 min. 


13 


50 Major Features 


.Major 1 V 


varied 


50 


Film Vision 


Specialty Tv and 


varied 


48 




1 om Corradine 






Film Vision Westerns 


Specialty Fv 


varied 


36 


Flamingo Features 


Flamingo 


varied 


26 


Flamingo 100 


Flamingo 


varied 


100 


Flamingo Westerns 


riamingo 


60 min. 


97 


Fortune Features 


Fortune and 


varied 


70 




1 om Corradine 






CSC Features 


NTA 


varied 


3 


Covcrnor Features 


Tom Corradine 


varied 


46 


Crcat Crusade 


NTA 


60 min. 


8 


Hal Roach Features 


Nl A 


varied 


13 


Hollywood Movie Parade 


Screen Gems 


varied 


104 


Hollywood Parade 


.\ssoc. Artists 


varied 


191 


Impact 


NTA 


60 min. 


13 


International Package 


.\tlas Tv 


varied 


39 


Korda Features 


Combined 


varied 


14 


Lash LaRue 


Sterling 


15 min. 


39 


Laurel and Hardy 


Governor Tv 


varied 


10 


MPTV Library 


Guild 


50 min. 


600 


Major Tv Features 


Tom Corradine 


varied 


46 


Million Dollar Package 


.\tlantic Fv 


varied 


45 


Movieland 


.\ssoc. Artists 


varied 


68 


Movietime USA 


CS.C Tv 


varied 


742 


P. C. Features 


NTA 


varied 


23 


PSI 


NTA 


varied 


40 


Schedule "C" 


Tele- Pictures 


varied 


137 


Special Seven 


Tcle-Picturcs 


varied 


7 


Specialty Tv Films 


Specialty I v and 


varied 


13 




l oni Corradine 






jterling Features 


Sterling 


varied 


18 


Suspense Package 


Governor Tv 


varied 


8 


TNT 


NTA 


varied 


35 


Topper series 


Go\eriior Tv 


varied 


4 


20th Century Fox Films 


NT.\ 


varied 


52 


\l/nrknm CpAnftOr V^^fltHtJf 

WGSiCrn rroniier rutRajji; 




60 min. 


1 1 


Western Package 


.\tlas Fv 


varied 


52 


Western Package 


.\tl.is Tv 


30 min. 


52 


Western Package 


Scrccncraft 


varied 


33 


Western Thrillers 


Governor Tv 


varied 


10 


Warner Croup 


\ssoc. Artists 




754 


Westerns 


Assoc. Artists 


60 min. 


38 


Westerns 


Geo. Bagnall 


varied 


12 


Westerns 


Interstate Tv 


\aricd 




Westerns 


N'F \ 


varied 


31 


HEALTH 
















Health and Happiness Club 


N FA 


") min. 


105 


Here is to Health 


Frans- 1 n\ 


varied 


IS 


M.D. 


N 1 A 


5 min 


39 


Medicine Marches On 


Frans- Ln\ 


varied 


20 


Your Health and Safety 


Coronet 


varied 


\^ 
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TV FILMS, 



FEATURE 



PACKAGES OFFERED BY SYNDICATORS 



PROGRAM SYNDICATOR LENGTH AVAILABLE PROGRAM SYNDICATOR LENGTH AVAILABLl 

HOLIDAYS MUSICAL (Continued) 



Abe Lincoln 


Atlas I v 


15 tiiiii. 


1 


Tele-Musicals 


Ilarristope 


3 


min. 


160 


Christmas Package 


Atlas Tv 


varied 


4 


This is Hawaii 


C.eo. Ba;;nall 


30 


min. 


13 


Election Fever 


Atlas Tv 


15 min. 


1 


This is Your Music 


Odicial 


30 


min. 


26 


Holiday 


'I i;ins Lux 


varied 


II 


Town and Country Time 


RCA Rec. Prog. Svcs. 


15 


min. 


52 


Judy in Eastcrland 


Atlas Tv 


15 mill. 


I 


Town and Country Time 


RCA Rec. Prog. Svcs. 


30 


min. 


26 


Little Story Shop 


I . oil Is Weiss 


15 mill. 


5 


Vienna Philharmonic 


Sterling 


15 


min. 


13 



INTERVIEW 

Candid Camera 
Candid Camera 
Hollywood to Broadway 
Lilli Palmer Show 
On the Spot 
Spotlite on Hollywood 



KIDDIES' SHOWS 



MYSTERY 









Adventures of Ellery Queen 


1 I'A 


30 


min. 


32 


.\ssor. Artists 


15 min. 


100 


Boston Blackie 


Ziv Tv 


30 


min. 


3!) 


Assoc. Artists 


.10 min. 


89 


Files of Jeffrey Jones 


CBS 1 V 1 ilm 


30 


mill. 


39 


Atlas Tv 


15 min. 


13 


1 Am the Law 


Sterling 


30 


min. 


26 


M5C Tv 1 ilms 


15 mill. 


26 


I Led Three Lives 


Ziv Tv 


30 


min. 


117 


Lakeside 


15 mill. 




Inner Sanctum 


NBC Iv Films 


30 


min. 


39 


Ceo. Hainan 


15 mill. 


13 


Into the Night 


Sterling 


15 


min. 


18 








Little Show 


Sterling 


15 


min. 


32 








Man Called "X" 


Ziv Tv 


30 


min. 


39 








Public Defender 


Interstate 1 v 


30 


min. 


59 








Public Prosecutor 


Sterling 


15 


min. 


26 








The Whistler 


CHS Tv Film 


30 


min. 


39 



Adventures of Blinkey 


Interstate 1 \ 


15 min. 


26 


Animal Adventures, Child. 


Ct)ronet 


varied 


13 


Animal Crackers 


Sterling 


varied 


60 


Betsy and the Magic Key 


Sterling 


15 min. 


.■!<) 


Children Love Animals 


Trans-Lnx 


varied 


30 


Children of Many Lands 


Trans Lux 


\ aried 


18 


Children's Stories 


Trans Lux 


varied 


22 


Christie Comedies 


Harriscope 


15 mill. 


104 


Cyclone Malone 


Harry S (•oodinaii 


15 mill. 


65 


Fearless Fosdick 


Sterling 


:iO mill. 


LS 


Hans Christian Andersen 


Interstate 1 v 


15 niin. 


2fi 


Johnny Jupiter 


Assoc. Artists 


30 min. 


39 


Jump Jump of Holiday House 


1 Lirr>* S. (;o(jdniaii 


15 mill. 


65 


Junior Crossroads 


.sterling 


15 min. 


175 


Let's Draw 


Ceo. Bagnall 


15 mill. 


52 


Papa Bear Newsreel 


Covernor 1 v 


15 min. 


26 


Playland Films 


Sterling 


varied 


60 


Popcorn Theater 


CuikI 


(>0 mill. 


39 


Ray Forrest Show 


Sterling 


.■!0 min. 


26 


Stories for Children 


f!oroiiet 


varied 


13 



NATURE, OUTDOORS 



MAGIC 



Adventure is My Job 
Nature in Action 
Wild Life in Action 
RCA Rec. Prog. Svcs. 



NEWS 

Adventures in News 
CBS Newsfilm 
Telenews Daily 
Telenews Weekly 



NOVELTY 

Novelties on Parade 

Unk and Andy ABC Art Adven. 



Lakeside 
Coronet 
Lakeside 
World Around Us 



Sterling 
CBS Tv Film 
Internat'l News S\c. 
Iiiternat'l .\e\vs Svc. 



Cavalcade 
Cavalcade 



Iv 
1 v 



15 min. 
varied 
15 min. 
15 min. 



15 mill. 

15 min. 

12 min. 

15 min. 



II) mill. 
15 min. 



3 
13 
52 
25 



13 

5-a-\vcc 
daily 
weekly 



10 
26 



Blackstone the Magician 


1 l.'ii ris( ope 


15 


min. 


10-1 












Fun With Felix 


1 .akeside 


15 


min. 


LS 


QUIZ 










Is This Magic? 


Atlas 1 V 


5 


min. 


13 






Walt Schwimmer 


30 min. 










Lucky Number Calling 
















Pantomime Quiz 




NTA 


30 min. 


13 












View the Clue 




Medallion 


15 niin. 


26 


MUSICAL 






























RELIGIOUS 










Adventures in Music 


( .i\alcade 1 v 


710 min. 


10 












The Ballet 


Sierliiig 


15 


inin. 


13 


Hand to Heaven 




N TA 


30 niin. 


13 


Concert Hall 


Sterling 


15 


min. 


39 


Hymnalogues 




Post Pictures 


3 niin. 


3-1 


Eddie Arnold Time 


Walt .S< liwiiiinier 


30 


min. 


26 


It Can Happen to You 




Ceo. Bagnall 


30 min. 


13 


Famous Cucsts 


( avaUade 1 v 


.10 


min. 


13 


Layman's Call to Prayer 




NTA 


5 mill. 


52 


Florian Zabach 


(.iiild 


.SO 


min. 


3!i 


Man's Heritage 




NI A 


10 mill. 


13 


Foy Wiling and the Riders 


R(.\ Rec. Prog. Svcs. 


15 


mill. 


250 


Reading the Bible 




Lakeside 


15 mill. 


13 


Frankic Laine Show 


(.iiild 


15 


mill. 


39 


Symphonies in Stone 




Post Pidures 


10 mill. 


13 


Frankie Laine Show 


(.iiild 


30 


mill. 


39 












Cuy Lombardo 


\1C\ Iv 


3(1 


mill. 


78 












Hoiday in Paris 


CBS 1 V 1-ilin 


SO 


mill. 


13 












Huespedcs Famosos 


( a\al(ade 1 v 


SO 


mill. 


13 


SCIENCE 










Liberacc 


Cnild 


30 


mill. 


1 1.3 












Music of the Masters 


N FA 


15 


mill. 


l.'t 


Adventure of Science 




1 rans Lux 


\aried 


34 


Notes and Nonsense 


\llas 1 V 


15 


mill. 


13 


March of Science 




1 rans- 1 ux 


\ aried 


44 


Patti Page Show 


Screen (Icms 


15 


mill. 


7H 


Popular Science 




Interstate 1 v 


15 min. 


78 


Showtime 


Sliidio 


3(1 


mill. 


39 


Science in Action 




Coronet 


\aried 


13 


Stars of Grand Olc Opry 


1 l.iiniiigo 


30 


mill. 


111 


Science in Action 




1 PA 


30 min. 


52 
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FALL FACTS BASICS 



DETROIT'S 




We have the story in capsule form that will take but minutes of 
your time and mean much to your sales picture! Would you like 
to hear it? ^i^^ic^ ^^^^ T^tPt^ / 




GUARDIAN BLDG. • DETROIT 26, MICH. 



1 , £, Camp«ou 
Pr 1 ii'd* n I 



ADAM J. YOUNG, INC. 
Nafional Represenfative 



jULY 1956 
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TV FILMS, FEATURE PACKAGES OFFERED BY SYNDICATORS 



PROGRAM 

SCIENCE FICTION 

Captain Z-Ro 

Sc. .<ice Fiction Theatre 
To ) ^cret 



SHORTS 

Charley Chase 
Christmas Package 
Lafftime Theatre 
Laurel and Hardy 
Music Hall Varieties 
Musical Moods 
Scallwags 

Short Subject Library 

Songbook of the Screen 

Special Attractions 

Studio Transcriptions Library 

Travel 

Warner Short Subjects 



SITUATION COMEDY 

Amos 'n' Andy 
Bert and Elmer 
Beulah Show 
Corliss Archer 
The Goldbergs 
Halls of Ivy 
I Married Joan 
Killiam Show 
Life of Riley 
Life With Elizabeth 
Life With Father 
Little Rascals 
Mickey Rooney Show 
My Hero 
My Little Margie 
Ruggles 

So This is Hollywood 
Trouble With Father 
Willy 



SPORTS 

Adventures in Sports 

All Girl Wrestling 

Beat the Experts 

Big Playback 

Bill Corum Sports Show 

Bowling Time 

Championship Bowling 

Double Play. Baseball Greats 

Double Play. Sports Greats 

Gadabout Gaddis 

Grantland Rice 

Indianapolis Race Highlights 

Jalopy Races from Hollywood 

Legion Boxing 

Main Event Wrestling 

Ringside With the Rasslers 

Sam Snead Show 

Speed Classics 

Speed Classics 

Sports 

Sports on Parade 
Sports Skills 

Tv Baseball Hall of Fame 
This Week in Sports 



SYNDICATOR 



Atlas Tv and 
I oni Corradine 
Ziv Tv 
I'laininf;o 



(.ovcrnoi Iv 
Po^l I'itlurcs 
(Jovernor Tv 
C.ovcrnor Tv 
OOicial 
fiovcrnor Tv 
Geo. Bag nail 
NT.\ 

I'ost Pictures 
(povcrnor Tv 
Studio 
I akcsidc" 
.■\s"i(>c . .Vrtists 



CBS 1 V Film 
Harry S. Goodman 
Flamingo 
Ziv Tv 
Guild 
I PA 

Intcrslale I v 

Sterling 

NliC 1 V l ilms 

Guild 

CBS 1 V Film 
Interstate 'I v 
Tom Corradine 
Official 
Official 

I om Corradine 
llarriscope 
Official 
Offitial 



LENGTH 



30 min. 

30 min. 
15 niin. 



NO. 
AVAILABLE 



26 



Sterling 
llarriscope 
Sterling 
S( rem Ckin.s 
NIA 
Sterling 

Walt Sdiwiinnier 
C^avaltade 1\ 
C:aval( ade 1 v 
Sterling 
Alias 
Harris) ope 
Ilarris(ope 
llarriscope 
llarriscope 
(.CO. liagnall 
RCA Kec. I'rog. S\(s. 
Dynamic 
1)> nainic 
I rans l ux 
Sterling 
t;oronet 
I laniingo 

Internat'l .NCus S\c. 



I V 



varied 
3 min. 
varied 
\aried 
varied 
varied 
varied 
varied 

3 min. 

varied 

varied 

varied 

varied 



39 plus 
26 



150 
52 
1,000 
18 
68 
1,000 
a pprox. 
5 
3 

1,100 
400 
1,400 



30 


min. 


78 


15 


luin. 


13 


30 


mill. 


78 


30 


min. 


39 


30 


min. 


39 


30 


min. 


39 


30 


min. 


98 


15 


min. 


26 


30 


min. 


143 


30 


min. 


65 


30 


inin. 


26 


varied 


93 


30 


min. 


33 


30 


min. 


33 


30 


min. 


126 


30 


min. 


91 


30 


min. 


24 


30 


min. 


130 


30 


min. 


39 



15 min. 


26 


30 min. 


26 


5 min. 


54 


15 min. 


52 


15 min. 


26 


60 nn'n. 


13 


60 mill. 


78 


15 min. 


26 


15 min. 


13 


15 inin. 


26 


15 min. 


13 


30 mill. 


2 


30 inin. 


26 


30 min. 


26 


30 mill. 


6.'') 


60 mill. 


52 


5 mill. 


39 


15 min. 


13 


30 min. 


13 


varied 


14 


15 mill. 


75 


varied 


13 


15 mill. 


7m 


15 mill. 


we<klv 



PROGRAM 

TRAVEL 



Holiday 

Life in the U.S.A. 
World at Large 



VARIETY 

Eddie Cantor 
Thrill of Your Life 
Walt's Workshop 



WESTERN 



SYNDICATOR 



NTA 

Trans-Lux 
Trans-Lux 



NO. 

LENGTH AVAILABLE 



30 min. 
varied 
varied 



13 

26 
50 



1 



Ziv Iv 
Louis Weiss 
Sterling 



30 min. 
30 mill. 
15 min. 



WOMEN'S 



Adventures In Sewing 
Bringing Up Your Baby 
For the Ladies 
Home Management 
Household Hints 
It's Baby Time 
It's Fun to Reduce 
Sew Easy 



MISCELLANEOUS 

Comedy: 

Henry Morgan Show 

Do-it-yourself; 

Here's How 

Dramatic readings: 

James Mason Show 

Hobby: 

Find A Hobby 

Inspirational: 
Design for Living 

Oddities: 
Oddities Beyond 

Panel: 

Reporters' Roundup 



Space: 

Rocky Jones, Space Ranger 
'In production 



Lakeside 
Trans Lux 
Sterling 
Coronet 
Sterling 

Walt Schwimmcr 
Geo. Bagnall 
Medallion 



Lakeside 



Trans-Lux 



,M A 



Nl A 



NTA 



Lakeside 



I lamingo 



MCA Iv 



30 min. 
varied 

15 min. 
varied 
3 min. 

15 min. 

15 min. 

15 min. 



15 min. 



varied 



15 min. 



15 min. 



5 min. 



10 min. 



30 min. 



30 min. 



S9 
1! 
39 



Adventures of Champion 


CBS Tv Film 


30 


min. 


26 


Annie Oakley 


CBS 1 V Film 


30 


min. 


52 


Brave Eagle 


CBS Tv Film 


30 


min. 


26 


Buffalo Bill, Jr. 


CBS Tv Film 


30 


min. 


26 


Buster Crabbe 


Governor Tv and 


30 


min. 


26 




'I'oni Corradine 








Cisco Kid 


Ziv Tv 


30 


min. 


195 


Cowboy G-Men 


Flamingo 


30 


min. 


39 


Gene Autry Show 


CBS '1 V Film 


30 


min. 


91 


Hopalong Cassidy 


NBC '1 V Films 


30 


min. 


26 


Hopalong Cassidy 


NBC Tv Films 


60 


min. 


54 


Judge Roy Bean 


Scrcencraft and 


30 


min. 


39 




Tom Corradine 








Range Rider 


CBS Fv Film 


30 


min. 


7$ 


Steve Donovan West'n Marshal 


NBC Tv Films 


30 


min. 


39 


Tales of the Texas Rangers 


Screen Gems 


30 


min. 


26 



13 

15 
90 
13 

65 
52 
13 
26 



13 



4S 



26 



26 



39 



26 



39 
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FALL FACTS BASICS 



Names that Go Together in TV 



SPONSOR AGENCY PRODUCER 



Aluminum Company at America 


Fuller and Smith and Ross 


Wild 


ng 


Libby-Owens-Fard Glass Ca. 


Fuller and Smith and Ross 


Wild 


ng 


The Studebaker Corporation 


Benton & Bowles, Inc. 


Wild 


ng 


Post Cereals 


Benton & Bowles, Inc. 


Wild 


ng 


1 %% A tm n n n \J w 1 1 ■ A Jc. D 1 1 n n A w t ' A 

1 ne uuuaycur i ire oi ivuDDcr ^o. 


I oung ana ivudicuitI/ inc* 


Yv 1 la 


ng 


LI ncv In ~fVic rc u ry 


1 uung unu ixUDicuin, inc. 


w iia 


ng 


Standard Oil Company (Indiana) 


D'Arcy Advertising Campany 


Wild 


ng 


Annoiicop.Riic^n In^ 
r\ niicUdci'DUSttrif int. 


D ' A rC \i ^/4vopfricinn ^ t\wt\ nn n w 
V y \A Twf II3IIIU V III uuiiy 


TT 1 lU 


ng 


The Ohio Oil Company 


N. W. Ayer & Son, Inc. 


Wild 


ng 


Atlantic Refining Co. 


N. W. Ayer & Son, Inc. 


Wild 


ng 


Mars Incorporated 


Leo Burnett Company, Inc. 


Wild 


ng 


Chos. Pfizer & Co., inc. 


Leo Burnett Company, Inc. 


Wild 


ng 


Kellogg Company 


Leo Burnett Company, Inc. 


Wild 


ng 


The Pure Oil Company 


Leo Burnett Company, Inc. 


Wild 


nq 


Marlboro Cigarettes 


Leo Burnett Company, Inc. 


Wild 


ng 


The Moytog Company 


Leo Burnett Company, Inc. 


Wild 


ng 


Pobst Brewing Company 


Leo Burnett Company, Inc. 


Wild 


ng 


The Toni Co. 


Leo Burnett Company, Inc. 


Wild 


ng 


Ford Motor Company 


J. Walter Thompson Company 


Wild 


ng 


The Phormo-Croft Corporation 


J. Walter Thompson Company 


Wild 


nq 


Aluminum Company of America 


Ketchum, MacLeod & Grove, Inc. 


Wild 


ng 


Dominion Rubber Company 


MocLoren Advertising Co., Ltd. 


Wild 


ng 


Lion Oil Company 


Ridgwoy Advertising Company 


Wild 


ng 


United States Steel Corporation 


B. B. D. & 0., Inc. 


Wild 


ng 


General Electric Company 


B. B. D. & 0., Inc. 


Wild 


ng 


Greyhound Corporation 


Beaumont & Hohmon, Inc. 


Wild 


ng 


Swift & Company 


McConn-Erickson, Inc. 


Wild 


ng 


Chrysler Corporation 


Grant Advertising, Inc. 


Wild 


ng 


Dodge Brothers Corp. 


Grant Advertising, Inc. 


Wild 


ng 


Hudson Motor Cor 


Brooke, Smith, French & Dorronce 


Wild 


ng 



WILDING PICTURE PRODUCTIONSJNC 

CHICAGO NEW YORK DETROIT HOLLYWOOD 

PITTSBURGH CLEVELAND CINCINNATI ST. LOUIS 



JULY 1956 
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THE TYPES OF ADVERTISERS BUYING SYNDICATED FILM 



M here has heen a distinct trend o\'er 
the past few \ears toward an increas- 
ing percentage of syndicated fihn sales 
hcinp sold to advertisers directly by 
fihn distributors rather than indirectly 
through stations. 

To find out what kinds of shows 
\ arious t) pes of ad\ ertisers huv. SPOX- 
.s(iR checked a number of the impor- 
tant film distributors. The listing be- 
low is a breakdown of more than 40 
programs according to the t\pe of ad- 
vertiser who purchased the show. 

In most cases, the j)ercentage figures 
for client categories is a breakdown of 
client sales only. That is. all client 
sales (as opposed to all sales, includ- 
ing >tations) are considered as 100%. 
Sales are not wciglied bv the amount 
of money each client spent but by the 
number of clients. In one case, how- 
ever, tliat of Screen Gems, total sales, 
including those to stations, are con- 
sidered 100%, and the percentage fig- 
ure following the word "participation" 
refers to advertisers sold by the sta- 
tions themsehes. 

The listing also includes some of the 
important multi-market sponsors for a 
show. This. too. works as a weighing 
factor. In the percentage breakdown 
a client who bought one market is con- 



sidered just as important as an adver- 
tiser who bought 20. However, break- 
ing out the multi-market buys indicates 
how widespread sponsorshijj is by cer- 
tain categories of clients. 

In using this chart, adverti.sers 
should beware of making hasty gen- 
eralizations based on one show alone. 
The fact that one show may have a 
high proportion of drug clients is not 
nci'essarily an indication that it will 
work well for all drug clients. Con- 
versely, the fact that a show has no 
drug clients doesn't mean it can't do a 
job for that type of client. Where a 
sliow is bought overwhelminglv b} one 
l\pe of client, however (note the ])opu- 
larity of NBC Film's Crunch and Des 
;nnong breweries), there must be 
something in it. In addition, it may 
safely be said that where one category 
of show is popular for certain j)rod- 
ucts, that tvpe of client must be find- 
ing it an efTe<tive sales builder. Note 
that adventure shows are widely spon- 
sored by dairies. Four shows in the 
adventure category have a relativelv 
high proportion of dairy sponsors. 

The reader will notice that certain 
categories of clients pop up consistent- 
1\ in the material below. One explana- 
tion of this is that certain kinds of 



businesses are. by chance of ec-ononi- 
ics, regional in scope. They, there- 
fore, will be comnionK found sponsor- 
ing syndicated shows rather than net- 
work shows. 

The trend toward a greater propor- 
tion of client sales by film distributors 
is highlighted by some figures from 
Ziv. Taking the six shows listed be- 
low. Ziv found that, on the average. 

of the markets these sliows were 
sold in were sold directly to clients. 
This is 20% higher than last year 
when the figure was 43''r. Ziv also 
disclosed that the six shows were sold 
in an average of 184 markets (up 17% 
from last year), were bought by an 
average of five multi-market sponsors 
who aired tlie show in an average of 14 
markets. 

In deciding whether a show will fit 
his selling plans it is not enough, of 
course, for an advertiser to check on 
what other advertis(;rs are buying. 
Knowledge of actual sales results, rat- 
ings, audience composition, merchan- 
dising possibilities, price, listening 
habits in the markets desired, the clear- 
ance situation — all these things must 
be considered before making a deci- 
sion. However, the material below will 
serve as a starter. 



Listing shows (1) % of sale to stations direct; (2) sales to clients by categories; (3) multi-market sales 



ADVENTURE 

Adventures of Rin Tin Tin, Screen Gems: 73..')7o station sales 

Dairy, 30%; meat, 12%; bakeries, 8%; soft drinks, 4%; auto 
dealers, 2%; furniture, 2%; participations, 327o 

Multi-market sponsors: Ilolsum Bread, 3 markets; Double Cola, 
2 markets 

Crunch and Des, NHC T\ Films: 38 station sales 
Breweries, 61%; food stores, 8.5%; auto dealers, 6% 
Mulli-markcl sponsors: Luiky Lapcr, 36 markets; StroIi Beer, 19 
markets; Jax I^eer, 8 markets; Kegal I?eer, 6 markets; Jacob 
Schmidt Beer, 4 markets; IGA Stores, 3 markets 
/ Spy, Guild: iSl 7o sold to stations 

Food, 33%; home fiirnislritiss, appliances^ 29%; beer, 11% (repre- 
sents sales directly to sponsors) 

Jet Jackson, Screen Gems: 81.8% of sales to stations 

Dairy, 9.1%; bread eomijanies, 3.1%; soft drinks, 3.1%; tv station, 
3.1%; particijiaiions, 81.3% 

Jungle Jim, .Srreen (icms: 78.3% sales to stations 

Soft drink bottlers, ]3.5%; dairies, 8.1%,; bakeries, 2.7%; beer, 
2.77o; sihoes, 2.7%; participations, 61.97o 

Midti market siionsors: Gf)ea-Gola Bottlers, .5 markets; Gallen- 
kaiiip .Shoes, 2 markets 

Long John Silver, CBS T\ I'ilm: 84% station sales 

Dairies, 33.3%; food, 33.37^ ; bicycles, 6.37o; broadcasting, 6.3%; 
grocery, (}.:\% ; soft drinks, 6.3% 



Passport to Danger, ABC Film Synd.: 22% of sales to stations 

Auto dealers, 35%; food, 17%; beer, wine, 13%; supermarkets, 
9%; building materials, 4%; department stores, 4%; furniture, 
477; gasoline, 4%; toiletries, 4%; utilities, 4% 

Sheena, Queen of the Jungle, ABC Film Synd.: 29% station sales 

Dairies, 507o; food, 207o; auto (trailers), 107c; bakeries, 107o; 
meat packers, 10% 

Three Musketeers, ABC Film Synd.: 73% of sales to stations 

Beer, 20%; beverages, 20%; drug products, 20%; drug stores, 
20%: food, 2070 

DETECTIVE 

Code Three, ABC Film Synd.: no sales to stations 

Appliances, 20%; beer, 20%; food, 20%; gasoline, 20%; -wines, 

2Q% 

Fabian of Scotland Yard, CBS TV Film: 58% station sales 

Beer, 28.57o; appliances, 14.37^; baking, n.37o; drug, 14.37o; 
food, ]1.37r; gas, U.370 

Highway Patrol, Ziv: 37% station sales 

Food, 317^ ; breweries, 257e; retailers, 207o; oil, 87o; auto dealers, 
7%; banks, utililies, 5% 

Multi market sponsors; Ballantine, 24 markets; Pfeillcr Brewing, 
II- markets; Kroger Store-*, II markets; Lion Oil, 10 markets; 
Morning Milk, 8 markets; Sunshine Biscuit, 6 markets 
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FALL FACTS BASICS 



How to really make friends 

and influence sales . 



for as low as 




pep tJQOiisai 




HERE'S A GREAT MARKET 
Market Data 



Set Count 
Families 
Retail Sales 
Coverage 



511,310 
593,200 

$3,361,973,000 (Sales Management) 
26 Ohio Counties, 10 Indiana Counties 



WE'VE CAPTURED* THE MARKET 
High Ratings 

ARB, Pulse and Nielsen — an average of all three — gives WHIO-TV a rating 
of 9 or better out of the first 10 shows for February, March, April and May. 

YOURS— AT A LOW, LOW COST PER THOUSAND 
Low Cost per Thousand (examples) 

Little Rascals (participating) with a 21.6 rating* delivers for 42c per thousand 
per spot. Four nights at 6 P. M. 

Roy Rogers Ranch, from 5 to 6 P. M. Saturday with a 23.9 rating* delivers 
the full hour show for $1.69 per thousand. 

National Representative, George P. Hollinghery 

*A11 ratings are an average of Pulse, ARB and Nielsen. 



CHANNEL 



JULY 1956 



DAYTON, OHIO 




One of America's 
great area stations 
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TYPES OF ADVERTISERS BUYING SYNDICATED FILM (Continued) 



Mr. District Attorney, Ziv: 53*70 station sales 

Hetailers, 28%; food, 25%; breweries, ll^o; drugs, 8%; tobacco, 

6%; autos, 5%; banks, utilities, 5%; oil, 3% 

Multi-niarkcl siKinsors: Carter Products, ■1-3 markets; General 

Cigar, 8 markets; Haiiini's Hrewiiip, 7 markets; Fuller Paints, 4 

markets 

Racket Squad, ABC Film b)iid. : 2i% total sales to stations 

\iito, 2\'yc; beer, wine, 15%; food, 11%; sewing machine-. 8%; 
furniture, 6%; gasoline, 6%; appliances, 3%; bakeries, 3%; de- 
partment stores, 3%; dog food, 3%; housewares, 3%; optical, 3%; 
railroad, 3%; real estate, 3%; retailers, 3%; supermarkets, 3% ; 
toiletries, 3% 

Son Francisco Beat, CBS T\' Film: 65% station sales 

Auto, 20%; beer, 20%; food. 207o; appliances, 11.1%; soap, 
11.1%; baking, 5.7%; furniture, 5.7%; soft drinks, 5.7% 

DRAMA 

Celebrity Ployhouse, Screen Gems: 33.3% sales to stations 

Beer, 49.6%; banks, 5.2%; oil, 5.2%; department stores, 2.6%; 
lumber, 2.6%; milk, 1.7%; super markets, 1.7%; participations, 
17.4% 

Multi-market sponsors: FalstalT Brewing, 46 markets; Standard 
Oil of Texas, 6 markets; Hlatz Heer, 4 markets; First Federal Sav- 
ings, 2 markets; Sego Milk, 2 markets; South Carolina Electric 
and Gas, 2 markets 

Confidentiol File, Guild: 66% of sales to stations 

Oil, 32%; auio dealers, 19%; home furnishings, appliances, etc., 

12% (represents sales directly to sponsors) 

Count of Monte Cristo, TPA: 20% markets sold to stations 

Food, 10.5%; hanks, financial, 9%; utilities, 9%; bakeries, 8.7%; 
autos, 7%; dairies, 7%; drugs, toiletries, 7%; home furnishings, 
improvements, 7%; department and specialty stores, 6%; super- 
markets, groceries, 3.5%; tobacco, 3.5%; breweries, 1.8%; soft 
drinks, \.S% 

Doug. Fairbanks Jr Presents, ABC Film Synd.: 9% station sales 

Beer, 25%; auto, 12%; banks, 12%; furniture. 12%; meat packer>, 
12%; supermarkets, 12%; building supplies, 6%; department 
stores, 6%; gasoline, 6% 

The Playhouse, ABC F"ilni Synd.: 60% total sales to stations 

Auto dealers, accessories, 25%; drug products, stores, 17%; food, 
17%; jewelry, 17%; insurance, 8%; moving, storage, 8%; musical 
instrumnels, 8% 

Stoge 7, TPA: 20% markets sold to stations 

Food, supermarkets, 30%; petroleum, 12%; breweries, 10%; dair- 
ies, 8%; banks, financial, 6%; furniture, home appliances, 2% 
Tap Ploys of '56, Screen Gems: 87.97o of sales to stations 

^'atch companies, 10.8%; banks, 6.2%; bakeries, 3.1%; participa- 
tions, 61.6% 

.Multi-market sponsors: Bulova \T'ateh, 16 markets; Pan Dandy 
Bread, 2 markets 

Under the Sun, CBS T\' Film: .33.3% station sales 
Food, 30%; utilities, !^0% 

Your All Star Theatre, Screen Gems: station sales 67.7% 

Jewelry, watches, 49.37o; beer, 3.27o ; banks, 2.6%; auto dealers, 
2.37c; metal products, 2.37^; utilities, 1.7%; furniture, 1.57c; oil, 
1.5%; wine, 1.5%; participations, 13.1% 

Multi-market sponsors: Bulova Watch, 166 markets; Gallo Wine. 
8 markets; International Metal, 8 markets; Drewcry's Ltd., 1 mar- 
kel-i; Bed Top Brewing, '1 markets; Stroll Bre\\ery, 3 markets; 
Gorhoui .Silver, 2 markets; Gulf States lUilities, 2 markets 

MYSTERY 

I Led Three Lives, Ziv: 37% station sales 

Oil, 357c; foods, 21%; retailers, 17%; breweries, 157c; banks, 
7%.; autos, 37c 

.Multi-market sponsors: Phillips Petroleum, 16 markets; iNnbi-^co, 
10 markets; Pfeider Brewing, 7 markets 

Man Called "X", Ziv: 5R7o station sales 

Food, 29%; breweric-s, 17%; retailers, 177c; oil, 16% ; auto dealers, 
12%; banks, utilities, 6% 

Multi-market sponsors: Ohio Oil, 13 niark(;ls; Blat/. Beer, 7 mar- 
kets; Cities Service Oil, 4 markets; Dawson's Ale, l markets 
The Whistler, CB.s T\ Film: 657o station sales 

Auto, 297; grocery, 11% ; lifi- insurance, 11%; beer, 8.6%; furni- 



ture, 8.6%; gas, 8.67c; soap, 8.67o; wine, 8.67o 
Multi-market sponsors: Interstate Life Insurance, 5 markets 

SITUATION COMEDY 

Amos 'n' Andy, CBS TV Film: 537o station sales 

Auto, 347c; appliance, 13.5%; dairies, 8%; gas, 87o; grocery, 8%; 
cehmical, 4.5%; machinery, 4.5%; mattresses, 4.5%; retail depart- 
ment stores, 4.5%; soft drink, 4.5%; tires, 4.5% 
Great Gildersleeve, NBC TV Films: 52 station sales 

Food, 437c; within food classification food stores and products, 
26%; bakeries, 10%; meat packers, 5%; dairies, 2% 
.Multi-market sponsors: Colonial Stores, 11 markets; Hekman Bis- 
cuit, 9 markets; Kroger Stores, 15 markets 
Life With Fother, CBS TV Film: 807o station sales 

.\uto, 20%; chemical, 20%; food, 207o; jewelry, 207°; restaurant. 

207c 

Susie, TPA: 20% markets sold to stations 

Breweries, 36%; supermarkets, groceries, 13%; appliances, hard- 
ware, 8%; drugs, toiletries, 8%; jefelry, 87o; food, 8% 

WESTERN 

Annie Oakley, CBS TV Film: 207o station sales 

Baking, 2-1% : dairies, 24% ; food, 15% ; appliance, 7.5% ; dog 
food, 7.57c: drug, 7.5%; grocery, 7.5%; soft drink, 7.5% 
Multi-market sponsors: Carnation Milk Co., 141 markets; Conti- 
nental Baking Co., 73 markets 
Buffalo Bill Jr., CBS TV Film: 507o station sales 

Bakeries, 66% ; groceries, 347o 

Multi-market sponsors: Brown Shoe Co. and Mars Candy repre- 
sented in majority of markets 
Cisco Kid, Ziv: 56% station sales 

Food, 70%; retailers, 267o 

Multi-market sponsors: Interstate Bakeries, 68 markets: Mission 
Macaroni, 11 markets; Arden Meadowgold, 4 markets; Farm Bu- 
reau Insurance, 4 markets; Hygrade Packing, 4 markets; Maria 
Milk and Cream, 4 markets 
Gene Autry, CBS T\' Film: 80% station sales 

Dairies, 40 7o ; baking, 207o; chewing gum, 207o; publishing, 20% 
Range Rider, (JBS T\ F'ilm: 59% station sales 

Baking, 36.67o ; dairies, 24.4% ; food, 177o; publishing, 14.6%; 
auto, 7.47c 

Steve Donovan Western Morshol, NBC T\' Films: 63 station sis. 

Bakeries, 21%; food and food products, 14%; candy, 9% 
Multi-market sponsors: Langendorf United Bakeries, 13 markets; 
Brock Candy, 7 markets; Bavarian Beer, 4 markets; Quality Bak- 
ers, 4 markets; Rice Sausage, 3 markets 

Talcs of the Texas Rangers, Screen (iems: 54.87o station sales 

Dairies, 11.9%; appliances, 7.17o; banks, 7.1%; food, 4.8%; auto 
dealers, 2.47c; bakeries, 2.4%; drugs, 2.4%; jewelry, 2.4%; oil, 
2.47o; participations, 57.17o 

MISCELLANEOUS 

Music 

Liberace, Guild: 78% of sales to stations 

Banks, loan associations, etc., 53%; food, 29% (represents sales 
directly to sponsors) 

Science Fiction 

Science Fiction Thcotrc, Ziv: 16% station sales 

Food, 21%; retailers, 18%; breweries, 16%; drugs, 12%; banks, 
107c; auto dealers, 97c; oil, 87o 

Multi-market six)nsors: Olympia Brewing, 23 markets; Emerson 
Drug, 20 markets; Conoco Oil, 6 markets 

Sports 

Big Playback, Screen Gems: 58.3% sales to stations 

Petroleum, 48.4%; mattresses, 6.3%; tires, 4.2%; cigars, 3.2%; 
auto dealers, 2.1%; beer, 2.1%; participations, 22.1% 
Multi-market spon-ors: Ethel Compound, 45 markets; Armstrong 
Tire Dealers, 7 markets; Nebaiie Mattress Co., 6 markets; GlIP 
Cigars, 3 markets 
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FALL FACTS BASICS 




pay 50% less . . . 
get 50% more! 

In Philadelphia, when you buy 
twelve 10- or 20-second an- 
nouncements per week any- 
where on the WRCV-TV schedule, 
WRCV-Tv's "12-50 plan" gives 
you an immediate 50% discount 
on all "B," "C" and "D" 
time announcements! 

WRCV-TV 'S NEW ' ' 12-50 DIVIDEND 

plan" gives you an extra &on«s 
of 50% — one station break in 

JULY 1956 



what a 
combmation 

for 
samg ! 



kind for every two purchased 
between 9 a.m. and 5:59 p.m., 
Sunday through Saturday! 

Thi.s money-saving combination 
delivers over 5 million sales im- 
pressions per week ... for as 
little as 13<f per thousand ! Get 
the details today, from . . . 

WECV-TV-3 



SOLD B\ I.MK.I SPOT S.VLKS 




TELEVISION S LEADERSHIP 
STATION IN PHILADELPHIA 
TED WALWORTH, JR., Sales Manager 
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YOV MIGHT GET A 63 -LB. LAKE TBOVT*- 

BIJT.. 



THE MARCH ARB REPORT CREDITS WKZO-TV WITH 
ALL 20 OF THE "TOP 20" PROGRAMS! 



AMERICAN RESEARCH BUREAU 
March, 1956 Report- 

GRAND RAPIDS-KALAMAZOO 




Number of Quarter Hours 
With Higher Ratings 


MONDAY THRU FRIDAY ^ 
8:00 a.m. to 6:00 p.m. 
6:00 p.m. to 1 1 :00 p.m. 


WKZO-TV 

136 
87 


Station B 
61 
13 


SATURDAY & SUNDAY 
10:00 a.m. to 1 1:00 p.m. 


72 


32 



NOTE: Survey based on sampling in the following pro- 
portions — Grand Rapids (4-t.7%), Kalamazoo 
(19.7%), Baltic Creek (18.2%), Muskegon- 
Muskegon Heights (17.4%). 




</ 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO— KALAMAZOO BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN-TV — LINCOLN. NEBRASKA 

Aisociatcd wifh 
WMBD RADIO — PEORIA, ILLINOIS 



• • YOU NEED WKZO-TV 
TO LAND SALES 
IN WESTERN MICHIGAN! 

March, 1956 ARB figures (left) show that WKZO-TV is the 
favorite television station in Battle Creek and Muskegon, as 
tvcll as in Kalamazoo and Grand Rapids! It's the favorite 
hy better than 2-to-l for the week as a whole — hy better 
than 6-to-l at night! 

WKZO-'I'V is the OfTieial Basic CBS Television Outlet for 
Kalamazoo-Grand Rapids and Greater Western Michigan. 
Channel 3 — 100,000 watts. Serves one of America's top-20 
TV markets — 599,060 television families in 29 Western 
Michigan and Northern Indiana counties! 

100,000 WATTS • CHANNEL 3 • 1000' TOWER 

wnO'TV 



Kalamazoo - Grand Rapids and Creafcr Western Michigan 

Avery- Knodel, Inc., Exclusive National Representatives 

*Ilitbcrt llaininrrs raunht one this size in Lake Superior in May, 1932. 
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television 




TV COVERS THREE-QUARTERS OF 
U.S. HOMES. SATURATION IS STILL CLIMBING 

Page Number 

Q. Where has recent set gro>\ th heeu? 113 
Q, How luaiiy iihf sets have heen j^rodueed? 114 
Q. How does tv viewiiijj; differ aiiunij; faiiiihes? 116 
Q, How does tv viewing vary hy seasons? 122 
Q. How does snnnner affect program ratings? 126 
Q. How does andicnce composition vary hy regions? 130 
Q. What tyi^e shows do andiences spend most tinu- with? 134 
Q. What indnstries invest most heavily in network Iv? 139 

Hcprinis tcill be avaUnhle at :tOv each, tfuaiitittj prices on retjiiest. 
Address Sponsor Services, Inc., 10 E. 4!tth St., \eu' Yorh 17. \. V. 



I. DIMENSIONS OF TELEVISION 

1. How has tv saturation grown (1949-56)? 



Pormil and iiiiuil)cr of lioiiicii owiiiiij; Iv 

\. C. iXicbcn Co. is source of data 
below, which shows t\ ownership 
during March each }car. (Census data 
for Feh. 1956 puts home ownership 
at 35 million and 73*^ < saturation.) 



72% 



65% 



58% 



47% 





35% 




« 35.1 
31.0 ^"^ ' 




25% 


21^ 


26.9 


% U.S. 
homes 
1 with tv 

1 . . 2% 

Millions 

of homes ^ -'■■^ 


15.8 

10% 
4.2 






1949 


1950 1951 1952 


1953 


1954 1955 1956 


2. Where are the tv sets located? 










Couiily 






Honied and s^aUiration 


Size 


Homes and saluralion 


Norlheasi 


10,815,000 (85%) 


"A" 


14,915,000 (84%) 


East Cenlral 


6,745,000 (82%) 






We.-^l Cenlral 


6,557,000 (70%) 


"B" 


9,990,000 (77%) 


South 


6,109,000 (53%) 






l^aeifie 


1,874,000 ( 74%) 


"C&D" 


10,19.5,000 (57%) 


SOURCE: A. C. 


NIELSEN CO.. MARCH 1956 






1 









1 



3. 



What are the family characteristics of tv owners? 



P<;rcoiil of homes owning Iv aeeordiiig lo family eliaraclerislies 



Source of d;ita 18 Miirkrt lit-.-searcli 
Corp. of AiiH'rica, April 1 9.>r». i\<»t»> 
that tv families tend to l»e well off, 
hif;, yoiiii'i :iiid well-educated. 



Total Family Iiiccmie: 

Upper Fourth 86% 

Next Fourth 82 

Next Fourth 75 

Lowest Fourth 56 



Education of Kainilv Head: 



Grade School 
High School 
College 



68^' 



82 
79 



Si/.e of l<\nnilie.s : 

1 & 2 Members 67% 

3 Members 78 

4 & 5 Member 84 
6 Members & Over 74 



Aye of ITonsewife 

ct 



81^^- 



Under 35 Years 
35 thru 44 Years 79 
45 Years & Over 68 



Presence of Children: 

5 Years & Under 80% 

6 -12 Years 82 

13-20 Years 76 

No Children 68 
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FALL FACTS BASICS 



DIMENSIONS OF TELEVISiON 

4. Where has recent set growth been? 



Percent of families with tv sets 



Regions 


_ Apr. '55 


July '55 


Oct. '55 


Jan. '56 


Apr. 


Northeast 


84 


85 


85 


86 


88 


South 


50 


54 


56 


61 


63 


North Central 


70 


70 


72 


77 


77 


Mountain & Southwest 


46 


52 


54 


60 


60 


Pacific 


65 


66 


70 


74 


74 


City Size 












Farm 


38 


43 


47 


51 


53 


Under 2,500 


53 


56 


57 


63 


64 


2,500 to 50,000 


50 


53 


56 


62 


62 


50,000 to 500,000 


74 


75 


77 


80 


80 


500,000 and Over 


87 


87 


88 


89 


89 

1 



SOURCE: MARKET RESEARCH CORP. OF AMERICA 



5. Where did last year's set shipments go? 



r 



Television receivers shipped to dealers 



L 



State 


1955 


1946-54 




State 


1955 


1946-54 


Alabama 


129,423 


361,689 




Nevada 


9,620 


20,660 


Arizona 


39,014 


123,925 




New Hampshire 


27,706 


120.842 


Arkansas 


83,882 


179,862 




New Jersey 


230,692 


1,664.853 


California 


621,811 


3,129,919 




New Mexico 


24,466 


66,768 


Colorado 


54,401 


231.379 




New York 


678.187 


4,754,300 


Connecticut 


106,108 


635,586 




North Carolina 


193,982 


555,087 


Delaware 


17,425 


108,845 




North Dakota 


29,233 


56,736 


Dist. of Columbia 


64,459 


351,174 




Ohio 


395,395 


2,592,978 


Florida 


257,677 


554,183 




Oklahoma 


105,754 


412,549 


Georgia 


165,995 


559,164 




Oregon 


89.198 


218,476 


Idaho 


32,861 


70,295 




Penns) Ivania 


483,391 


3,112,857 


Illinois 


415,332 


2.487.747 




Rhode Island 


36,442 


229.881 


Indiana 


202,427 


1,029,462 




South Carolina 


98.820 


225.468 


Iowa 


112,875 


565,117 




South Dakota 


30,875 


49.153 


Kansas 


95,875 


310,223 




rennessee 


150,060 


461.774 


Kentucky 


123,589 


427,405 




Texas 


400,640 


1.366.244 


Louisiana 


153,767 


391,16^1 




Utah 


28,982 


156.224 


Maine 


51,646 


176,297 




Vermont 


23, 070 


52.622 


Maryland 


101,677 


631,803 




Virginia 


138.334 


556.496 


Massachusetts 


209,843 


1,445,063 




\Vai.hingl?>n 


124.845 


492,729 


Michigan 


311,032 


1,682,313 




West Virgiilia 


82.967 


297.733 


Minnesota 


128,170 


573,162 




\^ isconsin 


168,040 


724.169 


Mississippi 


70,718 


146,951 




Wyoming 


7,786 


15,211 


Missouri 


197,310 


918,661 




Territories 






Montana 


23,357 


39,396 1 




Alaska 


7,490 


5,496 


Nebraska 


68,091 


278,876 




Hawaii 


17.238 


55.551 


SOURCE: RETMA. RELATIONSHIP 


BETWEEN 1955 AND 1946-54 FIGURES ROUGHLY INDICATES TV HOME 


GROWTH IN '55 
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II. TE LEVISION SET PRODUCTION 

1. What's been the rate of tv set production since 1946? 



Millions 
of sets 



10 

9 
8 

7 
6 
5 
4 
3 
2 
I 

0 



179 



1955 marked high spot of prochiclion so far 



975 



3,000 



7,464 



5.385 



6.096 



7.2\6 



7,347 



7.757 



2.188 

r ~ 



1,845 



1946 1947 1948 1949 1950 1951 1952 1953 1954 1955 1st quarter 1st quarter 

1955 1956 

SOURCE: RETMA. FIGURES WITHIN BARS ARE IN THOUSANDS 



i 



2. 



How many uhf sets have been produced? 



1953 / 1,459,000 



1954 / 1,383,000 

SOURCE: RETMA. FIGURES INCLUDE FACTOR Y- EQU I PPED UHF SETS ONLY 



1955 ^ 1,182,000 



3. 



What tube sizes have been most popular among tv set owners? 



Maiiiifaoliirers sah^s of picture tubes hy screen size 



YEAR 


' 15" and 
under 


16" thru 

18" 


19" thru 
21" 


22" thru 

25" 


26" and 
over 




1 94S 
19-49 


1,145,583 
3,316,767 


9,123 
1 79,682 








Figures show the 21 -inch tube | 
has been outselling all others 


i9:.o 

1951 


2,3^5.380 
437,148 


5,356,102 
3,586,967 


21 1,940 
973,233 


1 20,739 




since 1952. \\liile growth in 
larger sizes has been gradual, 
note that production of 22- 


1952 


2%,753 


3,(^4,7,% 


4,296,735 i 


30,409 




lhrough-25-inch sizes tripled . 


1953 
1954 


2-^.7,380 
235.':^54 


3,065,102 
2,086,077 


7,223,259 


275,504 
318,665 


119.964 
46,925 


in 1955. Note also increase | 
in 15-inch-and-under sizes ■ 
last year, a reflection of growlli | 


1955 


411,440 


1 ,805,020 


7,674,155 


948,083 


34,648 


in portable tv sets | 


SOURCE: 


RETMA 













114 



FALL FACTS BASICS 



IM 





S A C H U S E T T*S 



TOItlNOTON • 



CONNECTICUT 



NIW JL'. NDON 



NtW HAVfN 




.PARDON OUR 




OUTHERN ACCENT 



SOUTHERN NEW ENGLAND, THAT IS . . . Where the accent is on 
almost a million TV families in 15 rich counties — where 
WNHC-TV's powerful signal will accent your product to 
a public whose effective buying income results in better 
than 5 billion dollars in annual retail sales. 

THAT'S A LOT OF ACCENT IN ANY LANGUAGE! 

Check the cost per thousand, then call your Katz man. 
Your southern accent will get you a lot of New England 
hospitality. 



CONNECIICUrS MAJOR TV OUTLET 
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WNHC 



CHANNEL 8 TELEVISION : 316,000 WAHS MAX. POWER 
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TELEVISION VIEWING HABITS 
GENERAL 



1. 

r 



("harts in this GENERAL spction show viewing habits which havt- no 
liarticular relevance to either si)Ot or network. In the NETWORK and SPOT 
sections to follow viewing figures are slanted to clients in each medium 



How does daily tv viewing vary by months? 



Hours 
7 
6 

5 
4 

3 
2 



AveraJ^e hours of viewing: per Iv home per day 



L 

2. 



IT 












P i- 


r 


! J 
















































































































. J 



























April 1955 May June July 

SOURCE: NIELSEN TELEVISION INDEX 



Aug. 



Sept. 



Oct. 



Nov 



Dec. Jan. 1956 



Feb. 



March 



How does tv viewing differ among families? 



Average hours of Iv use daily 



By viewing quintiles 



I 122 328 44 



By age of housewife 

16 to 34 35 to 54 SSandc 



19% 



45 



6AM106PM 



6PM to 
Midnight 



25% 



36-, 



ft 

W ▼ 149 131 

225 



\to2 



6AHto6PM 



6PM to 
Mrdnight 



3 to 4 5 and over 

• 



307 
'A' 



312 



249 
C'snd D' 



1:18 



143 



237 



6AMfo6PM 



6PM to 
Midnight 



147 



152 



204 



245 

By size of family 



301 



325 



302 307 
By slie of county 



305 



Foiii charts al)Ovc, ha.scd on \iclscii Tel('\ isioii Index 
data for April lO.S.S, show great difTcrenros in view- 
ing among tv homes. Ouiiitile eliart is l)reak(h)wn 
of U. S. homes according to amount of viewing. 
Kach (jiiinlile re])rcscnts 2i)'/(. of lioiiies arranged h\ 
increasing intensity of viewing. Figures in rh)cks 
show hours anc] minutes. I'eircntage figures under- 



neath show percent of all viewing represented by 
eacli (|nintilc. Second chart sho\ss families witli 
\oung housewives are heaviest viewers. Size-of- 
famil) eliart indicates big families are heaviest view- 
ers. County size is not significant viewing factor. 
Figures underneath clocks in size of family, age of 
liousewife and size of county charts are hours and 
niinnlcs for each category in regard to viewing time. 



J 



116 



FALL FACTS BASICS 



WCCO television has more 
women viewers every day 
/ than all other 

Minneapolis - St. Paul 
y television stations 
f combined* 




*WCCO Television has 89% more women viewers 
than the second station; 1000% more than the third 
channel from 6 a.m. to 6 p.m., average Monday 
through Friday. Source: ARB Metropolitan plus 
Outer Area Report of February, 1956. 



CBS Television for ttie Norttiwest 

WCCO television 

MINNEAPOLIS - ST. PAUL 

Represented by Peters, Griffin & Woodward 
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TELEVISION VIEWING HABITS GENERAL 



3. How many homes use tv and read newspapers by hours of day? 



r 



TOTAL HOMES USING HEWSPAPERSand 
TELEVISION ON WEEKDAYS 



PERCENT Metropolitan Chicago 
ALL HOMES Daily Average by Hour 
Morch 1,2,5,6,7, 1956 




7 8 9 10 n 12 1 2 3 4 5 6 7 8 9 10 11 12 



L 



SOURCE: TVB. PULSE. PERCENT OF HOMES REACHED EACH HOUR. 



I 



4. How does age of housewife affect tv viewing and news reading? 



TOTAL TIME SPENT PER TELEVISION VIEWING HOME, 
PER NEWSPAPER READING HOME- 
ACCORDING TO AGE OF HOUSEWIFE 



Meiropolitan Chicogo 

RATIO: 



(TV/NSP) 



MINUTES 
SPENT 



AGE OF 
HOUSEWIFE 



12 to 



4.6 to 1 



Marcb1.2,5.&.7. 1950 

3.7 to 1 



TELEVISION 

IX 



NEWS- 
PAPERS 
66/ 



Under 35 35 -49 




SOURCE: TvB. PULSE 
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witn 



tell it to the marines on 



after 6 p. m.* 155% more viewers than 
the closest competitor in an area including the 
nation's giant Marine bases — Camp Lejeune and 
Cherry Point — a bonus market of 59,600 Marines! 

before 6 p. m. * 246% more viewers than 
the second station. Tens of thousands of Marines 
and their families aren't included in the census, 
but they count in listener coverage and in strong 
purchasing power. 



anytime* WITN is the only TV station with 
grade "A" service to either or both big bases 
in North Carolina. Add NBC programming, local 
programs beamed to Marines, and you'll see why 
WITN is by far the preferred station of the 
important Washington-Greenville market. 



two recent ARB surveys show more than 80% 
television saturation in WITN-Marine-land. 





serving eastern north carolina/transmitter at grifton, n. c./studios & offices at Washington, n. c, 
919 foot tower/316,000 watts/over 150,000 sets in the market/headley-reed co. rep. 
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TELEVISION VIEWING HABITS 



NETWORK 



Wliile most of the viewing tigiiros in this notwork section 
cover total viewing und not network viewing specifically, they 
are particularly useful to network advertisers, since they are 
oased on New York (eastern) rather than lo-al time. 
However, the data is also useful for general purposes 



1. How does tv viewing level vary with time of day? 



Homes iisinj; tv by hours of day 

\ iewing figures belo^v represent 
four- week average during J an. -Feb. 
1956, ronie from Nielsen Tv Index. 
Data to 6 p.m. i>, for Mon.-Fri. 
Miglittime data is for full week 







Daytime. Mon.-Fri. 






Nighttime, Sun.- 


Sat. 


Time 


% 


Homes (000) 


Time 


% 


Homes (000) 


Time 


% 


Homes (000) 


6-7 A.M. 


0.2 


70 


NOON-1 P.M. 


24.5 


8,600 


6-7 P.M. 


47.4 


16,637 


7-8 


3.8 


1,334 


1-2 


19.9 


6,985 


7-8 


58.4 


20,498 


8-9 


9.8 


3,440 


2-3 


19.9 


6,985 


8-9 


69.1 


24,254 


9-10 


13.6 


4,774 


3-4 


24.1 


8,459 


9-10 


69.1 


24,254 


10-11 


14.9 


5,230 


4-5 ' 


28.9 


10,144 


10-11 


60.7 


21,306 


11-NOON 


18.2 


6,388 


5-6 


38.2 


13,408 


11-MID. 


36.7 


12,882 



2. 



What percent of homes watch tv by months of the year? 



% homes 
using tv 
70 

60 
50 
40 
30 
20 
10 
0 



WHITE GRAPH LINE 
% HOMES VIEWING 6 A.M. -6 P.M. MON.-FRI. 



BLACK GRAPH LINE 
"o HOMES VIEWING 6 P.M. -MID. ALL DAYS 



Apr. 1955 May Juno July Aug. Sept. Oct. Nov. Dec. Jan. 1956 Feb. Mar. Apr. 

SOURCE: NIELSEN TELEVISION INDEX 
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FALL FACTS BASICS 



Come 


Media Buyers 

Account Executives 

Sales Managers . . . 

to HARTFORD 


SEEj 


. . . why almost- everyone in the Hartford-New 
Britain Market (third richest in the U.S.A.) 
i considers WKNB-TV its very own station. 

f ... why WKNB-TV packs such a powerful ad- 
vertising wallop . . . over 375,000 sets . . . 
93% saturation in Hartford County. 


• 

WKNB RADIO . . 

the leading independent music- 
news-sports station in Hartford 
County. 

Broadcasts all Yankee games. 
• 


WKNB-1V 

* 



STUDIO AND OFFICES WEST HARTFORD, CONN. - Represented by The Bollinq Company, Inc. 
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TELEVISION VIEWING HABITS /NETWORK 



3. 

r 



What's average viewing time morning, afternoon, evening? 



A\ cragc hours of >'ic\viiig per home per <hiy hy (hiy parts 

6HRS. 34 MIN 



Total hours 



5 HRS. 20 MIN, 





5 HRS. 48 M'N 




5 HRS. 35 MIN. 




Afternoon 



I HR. 2i MIN 



1 HP. 54 MH 



1 HR. 55 MN 



I HR. 31 MIN 



Morning 



MONDAY— FRIDAY 
AVERAGE 



43 MiM 
SA'UeDAV 



^ SOURCE: NIELSEN TELEVISION INDEX. NOV, -DEC. 1955 



4. 



7 MIN. 
SUNDAY 



How does tv viewing vary by seasons? 



32 M'N. 



AU DAYS 
AVERAGE 



Seasonal index of averajie htuirs of viewinji per home per day 



Data Iiert; ronics from Nielsen 
Tv Index. Dolled lines show 
average annual viewing level, 
is piven arbitrary index figiirc? 
of 100. Figures almve hars are 
comparisons of seasonal viewing 
index figures ronii)aring seasonal 
viewing with annual average. 
Figures henealli hars are llie 
actual dailv hours of viewing 



Annual 
Average 
2:49 hrs. (100) 



Annual 
average 
:39 hrs. (lOO) 



131 



Dayflme 
6 a.m.-6 p.m. 



18 



81 



121 



NIghfflmo 
6 p.m. -2 a.m. 



I 10 



73 



Daily hours of viewing 



2:10 



Winter 
Months (Jan.-Feb. 

1956) 



1:57 

Spring 
( Mar.-Apr. 
1956) 



1:20 

Summer 
( July-Aug. 
1955) 



3:25 



3,:06 



2:03 



Winter Spring Summer 

(Jan. -Feb. (Mar.-Apr. (July-Aug. 
1956) 1956) 1955) 
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FALL FACTS BASICS 



Leading 

From 

Strenglh 




WHBQ-TV's audience position in the nation's tenth, 
the South's first wholesale market, is a matter of rating 
record. But audience strength Is not enough! 

That policy of leading from strength motivates our mer- 
chandising department in volunteering merchandising 
aids such as — point of sale display — newspaper and 
transportation advertising — direct mail and various 
"off-beat" services. 

You see, all of us at WHBQ-TV know that no matter 
who signs our paychecks, we are working for you. And 
that advertiser success determines our individual and 
collective prosperity. 



WHBQ-TV MEMPHIS, TENNESSEE 

The Most Powerful Station In the Mid-South 
Represented nationally by H-R Television, Inc. 
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TELEVISION VIEWING HABITS / NETWORK 



5. 

r " 



How does audience composition vary by parts of the day? 



Suiulay tliroujili Saturday (uighttinie) 


r 

Time period 


Sets-in- 


use Men 


Women 


Children (under 16) 


^ 

Viewers-per-set 


7-11 average 
7-8 

10-11 


61.2fc 
48.2 
68.0 
60.6 


.33% 
29 
32 
38 


.41 % 
.... .35 
. ...41 

46 


26% 

36 

27 

......16 


2.6 

...2.7 

9 7 
Z. I 

_- — ^.o 




Saturday and Sunday 


(afternoon 

—A 


and evenin*;) 




r 

Xoon-0 p.m. 
7-11 p.m. 


.20.2^; 
62.7 


. .30% 

.35 


30% . 

.40 


.40% 
... 25 


^ 

.2.6 
-2.8 






Monday tliroiigh Friday (daytime) 




r 

7-9 


7.9% 
14.1 


.22%- 


...40% 

...36 . 


38% ..... 


^ 

2.3 


9-11 


11 


53 




11-1 
1-3 
3-5 


18.7 
14.8 
21.0 


14 
-16 
14 


55 
55 
.56 


...31 

.29 
.30 . 


-1.8 1 
1.8 

1.7 1 

1 R 1 


5-7 


30.9 


18 


23 


59 


2.4 1 



SOURCE; ARB, MARCH 1956 
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- How do children affect tv viewing? 



r 



c ■{ 

o 
2 



NEW YOSK TIME 
37% 



9,00 AJA. 
12:00 
NOON 

13.00 
NOON 
3.00 PJA. 

3.00 P.M. 
4.00 P.M. 



4.00 P.M. 
9 00 P M. 



63% 
34% 66% 
38% 



IVrcent <"liil(lr<>n vh. t<M>ii-a«i<M> and adults viewiiij; tv 



6,870,000 
VIEWERS 

9,697,000 
VIEWERS 



I 



% OF 
CHILDREN 



% OF ADULTS 
AND TEEN-AGERS 



62% 



17,044,000 
VIEWERS 



32% 



Percentage fifiures in chart, which 
eoHK'S from Niclfien Television Index, 
early winter, 1955, are hased on actual 
\iewing audience, not tv homes total. 
In comparing this chart with one ahove 
r'olc thai leen-agi rs are sei)arat(>(l 
from children in the Nielsen data 



68% 



47,012,000 
VIEWERS 



9.00 P.M ' 
11. 00 PJA 

r 12.00 
NOON 
3.00 PJA, 

-O 3 00 PJA. 
£ 6.00 r.M. 



4.00 P.M 
9.00 PJA. 



9.00 rjA 
1.00 PJA. 



14% 

36% 
78% 

14% 



86% 



64% 

72% 



20,210,000 
VIEWERS 



27,043,000 
VIEWERS 



27% 



73% 



86% 



48,554,000 
VIEWERS 



57,474,000 
VIEWERS 



55,075,000 
VIEWERS 



I 
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ASK THE 
EDWARD PETRY COMPANY 
FOR THE FALL FACTS 
ON SELLING THE 

RICH NORTHEAST FLORIDA MARKET 

WITH 

WJHP-TV 

NBC - ABC JACKSONVILLE 

PLUS 

WESH-TV 

CHANNEL 2 — DAYTON A BEACH 
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TELEVISION VIEWING HABITS^ NETWORK 



7. 



How does summer affect ratings of top shows and replacements? 



1 











lulu '"^"^ 

juiy jj 


1 CI \.d 1 1 


(\ mn 1 n 

LI 1 UU III 


Shows 




nomes 


lulv '55 
juiy jj 


nomes 


t\ Tf\r\ 1 n 

LI I UU III 


II Ulil cb 


ra ti ng 


reacnea 


ra hi n 3 
1 a 1 1 1 1 g 


reacneo 


Idling 


1 cd Lll cU 




(nnn) 




\ uuu / 




Dragnet 


51.9 


M,720 


25.7 


8,410 


50.5% 




42.9% 


You Bet Your Life 


50.4 


1 4,690 


29.1 


9,520 


42.3% 


35.2% 


Jackie Gleason 


501 


1 3;^70 


16.0* 


5,105 


68.1% 


63.2% 


1 Love Lucy 


49.6 


14,290 


1 9.0* 


6,210 


61.7% 


56.5% 


Toast of the Town 


49.2 


H,295 


37.1 


12,130 


24.6% 


15.1% 


Bob Hope 


43.4 


12,610 


1 8.2* 


5,645 


58.1% 


55.2% 


Two for the Money 


41.2 


1 0.-'^^O 


29.6 


8,660 


28.2% 


18.8% 


This is Your Life 


40.2 


1 1 ,470 


21.0 


6,470 


47.8% 


43.6% 


Disneyland 


39.3 


10,455 


26 3 


8,290 


33.1% 


20.7% 


George Gobel 


39.2 


1 1 ,350 


15.0* 


4,940 


61.7% 


56.5% 


Your Hit Parade 


38.7 


14,410 


12.7* 


4,240 


67.2% 


62.8% 


Fireside Theatre 


37 9 


10,760 


18.3* 


5,680 


51.7% 


47.2% 


I've Got a Secret 


36.5 


10,180 


33.0 


10,740 


9.6% 


5.2%t 


What s My Line 


36.0 


o,odU 


TO C 
ZO.O 


8,700 


20.6% 


1 on/ 

1 .8% 


GE Theatre 


35.3 


9,780 


26.8 


7,930 


24.1% 


1 8.9% 


Godfrey & Friends 


34 6 


9,880 


22.7 


7,410 


34.4% 


25.0% 


Burns & Allen 


33.9 


9,360 


17.3 


5,540 


49.0% 


40.8% 


Life of Riley 


33.4 


7,690 


19.5 


4,800 


41.6% 


37.6% 


Godfrey Scouts 


32<^ 


8,710 


22.8 


6,530 


30.7% 


25.0% 


Ford Theatre 


31.9 


9,710 


27.2 


9,090 


14.7% 


6.4% 


Our Miss Brooks 


30.6 


7.360 


14.5* 


4,030 


52.6% 


45.2% 


Studio One 


30.6 


8,315 


17.1 


5,345 


44.1% 


35.7% 


Private Secretary 


30.3 


8,660 


20.9 


6,810 


31.0% 


21.4% 


Justice 


30.0 


7,570 


77* 


2,200 


74.3% 


70.9% 


Beat the Clock 


29.2 


7,570 


13.3 


4,030 


54.5% 


46.8% 


December Bride 


29.2 


8,680 


17.9* 


5,900 


38.7% 


32.0% 


Topper 


29.2 


7,450 


17.6 


5,480 


39.7% 


26.4% 



L 

8. 



Sliows altoM- werf the top 2.5 anoriling to ARR ratings in 
Deeeml)cr ]9.)1. Where siiiiiiiier rating is shown with an 
asterisk (*), it means show is summer replacement. All 
other fhows cither continued tlirough summer or hail reruns. 



Dagger tt) in la^t column indicates an actual increase in 
homes reaehed. Rating drop for replacements was 51.4% 
of original rating. Rating drop for others was exactly 
half. Summer discounts can easily olTset the lesser drop 



To what extent can multi-show sponsor avoid audience overlap? 



OVERLAP ANALYSIS FOR THESE THREE 



HOMES WATCHING EACH SHOW 
BUT NOT OTHER TWO: 

Show A 6.8(10 homes 

Show B 2S)'<'0 homes 

S)i(iw c '{..'ifiO homes 

ADDITIONAL HOMFS VIEWING ANY 
TWO PROGRAMS: 

Show AB 'J''" homes 

Show AC l.'iHl homes 

Shon BC ~'-'0 homes 

ADDITIONAL HOMES VIEWING ALL 
THREE PROGRAMS: 

Shows A. B & C 'i-lO homes 



A 

PROGRAMS; J, B 
1 ^ 



:. J 



Drajitiel 

\\ ai iipr Bi olliei s Presents 
Gimsmoke 



1 



TOTAL HOMES WATCHING; 
Show A 
Show B 
Show C 
Shows A & B 
.Show.R A a C 
Shows B a C 
Shows A. B a C 



9,410 homes 
■1,670 homes 
S.HIO homes 
I2.ni0 homes 
V^.r-)'H) homes 
9,.'S70 homes 
16.170 homes 



Analysis at left, 
from ARR Oetoher 
1955 report, was done 
for Liggett & .Myers, 
shows relatively little 
overlap among three 
programs. I lome figures 
are shown in thousands. 
Complete lack of over- 
lap would e<]ual 20 
million homes. Complete 
overlap would equal 
9,110,000 homes, rating 
for highest-rated show. 
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471 J II*' ^ 



^:ti/in every minute of every hour of every day. 



day and night' 



channel 9 primary cbs aff. 

316,000 wilH full lim* 
A. Hirtwell C«mpb«ll, G«n. Mgr. 
George P. Hollingbery Co.. NaJ'l. Rep. 

•JAN. '56 PULSE-19 counties 

)ULY 1956 



TELEVISION VIEWING HABITS 



SPOT 



Siiiio most fisiires on U.S. viewing are usually shown on the basis of eastern time, 
which is mainly of interest to the network advertiser, sroKsoit provides below 
some figures showins viewing by time zone (local time) and regions. This data 
will be of interest to regional and spot clients, who buy acccording to local time 



1. 

r 



What are nighttime viewing levels by time zone? 



Central 



Eastern Pacific 



% homes using tv 
80 




6 p.m. 7 8 9 10 II Mid. 

SOURCE: FOR EXPLANATION. SEE BELOW 



2. 

r 



What are daytime viewing levels by time zones? 



% homes 
using tv 

50 
45 
40 
35 
30 
25 
20 
15 
10 

5 
0 



Central 



Eastern 



Pacific 

































































1 


































































^ 






























-"^^ 




























































7 a.m. 8 


9 


10 II Noon 1 


3.m. 


2 


3 


4 


5 



The two rli;irls on tliis pafic, coiiic from \\\\\ figures, Marcli 
1956. I'crrciit (ipiircs for carh hour arc averages of tlic 
fir.'.t l.'j miiiiitcs following cacli lioiir. The nighttinic chart 
has Sunday throiifih-Satiirday averages; the daytime rliart 



shows ,Monday-throiiph l'"riday averages. \^'hile each time zone 
shows the same general pallerns, there are ocrasionally 
marked di(Ier<-iiees, The differcnres are due to programing 
a- well as diffei eiices in living liahits in each time 7.(nie. 



128 



FALL FACTS BASICS 




WGR-TV 

Presents. 




WGR-TV 








WGR-TV 





PERSONALITY 
+ PUSH . . . 

IF You're looking for Sales 

Want your advertising Merchandised 
Want that added "push" 
Want your message Professionally Presented 
Like to do business with Friendly People 

Then you need. . . 

WGR-TV 



CHANNEL 




BUFFALO 



Not the oldest . . . but the Leader in the Nation's 
14th Largest Sales Area. 

Basic affiliate of ABC —America's Fastest Growing 
. . . Most Exciting Network. 

Representatives : 

PETERS, GRIFFIN, WOODWARD, Inc. 




1^ News 



WGR-TV 






WGR-TV 



lint* for b«d 

GOODNIGHT 



WGR-TV 



JULY 1956 
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TELEVISION VIEWING HABITS/ SPOT 



3. 



What are the national viewing figures by local time? 



Pcrcenl and iimiihor of homes reached hy <lay parts 



Mon-Fri 


% 


Homes '000 


6- 9 AM 


6.8 


2,387 


9-12 \oon 


17.7 


6.213 


12- 3 I'M 


22.3 


7,827 


3- 6 PM 


34.7 


12.180 


All Days 


% 


Homes '000 


6- 9 PM 


66.1 


23,201 


9-12 Mid. 


45.8 


16.076 



L . 

4. 



SOURCE: NIELSEN TELEVISION INDEX, JAN. -FEB. 1956. EASTERN. CENTRAL, PACIFIC TIMES COMBINED. 



How does tv viewing differ by regions? 



Average daily hours of viewing by marketing group and season 

JAN-MARCH, 1933 APR.-JUNE, 1933 JULY-SEPT., 1955 



EAST Ce^TKAl 



PACIFIC COAST 



OCT.-DEC, 1933 



JAN.-MARCH, 1936 



NOHTHEAST 




. . " .. ' i.7 


EAST CENTHAl 


'.-T : " : ■ Si 




MIDWEST 




i.7 


SOUTH 


' 3,0 




fACinC COAST 


i.i 


~ . 5-3 



III iSiel.'-t'ii ilala aliovn iiuirkct firoups arc: Xoitlicast 
Itoston, .New York, I'hiladi'lphia ; f]ast (lentral ("levcland, 
Detroit, I'ittslnirpli ; .Midwest Chicago, Kansas ("ity, Mil- 
waukee, Minneapolis, St, Louis; South .\tlanta, Balti- 
more, Washington, Itirminghaiii, l)allas-Ft, Worth, Houston, 



New Orleans; Pacific Coasi Los -\ngeles, Portland, San 
Diego, San Franeisco, Seattle. Data for south during Jan.- 
Marcli 19.5.5 period is not availahle. Note that seasonal 
patterns aflect all market groups similarly. Data is only 
indicative since only parts of each region are measured 



5, 



How much viewing time is given to non-network shows? 



49.5% to network sponsored programs 



50,5% to all other programs 



SOURCE: NIELSEN TELEVISION INDEX. FEB, 1956. "ALL OTHER" INCLUDES LOCAL SHOWS, NETWORK SUSTAINERS. 
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BATON ROUGE? 

^ Put "The Chomp" to Work (or You! 




RATING CHAMPION 




In the latest Telepulse, WAFB- 
TV has a leadership of nearly 
5-to-l in the Baton Rouge Area. 



MERCHANDISING CHAMPION 

WAFB-TV has a merchandising 
record second to none. 





Q 



ROUND 1 

First place winner in "Lucy 
Show" competition with a 
double first prize for special 
■\ merchandising job. 



ROUND 3 

t • 

Finished in "top four" in pro- 
motion contest sponsored 
O )_ by "Frank Leahy and His 
Football Forecasts." 





ROUND 2 

First place in Screen Gems, 
Inc. contest on program 
promotion. 



ROUND 4 

'' WAFB-TV's only entry was 
second place winnerin 1 956 
© ) Billboard promotion contest 
for "network programs." 




lAffUrn Vlf CHANNEL 28 

UW Si ■ mm affiliated with WAFB, AM-FM 

Repi: Coll Adam Young, Notionoliy or Clorke Brown in South & 

■ . . i» 



JULY 1956 
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TELEVISION VIEWING HABITS / SPOT 



6. 

r 



How does audience composition vary by time zones? 



f 

Time period 

7-11 average 

7- 8 

8- 10 
10-11 



Noon-6 p.m. 
7-11 p.m. 



( 

7-9 

9-11 

11-1 

1-3 

3-5 

5-7 



Eastern time zone 

/^iindinj through Saturday nighttime 
A 



Sets-in-use 

62.7% 
53.8 
71.7 
556 



Men 



35% 
31 
34 
42 



Women 

44% 
36 
45 
49 



Children (under 16) 

21% 
33 
21 
9 



Saturday and Sunday afternoon an<l eveni7ig 
A 



21.7% 
67.5 



29% 
37 



29% 
42 



420/b 
21 



Monday through Fridny daytime 
A 



11.2% 

15.3 

21.4 

14.2 

21.8 

35.5 



17% 
7 

15 
15 
13 
19 



35% 

36 

56 

61 

53 

24 



480/o 

57 

29 

24 

34 

57 



Viewers-per-set 

2.5 
2.6 
2.5 
2.2 



Z.7 
2.7 



2.1 
1.7 
1.7 
1.6 
1.9 
2.3 



/■ 

7-11 average 

7-8 

B-10 

10-11 



Noon-6 p.m. 
7-11 p.m. 



r 

7-9 

9-11 

11-1 

1-3 

3-5 

5-7 



Central time zone 

Sunday through Saturday niyltttime 
A 



59.7% 
70.7 
67.2 
33.8 



35% 
30 
34 
40 



43% 
38 
44 
49 



m'o 

32 
22 

n 



Snturdnii and Sunday afternoon and evening 
A 



24.3% 
59.5 



32% 
36 



32% 
40 



36% 
24 



ilonday through Friday daytime 
A 



16.3% 

15.6 

20.5 

17.4 

25.4 

41.9 



22% 

12 

16 

15 

11 

21 



37% 

51 

50 

63 

42 

29 



41% 

37 

34 

22 

47 

50 



2.5 
2.9 
2.6 
2.1 



2.6 
2.8 



2.3 
1.8 
1.9 
1.7 
2.0 
2.5 



r 

7-11 average 

7- 8 

8- 10 
10-11 



Noon-6 p.m. 
7-11 p.m. 



r 

7-9 

9-11 

11-1 

1-3 

3-5 

5-7 



Pacific time zone 

Sunday through Saturday nighttime 
A 



67.8% 
74.5 
74.7 
46.2 



37% 
34 
35 
41 



43% 
37 
43 
48 



20% 
29 
22 
11 



Saturday and Sunday afternoon and evening 
A 



21.4% 
63.6 



33% 
39 



30% 
42 



I 



37% 
19 



Monday through Friday daytime 
A 



6.6% 

9.8 
17.9 
12.9 
19.6 
47.6 



8% 
10 
12 
14 
12 
20 



41% 

47 

45 

60 

38 

25 



51% 

43 

43 

26 

50 

55 



SOURCE: ARB, MARCH 1956. MOUNTAIN ZONE NOT MEASURED. 



2.4 
2.6 
2.5 
2.1 



2.5 
2.5 



1.9 

1.6 
1.7 
1.6 
2.0 
2.5 



I 
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TWO MORE REASONS 



Why Yo«f r Best 

as B«fy Is 




k 




A 



r. 



r 



1 



1 



^ KGUL'S new Super Tower went 
into operation on May 30th — 
bringing CBS Television to 
more than 600,000 families 
in the Gulf Coast Area. 



i 



KGUL-TV leads in more prime 
periods than the other two 
stations combined.* 

In the April Telepulse for 
the Galveston-Houston Area: 



Represented 
Nationally 

by CBS 
Spot Sales 



KGUL-TV 83 

Station B 77 

Station C 4 
(4 Ties) 




Channel 11 Galveston, Texas 

•(Source: Telepulse, April 1, 1956, 1/4 Hour Wins 6 P.M. -Midnight 7 Days) 
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IV. NETWORK PROGRAMING TRENDS 

1. What types of shows do audiences spend most of their time viiih? 

I Pcrooiit of viovinj; time averajic home spends matching network tv show types 



WINTER 
195^55 


GENERAL DRAMA 


GENERAL VARIETY 




QUIZ ond 
*U0 PAST. 




MVS. 
DRAMA 


INfOR 
MATION 




30 MfN 


MIN. 


30 MIN. 


60 — W MIN. 


srru*nON comedy 


MUSIC 


MISC. 


m 


10% 


11% 




13% 


20% 


11% 


8% 


6% 


0% 


8% 



WINTER 
1955 i6 




17% 



13% 



12% 



14% 



11% 



7% 



i% S% 8% i 



Fifriircs arc from Milscn Tv Indi-x. cdvcr spoiifored shows 
at niiilil. nvull from Iwo factors: (1) total number of 
hour- fill each type of prosiramini; on the air, (2) total 
yinount of tiiii" -p 'lit hy avcra<;<' home in viewing each type 



of shovi'. Note that 30-niinute general drama category has 
replaced situation comedy as type getting most attention. 
^\ hen all lengths of general drama are added together, the 
had over the situation comedy show is especiallv marked. 



I 



2, 



What are the average ratings for vario&^s types of shows? 



NIELSEN TOTAl AUDIENCE 

NIELSEN AVERAGE AUDIENCE. 




DURATION JO MIH 
ONE A 

ween 



MUITI. 
WttKt* 



CHH.MH4-S OArriMf 



JO MN 60 MiW 

OENFRAL DRAMA 



SO MIN. 

MySTbUY 
DRAMA 




2J1 



SirUATKJN 
COMEDY 



WESTERN 
DRAMA 



OENtSAl VARIETY 



7S' 



QUIZ and 
AUD. Fart 



OTHER rROGSAMS 



7i» 



'^^ MJN. 

SERIAIS 




15 MIM. 30 MM. 
OIHEK rROCRAMS 



ADUIT MON-fRI DAYTIME 



KaliiiRs are from the Nielsen Television Index, eover the eme for OO minute shows than for ihe shorter show types, 
families reached during two weeks ending 21 January Figures for each liar are jierccntage of audience in areas 
19.')6. Note bigger spread between total and average audi- where .shows aie seen; smaller figures are tenths of a point. 
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: . . CALL LETTERS 





JULY 1956 



r. . PROGRAMS 

All of the top NBC-ABC shows, 
in addition to new local interest 
features, mean a . . . 

BIGGER AUDIENCE 

... at the same old low rates! 



ROLLINS BROADCASTING INC. 

General Mgr.: George L. BarenBregge 
357 Cornelia St., Plattsburgh, N.Y. 
Call Collect: Plattsburgh 3070 
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NETWORK PROGRAMING TRENDS 

3. What has been the trend in network show lengths? 



iViglittinie tv 
network ]>ro<;raiiiiiijr. 
h<>iirs> per month 
hy projrram duration 

Fiiiiirrs i()\ei ?-i)iiii~(irr(l shows, 
are fidiii \iflsen Ti-lcvision Index. 
^[(lst (>l>vi(>u^ inrrease is in 
Idiioei shows, ^\'hile hours 
devoted to 30-inirinte ^ho\\> 
inrre;i*ed, the inrrease was h'^s. 
perceiita-re-w i^e. than the increase 
in all '[)on~i>red programing 



Total hours 
15-min. progs. 



261 
24 



276 
16 



30-min. progs. 



169 



174 



60-min. progs. 
90-min. progs. 



64 



Spring 1955 



74 

12 

Spring 1956 



4. 



What has been the trend in full or partial sponsorship? 



Total hours 



261 



Nighttime tv 
netMork programing, 
hours per mouth 
hy type of sponsorship 

[)ata from Nielsen Television 
Index shows that full sponsorship 
^till acronnN for well over 
half of all hours of i)rograming. 
The incica'-e in alternating 
sI)onsorship. however, is almost 
'■){)^c ahove the ^[iring ■•J.'SS figure. 



full 



180 




alternating 
participating 



64 

1 

17 

'Spring 1955 



91 
25 

Spring 1956 



5. What were the top-rated shows this past season? 



I\i<'ls<'U "^Poj) "^I^MIS 

■shows, listed ali)halietieally, made 
\. ( . Niel-en toji ten li^t 
(hiring tin- jxTiod hetween 
Nii\cnilier 1'/").') ami .lannarv ]')'() 



CAVALCADE OF SPORTS 
CHEVY SHOW 
CLIMAX 
DECEMBER BRIDE 
DISNEYLAND 
DRAGNET 
ED SULLIVAN SHOW 
FORD STAR JUBILEE 
G E. THEATER 
I LOVE LUCY 
JACK BENNY SHOW 
MILLIONAIRE 
MARTHA RAYE SHOW 



MAX LIEBEMAN PRESENTS 
NATIONAL FOOTBALL 

CHAMPIONSHIP GAME 
NCAA FOOTBALL GAME 

SATURDAY 
ORANGE BOWL GAME 
PERRY COMO SHOW 
PRIVATE SECRETARY 
PRODUCER'S SHOWCASE 
ROSE BOWL FOOTBALL GAME 
SHOWER OF STARS 
$64.000 QUESTION 
YOU BET YOUR LIFE 
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V. TELEVISION SPENDING 



1, How much have advertisers spent in tv (1949-55)? 

I I 

$1,005.0 




1949 1950 1951 1952 1953 1954 1955 



SOURCE: MCCANN.ERICKSON CENTRAL RESEARCH DEPT.. 1955 ESTIMATED 

I 



2. Where did 1955's tv advertiser dollars go? 



I NETWORK: $520,000,000 SPOT: S265,ooo.ooo LOCAL: s220.000.000 | 

SOURCE: MCCANN-ERICKSON CENTRAL RESEARCH DEPT., EST. MATED. TIME AND PROGRAM TALENT 
I I 

3. What's been the growth in spot tv spending? 



Annual speiuliiifi for spot tv time 









1950 
$25,034,000 



1951 

$59,733,000 



1952 
$80,235,000 



1953 
$124,318,000 



1954 
$176,766,000 



1955 
$225,000,000 



1956 
$295,000,000 



Dollar figures show advertiser spending for lime only. They 
do not inclnde talent and production costs. Figures are net 
(after discounts Init before commissions to reps, agencie-l. 
Data for years 19.S0 thru 19.54 come from Federal Communi- 



cations Comniissidu : 19.1.5 is -iminsou e^timali- ba-ed on for- 
mula Used by McCann Frickson ("entral Research Dept. to 
break out spot time sales from total tv spending, including 
talent. Figure for 19.56 is T\I?'s i--timate of increase o\cr 195.5. 
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TELEVISION SPENDING 



4. 



How much money has been invested in network tv time (gross) ? 



NETWORK 




1951 


1952 


1953 


1954 


1955 


JAN. -APR. 
1955 


JAN.-APR. 
1956 


$18,585,91 1 


$18,353,003 


$21,1 10,680 


$ 34,713,098 


$ 51.393,434 


$14,619,874 


$25,722,106 


$42,470,844 


$69,058,548 


$97,466,809 


$146,222,660 


$189,018,121 


$62,026,122 


$70,288,002 


$ 7,761,506 


$10,140,656 


$12,374,360 


$ 13,143,919 


$ 3,102,708 


$ 2,412,195 




$59,171,452 


$83,242,573 


$96,633,807 


$126,074,597 


$163,384,796 


$52,960,482 


$59,632,400 



YEARLY TOTALS 



$40,826,185 





$127,989,713 



$180,794,780 



$227,585,656 




mi 




IJ955 



$320,130,910 



$406,899,059 



/JV/- APS j 



$132,018,673 



$155,642,508 



I SOURCE: PIB DTN CEASED NETWORK OPERATIONS SEPT. 1955: 1950 TOTALS DO NOT INCLUDE DTN 

5. How do night and day web tv gross time billings break down? 



J 



1 





jan.-Dec. 


1955 






Weekday 


Weekend 






daytime 


daytime 


Evening 


ABC 


$ 3,723,365 


$ 2,388,984 


$ 45,281,085 


CBS 


66.174,871 


9,213,386 


1 13,629,864 


DTN 


227,560 


27,937 


2,847,21 1 


NBC 


35,902,841 


9,481,361 


1 18,000,594 


Total 


$106,028,637 


$21,11 1,668 


$279,758,754 




jan.-Dec. 


1954 




ABC 


$ 1,768,005 


$ 5,000,622 


$ 27,944,471 


CBS 


52,768, 133 


5,211, 637 


88,242,890 


DTN 


374,638 


1,266,838 


1 1,502,443 


NBC 


31,898,010 


3,950,507 


90,226,080 


Total 


$86,808,786 


$15,429,604 


$217,915,884 


SOURCE: 


PIB. DTN CEASED 


NETWORK OPERATIONS SE 



jan.-Apr. 1956 



Weekday 
daytime 



Weekend 
daytime 



Evening 



ABC 
CBS 
DTN 
NBC 


$ 5,668,282 
23,584,053 


$ 534,027 
2,861,702 


$ 19,519,797 
43,842,247 


12,443,277 


4,795,280 


42,393,843 


Total 


$41,695,612 

Jan.-Apr. 


$8,191,009 

1955 


$105,755,887 


ABC 
CBS 
DTN 
NBC 


$ 133,964 
21,446,346 
120,775 
12,153,947 


$1,170,904 
4,080,287 
27,937 
2,810,066 


$13,315,006 
36,499,489 
2,263,483 
37,996,469 


Total 


$33,855,032 


$8,089,194 


$90,074,447 



1955 



L 
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TELEVISION SPENDING 



6. 

r 



What industries invest most heavily in network tv? 



INDUSTRY 


1950 


1 >5 1 


1 >!JZ 


1953 


1954 


1955 


Food 


$ 6,802,029 


$25,839,983 


$33,806,938 


$42,181,919 $64,495,785 $79,988,578 


Toiletries 


4,283,194 


16,455,364 


24,803,774 


36,338,809 


49,962,588 


74,175,005 


Autos, Accessories 


5,425^7 


11,050,501 


15,464,800 


21,059,028 


29,203,750 


47,059,360 


Soaps, cleansers, polishes 


863,395 


11,037,695 


21,004,194 


22,908,419 


34,606,678 


45,967,555 


Smoking materials 


6,450,180 


17,993,090 


28,430,197 


36,060,199 


42,727,939 


42,121,762 


Household equipment, supplies 


2,652,699 


8,528,403 


11,460,099 


" 19,946,095 


25,994,871 


31,548,849 


Drugs, remedies 


391,815 


2,799,894 


6,102,734 


9,640,63T 


15,848,666 


23,280,306 


SOURCE: PIB. GROSS TIME COSTS 



























7, 

r 



Who are the top 10 spenders in network tv (1950-55) ? 



1950 

Ford 

R. J. Reynolds 
P. I>orillard 
National Dairy 
General Foods 
Liggett & Myers 
General Motors 
Anchor-IIocking 
I'hilco 

American Tob. 



1951 

P*G 

General Foods 
R. J. Reynolds 
Colgate 

Liggett & Myers 
P. Ijorillard 
Ford 

American Tob. 

Lever 

Kellogg 



1952 

V&G 
Colgate 

R. J. Reynolds 
General Foods 
Lever 

American Tob. 
Liggett & Myers 
General Motors 
General Mills 
P. Lorillard 



1953 

r&G 

Colgate 

R. J. Reynolds 
General Motors 
American Tob. 
Gillette 
General Foods 
Liggett & Myers 
I^ver Bros. 
General Mills 



1954 

P&G 

Colgate 

R. J. Reynolds 

Gillette 

General Motors 
General Foods 
American Tob. 
Chrysler 
General Mills 
Lover 



1955 

P&G 
(^>lgate 
tDirys-ler 
Gillette 

General Motors 
General Foods 
R. J. Reynolds 
American Tob. 
General Mills 
Lever 



SOURCE: PIB. RANKED ACCORDING TO GROSS TIME BILLINGS 



l_ 

8, 

r 



How many advertisers have invested in spot tv? 



1949 


1950 


1951 


1952 


1953 


1954 


1955 


530 


970 


1,540 


1,632 


2,009 


2,789 


3,355 



J 



SOURCE: TVB. N. C. RORABAUGH CO. 



9. H 



ow is total tv spending divided between networks and stations? 



51.7% Networks 



I 



48.3% stations 



SOURCE: MCCANN-ERICKSON CENTRAL RESEARCH DEPARTMENT, 1955 TV REVENUE 
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1956 FALL FACTS BASICS -SECT10.\ 



ilm 




TV FILM DISTRIBUTION BUSINESS 
MAY HIT THE $100 MILLION MARK THS YEAR 

Page \ umber 

Q, How much Iv film is llicre availahle? 142 

Q, How many symlioalcd films arr run weekly in major markets 146 

Q, What clearances can dienl with syndicated film? 146 

Q, How many stations use feature film? 148 

Q. How many hours weekly do stations devote to local film? 149 

Q. What do stations spend on feature film pro<:ramin<;? 152 

Q. What's the audience composition of various shows? 156 

O, How well do reriuis <lo? 157 

f{<>priii(.v iiiJJ be nvailnble nl 2.1f t'livh. f^idiififi/ pricos on rt'qiit'si. 
AtUlrt'ss Spitttsor Srrvici's. Inc. 10 E. l!Hh St.. \t'tc Ynrk IT. >. 1'. 



FILM BASICS 

1- What's the dollar sales volume of the tv fzim distribution business? 



Eslinialed dollar sales of svndicaled and feature film 



1955 



1956 



1948 



llie tv film business 
has made tremendous 
strides during past 
eight years, is ex- 
pected to continue 
growing as fast as tv 
itself. Dollar estimates 
through 1956 are 
sponsor's, based on 
consensus of industry 
leaders. The 1960 
estimate is from CBS 
Film Sales, is based 
on projection of all 
Iv ad expenditures. 



$1,500,000 





$80,000,000 



$100,000,000 




1960-$260,000,000 



I 

2a How much film product is available for television? 

Total No. episodes syndicated film 20,000 



Total No. feature films 8,000 | 



No. syndicated series by length 



.S & 10 min.: 47 '/4-hour: 173 "/2-hour: 215 hour: 12 



SOURCE: DATA ON SYNDICATED EPISODES AND SERIES FROM ABC FILM SYNDICATION. SRDS. FEATURE FILM 

FIGURE IS SPONSOR'S ESTIMATE. 
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- What kinds of syndicated shows are available? 



Nuiiiher of syndicated series by type of prograuiiiijj; and length 



ADVENTURE 

7-'/4 hour 
36-'/2 hour 
l-l hour 

TOTAL: 44 



HISTORICAL 

2-'/4 hour 
TOTAL: 2 



SCIENCE 

I 5 and 10 minute 
3-'/4 hour 
I '/2 hour 

TOTAL. 5 



CARTOONS 

3-5 and 10 minute 
TOTAL: 3 



INTERVIEW 

2-5 and 10 minute 
5-'/4 hour 

TOTAL: 7 



SCIENCE FICTION 

l-'/4 hour 
5-'/2 hour 
TOTAL: 6 



CHILDRENS 

7-5 and 10 minute 
22-I/4 hour 
9-I/2 hour 

TOTAL: 38 



COMEDY 

2-5 and 10 minute 
4.1/4 hour 
29-I/2 hour 

TOTAL: 35 



DISCUSSION 

1-5 and 10 minute 
l-'/2 hour 

TOTAL: 2 



1-5 



DRAMA 

and 10 minute 
I I-I/4 hour 
36-'/2 hour 

TOTAL: 48 



DOCUMENTARY 

I -5 and 1 0 minute 
19-I/4 hour 
7-'/2 hour 

TOTAL: 27 



EDUCATIONAL 

4-5 and 10 minute 
2O-I/4 hour 
2-'/2 hour 

TOTAL: 26 



MUSICAL 

5-5 and 10 minute 
l5-'/4 hour 
2O-I/2 hour 

TOTAL: 40 



MYSTERY 

1-5 and 10 minute 
l-'/t hour 
32-'/2 hour 

TOTAL: 34 



NEWS & COMMENTARY 

5-'/4 hour 
2-'/2 hour 

TOTAL: 7 



QUIZ & PANEL 

3-5 and 10 minute 
8-I/4 hour 
2-'/2 hour 

TOTAL: 13 



SPORTS 

7-5 and 10 minute 
25-1/4 hour 
8-I/2 hour 
8-1 hour 

TOTAL: 48 



TRAVEL 

1-5 and 10 minute 
6-'/4 hour 
2-'/2 ^i°ur 
TOTAL: 9 



3-5 



VARIETY 

and 10 minuto 
6-'/4 hour 
4-'/2 hour 

TOTAL: 13 



3-5 



RELIGIOUS 

and 10 m'nute 
l-'/4 hour 
4-'/2 hour 

TOTAL: 8 



WESTERN 

3-'/4 hour 
I3-I/2 hour 
3-1 hour 

TOTAL: 19 



WOMEN'S PROGRAMS 

2-5 and 10 minute 
8-/4 hour 
2-'/2 hour 

TOTAL: 12 



ROMANCE 

l-'/4 hour 
TOTAL: 1 



SOURCE: 
ABC FILM SYNDICATION 
RESEARCH. SRDS. 
SPRING 1956 



NOTE: First figure under each listing in categories above represents number of program series available. For example, 
'"2-5 and 10 minute" means there are two five- and 10-minute series available in that category. 
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ZIV PROUDLY PRESENTS . . . -/^W&l^ 







0/00 




Truly a series to quicken the hearf-beaf of your 
J, communify, increase SALES of your product! 

"UOO C/\^yt Wire or phone for an early audition. Markets are, 
closing fast . . . yours may still be open! HURRY! 



V..- 





1 



starring 



iACDONALD 

CAREY 

in the exciting role of 

DUNG "DR. MARK CHRISTIAN" 



THE KIND 

MAN YOU'D WANT FOR YOUR 
'LILY'S PHYSICIAN AND FRIEND. 




life 




FILM BASICS 



4. 



How many syndicated films are run weekly in major markets? 



jVuiiiber of !syii(lioale<l films run Meekly in eijilil major markets 



M A R K ET 



WEEKLY AVERAGE 
APPROXIMATE 



LOS ANGELES 


100 




NEW YORK 


95 




DETROIT ... 


85 




SAN FRANCISCO 


60 



I.: / R 'CT 


WEEKLY AVERAGE 
APPROXIMATE 


CHinAGQ 


55 




MINNEAPOLIS-ST. PAUL 


50 


COLUMBUS 


40 




WASHINGTON 


45 





SOURCE: ABC FILM SYNDICATION RESEARCH 



a What clearances can advertiser get in prime time with film? 



CLIENT 


SHOW 


DISTRIBUTOR 


ORDERED 


CLEARED 


CLEARED 


BALLAA'TL\E 


Ili^luroY Foti ol 


Ziv 


16 


13 




BAIiDAIlL OIL 


Confidential Eile 


Guild 


17 


14 


82^ 


now M Ay BISCUIT 


Dr. Hudson s Secret Journal 


MCA -TV Synd. 


12 


12 




CARTER PRODUCTS 


Mr. District Attorney 


Ziv 


23 


22 


96' ; 


EMERSO\ DRUG 


Science Fiction Theatre 


Ziv 


17 


13 


76'^ 


FA EST A EE IiREfrE\G 


Celeb lity PUi vli ouse 


Screen Gems 


28 


27 


96 


El EST A EE HRElf I\G 


(A'ty Detective 


MCA-TV Synd. 


37 


3 ( 


lOO'r 


1 1 El LM AX BREiriXG 


RacLet Squad 


ABC Film Synd. 


9 


9 


100^; 


IIEE\Z 


Studio 57 


MCA-TV Synd. 


39 


36 


92^ 


IMERST 1TE BAKERIES 


Cisco Kid 


Ziv 


12 


9 


75% 


JACKSOX BREff I.\G 


Eddie Cantor 


Ziv 


16 


16 


100'^ 


LA \G EX PORE UMTEI) 


Steve Donovan 


XBC Film 


9 


9 


100'; 


BAKERIES 












LUCK) LAGER BREW IX G 


Great GiUlerslecve 


XBC Film 


16 


16 


100'? 


OHIO OIL 


Man Behind the Badge 


MCA-TV Synd. 


Jl 


10 




OLYMEIA BEER 


Scierwe Fiction Theatre 


Ziv 


16 


16 


100'? 



SOURCE: INDUSTRY SOURCES. CLEARANCES REFER TO •■A ' OR '•AA'' TIME ONLY. 
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FACTS in a ''nutshell 



. . . about WFAA-TV's 
rich 42-county 
Dallas-Fort Worth market! 



A great market grows even greater as Sales Management's Survey 
of Buying Power (May 10, 1956) reveals an 
upward trend in all major marketing statistics year after 
year. A money-making, big-spending, area 

blanketed by WFAA-TV's maximum power from atop Texas' tallest 
structure — 1,521' from concrete base to antenna tip. 



FACTS and what 




they ixiQ^n 



POPULATION: 



URBAN POPULATION: 



EFFECTIVE BUYING INCOME: 



RETAIL SALES: 



AUTO SALES: 



DRUG SALES: 



FOOD SALES: 



GENERAL MERCHANDISE: 



2,344,800 
1,741,600 
$ 3,559,408,000 
$ 2,909,268,000 
$ 725,963,000 

$ 94,383,000 
$ 584,367,000 
$ 459,495,000 



And 72% TV 
tion! 



set denetra- 



3 out of 4 families are "city 
dwellers." \ \ 

2 7 Vz % of the ent jre State of 
Texas. 

80c out of everV incoi^ie dol- 
lar changed harids. 

Would provide U 1 %\ of the 
families with a ^2,500 new 
car! 

Nearly 31% oflthe total 
drug sales for the/state. 

Or, $1,873,000 /pent Ion gro- 
ceries every shoj^ping day. 

37.22% of Texak' total. 




SET COUNT -564,080 



Call your PETRYMAN for availabilities, 
market data and complete coverage information 



NBC-ABC 



Television Service of The Dallas Morning News 
Ralph Nimmons, Station Manager 



DALLAS 
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FILM BASICS 



6. 



How many stations use syndicated film? 



Figures at riglit. tiiken from SFON- 
soifs 1955 and 1956 "Buyers" 
(jiilde."" .-1k)\n percent and number 
of respondents using >yn(]icate(l 
fdni. Percentage decrease niav he 
due to greater nnmher of respond- 
ent.^ since station growtli wa> not 
a> great a- increa-e in niind)er of 
respondents from 1955 to 1956. 



1955 

Total Respond. — 381 



1956 

Total Respond. - 



495 



No. St'ns. 
Respond. 



312 



°o St'ns, No St'ns, »o St'ns, 

Respond. Respond. Respcmd. 



82' 



377 



76% 



7 



- How many stations use feature film? 



Figure? at right taken from spon- 
sor's 1955 and 1956 "Buyers- 
Guide." >lio\v percent and numher 
of respondents using feature fdm. 
The percentage decrease here may 
lie due to exhausted rerun potential 
hut new feature fdm j)ackages that 
have heen recently introduced will 
probably increase their usage. 



8. 



1955 

Total Respond — 381 



1956 

Total Respond —495 



No St'ns. 

R.'scond, 



"i St'ns. No St'rs. 
Respond. I Respond, 



»o Sfn? 
Respond. 



361 ■ 95 'c 



405 at 82% 



Is there room for more syndicated film on air? 



As intcrj)reted l)y NBC Film Divi- 
sion, wliich prepared data at right, 
there is room for svndicated film 
during 10-11 j).m. slots outside 
Ka-tcrn time zone. W Cb show- arc; 
not conunonly run in this slot out- 
side of Ka-iein /one. Low latings 
in riglil hand list of markets, says 
\B('. reflects use of many local 
sliow-. and is not due to use of 
syndicated fdm pi ogra ming. 



AVKKACE 1():0()-1 I :()() p.m. SI N.-S.VT. IIATINCS 



CENTRAL. MOUNTAIN, 
AND PACIFIC TIME ZONES 

Cliicdgo 10.1 

I OS Aug,elps 6.0* 

Minn.-Sl. I'aul H.6 

Mobile 9.9 

San Francisco 11.7 

Scattlc-Tacoma 9.1 

Si}n'nf;fiel<l. Mo. l'.i.5 

Tucson 15.9 

'Average ratings are unusuall/ 
low in New York and Los An- 
geles because fhe audience is 
split between seven stations. 



EASTERN TIME 


ZONE 


Atlanta 


16.9 


lialt'iinore 


17.il 


Boston 


2:1.6 


Cincinnati 


18.0 


CIci eland 


18.9 


Cohimhus 


15.9 


Dayton 


22.:i 


Detroit 


12.0 


^V^<' York 


7.«* 


Philadelphia 


17.1 


Washington 


12.5 


Source: ARB, Dec, '55 
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9 



. How many hours a week do stations devote to local film programs? 

I ! 



Local film projirams hy lypc of 


sponsorship 






IN MARKET 
GROUP 1 


IN MARKET 
GROUP 2 


IN MARKET 
GROUP 3 


IN MARKET 
GROUP 4 


IN MARKET 
GROUP 5 


ALL STATION 
AVERAGE 


TOTAL NETWORK HOURS . . 


31:48 


53:36 


64:48 


53:06 


59:48 




TOTAL LOCAL HOURS . . . . 


47:12 


46:48 


45:12 


57 :48 


65:18 .. 


49:48 


LOCAL LIVE HOURS 


14:36 


14:42 


16:00 


21 :00 


23:18 


17:00 


Local film hours. 


32:36 


32:06 


29:12 


36:48 


42:00 


32:48 


TOTAL OPERATING HOURS . 


78:20 


100:24 


110:00 


110:54 


125:06 


104:02 



Data above is from NARTB s 1956 Film INIanua]. 
is based on rej)lies from 118 member tv stations 
operating prior to 1 May 1955. Week covered is 
that of 6-12 June 1955. Station data is broken 
down according to number of tv families covered 
by station: Group 1 — up to 99,999 families; 
Group 2—100,000 to 249,999; Group 3—250,000 



to 499,999; Group 4—500,000 to 999.999; Group 
5 — 1,000,000 and over. In chart above, live 
and film hours are a breakdown of local hours. 
Film covers syndicated and feature film, free 
film and film shot by the station's personnel 
The five \ARTB charts in this section are part of 
a series of 20 on film program hours, costs. 



. To what extent is local film programing sponsored today? 

I 





Local Film P 


rogranis 


l>y Tyi)o of Sporsorship 






IN MARKET 
GROUP 1 


IN MARKET IN MARKET 
GROUP 2 GROUP 3 


IN MARKET 
GROUP 4 


IN MARKET 
GROUP 5 


ALL STATION 
AVERAGE 


Full sponsorship 


25% 


28% 


33% 


25% 


3G% 


29% 


Participating 


36 


31 


35 


57 


60 


40 


Sustaining 


39 


41 


32 


18 


10 


31 


Total 


100 


100 


100 


100 


100 


100 


SOURCE: 


NARTB. 1956 FILM MANUAL. FOR 


EXPLANATION 


OF GROUPS. 


SEE QUESTION 


9. 
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FILM BASICS 

11- How much time do stations devote to various types of film? 



Averajje hours of weekly local film prograiiiiiijr 
broken down by type of film, morning, afternoon and evening 





Group 

Avg. 
Hrj. 


1 

Mo. ot 
Sta. 


Group 2 

Avg. No. of 
Hrs. Sta. 


Group 3 

Avg. No. of 
Hrs. Sta. 


Group 4 
Avg. No. of 
Hrs. Sta. 


Group 5 

Avg. No. of 
Hrs. Sta. 


All Stations 
Avg. No. 0f 
Hrs. Sta. 


IE ATI RE EILM 
























Morning 


5.7 


9 


5.4 


11 


3.0 


23 


2.3 


10 


3.8 


5 


3.6 


51 


Afternoon 


6.1 


17 


7.2 


26 


6.5 


37 


10.7 


18 


10.9 


11 


7.8 


109 


Evening 


7.4 


18 


6.5 


27 


6.4 


41 


8.5 


18 


9.9 


11 


7.2 


115 


SWDICATED 


EILM 
























Morning 


4.8 


1 


0.8 


5 


0.9 


21 


1.4 


11 


3.6 


5 


1.4 


43 


Afternoon 


1.8 


15 


2.6 


23 


2.1 


41 


2.8 


19 


4.4 


9 


2.5 


107 


Evening 


9.4 


18 


7.8 


26 


6.4 


42 


7.1 


19 


7.7 


10 


7.4 


115 


SHORT SL'RJECTS 
























Morning 


0.4 


2 


1.6 


10 


1.2 


26 


1.7 


15 


3.9 


6 


1.7 


59 


Afternoon 


2.2 


13 


2.6 


22 


2.3 


27 


3.2 


16 


4.6 


9 


2.8 


87 


Evening 


1.2 


12 


0.9 


13 


0.6 


16 


1.4 


12 


2.3 


o 

O 


1.2 


61 


EILM rRODlCEl) RY 


STATIOISS 


















Morning 


0 


0 


0.8 


2 


0.7 


3 


1.6 


3 


1.0 


2 


1.1 


10 


Afternoon 


1.0 


1 


0.8 


3 


0.6 


12 . 


1.1 


3 


0.6 


2 


0.7 


21 


F.\ ening 


0.7 


4 


1.5 


9 


1.2 


20 


1.8 


8 


2.2 


5 


1.5 


4<5 


EREE EILM 


























Morning 

Afternoon 

livening 


0.6 
2.0 
1.6 


2 

18 
12 


1.3 
2.8 
1.0 


14 
22 
19 


1.2 
1.5 
0.9 


27 
33 
20 


1.2 
1.4 
0.7 


13 

15 
7 


1.1 
0.6 
0.6 


5 
4 
2 


1.2 
1.9 
1.0 


61 
92 
60 


TOTAL EILM 


IIOVRS 






















Morning 

Afternoon 

Evetiing 


.3.0 
10.9 
18.9 


6 

18 
1!'. 


4.2 
13.2 
1.5.6 


24 
28 
27 


4.0 
10.6 
13.9 


38 
12 
42 


4.9 
16.9 
17.0 


17 
19 
19 


6.2 
18.7 
19.7 


11 
11 
11 


4.4 
13.0 
16.1 


96 
118 
117 



SOURCE: NARTB. 1956 FILtvl tvlANUAL. FOR EXPLANATION OF GROUPS. SEE QUESTION 9 
••NUMBER OF STATIONS"' REFERS TO THOSE REPORTING DATA 
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A A A A 

FOUR STAR FILMS, INC. 

IS SETTING THE PACE 
FOR EXPANSION! 

Producing these half-hour television shows: — 

DICK POWELL — ZANE GREY THEATER 

HEY, JEANNIE 

FOUR STAR PLAYHOUSE 

ARIZONA AMES 

RICHARD DIAMOND — PRIVATE DETECTIVE 

CAVALCADE THEATER 

STAGE SEVEN 

STAR AND THE STORY 

MR. ADAMS AND EVE — FOR CBS 

and — II MORE IN PREPARATION 

FOUR STAR FILMS, INC. is owned by 
Dick Powell, David Niven, Charles Boyer 
and William Cruikshank. 



FOUR STAR FILMS, INC^ 

Wm. A. Cruikshank, Pres. 
W. A. Tibbals, Vice Pres. 

EXECUTIVE OFFICES: 

141 El Camino Drive, Beverly Hills, California 

STUDIOS: 

9336 West Washington Boulevard, Culver City, California 
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FILM BASICS 



12. 



What do stations spend on feature film programing? 



Averajio >vt>(>kly costs of feature film and associated expenses 

FILM COSTS 



NO. OF AVERAGE 
STATIONS REPORTING FILM HOURS 

FILM COSTS WITH COST REPORTED 



AVERAGE 
WEEKLY 
FILM COST 



AVERAGE 
FILM COST 
PER HOUR 



GROUP 1 
GROUP 2 
GROUP 3. 
GROUP 4. 



17 
26 
41 
18 



13.0 
14.7 
13.9 
20.1 



GROUP 5 10 22.3 



$382 
570 
858 



S29 
39 
62 



1,516 75 
3,462 155 



LIVE TALENT COSTS 



CONNECTED WITH FEATURE FILMS 

NO. OF AVERAGE LIVE 

STATIONS REPORTING TALENT HOURS 

TALENT COSTS WITH COST REPORTED 



AVERAGE 
WEEKLY LIVE 
TALENT COST 



AVERAGE LIVE 
TALENT COST 
PER HOUR 



GROUP 1 
GROUP 2 
GROUP 3 



6 
10 
20 



GROUP 4 10. 

GROUP 5 6 



4.8 
5.4 
4.6 
5.9 

9.9 



$51 
50 
95 
151 
252 



$11 
9 
21 
26 
25 



L 
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GROUP 1, 
GROUP 2, 
GROUP 3, 
GROUP 4, 
GROUP 5. 



PRODUCTION COSTS 



CONNECTED WITH FEATURE FILMS 



NO. OF STATIONS AVERAGE 

REPORTING PRODUCTION HOURS 

PRODUCTION COSTS WlTH COST REPORTED 



AVERAGE 
WEEKLY 
PRODUCTION COST 



AVERAGE 
PRODUCTION COST 
PER HOUR 



6 
6 
14 
4 
5 



7.2 
8.1 
4.9 
6.6 
10.1 



$116 
136 
113 
126 

563 



$16 
17 
23 
19 
56 



SOURCE: NARTB. 1956 FILM MANUAL. FOR EXPLANATION OF GROUPS. SEE QUESTION 9. 
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wjojuimiHmm 



The sun glints silver on needle-like directional antennae. It gleams 
back from the lacey tracery of a thousand foot radio spire or is caught 
in the fiery grin of a huge disk radiator. Everywhere new towers rise 
in the sky, marking out radio, TV, and broadcasting victories. 



RADIO is a generic term: Tlie elci-troii in mikI of it- 
solf is an ok'nuMit, but nieai'.in^l(\ss. It is only tlu> 
olec'tron in eontrollod or tletoctcd action tliat is prac- 
tical to man. Thron<>li the skill ol' tlio radio cn<;incer, 
electrons that radiate jiroduce distance-sniashino- com- 
nuinications. radio hroadcastinj;-, television; electronic 
controls in automation; X-ray and other medical won- 
ders. These radiations can be navi<iational and aero- 
nautical measures and controls. Yet, all this is radio! 

The slide rule boys make it go! Let's not lau<j:h at the 
so-called "lon<i- hair'' because we don't understand 
what he does and how he does it. Kadio is an eniiineer- 
in<; science that deep mathematics solves. The theo- 
retical scientist cracks barrier after barrier in a most 
practical nuuiuer, <i-iviu<>: us color. lli-Fi, comi)uters, 
which deli<rht man and ease his work-load. The fact 
that he writes, talks and reads at a technical level. 
com])letely frustratinj;- to the layman, manao-emeut, 
and sometimes even the older eu<iiueer, is not surpris- 
in<>' — but a necessity which nuist be res])ecte(l and un- 
derstood. Theory precedes new towers in the sky I 

Chasing Satellites! It is significant that in seven 
iireat articles in the history-makin<:' duue issue of 
'• Proceedinjis of the lUE," which rejjorted on the 
plans for the earth satellites that "radio" is the 
m.edium for control, and all practical data collectin,<>- 
as])ects of the satellites. ()nce a<i-ain radio enuiueers 
are "on the .job"' in launcbin!>--c()ntrols, trackin*^- and 
counnnnicatinji- back the results of satellit(> inforum- 
tion — ])robin^r the universe. The satellite becomes the 



radio en<;-ineer"s new tower, this time in the stratos- 
phere above the sky ! 

The Communications Age! The principle behind 
every electronic advance is the detection or creation of 
a tiny radio signal, and its conversion into an action 
the senses can grasp — into a sound, music, an ima<i(', a 
color i)icture, uuignetic action, feedback and control, 
accunudated impulses in the computer! The radio 
euji-ineer is workiu<>- " cominuuications " in a myriad 
of practical ways ! 

SINGLE-SIDE BAND is a new radio nu'ans of break- 
ini;- the spectrum limitations for coninnuiications. 
Within perbajjs five years most point-to-point radio 
may o-o to sin>;le-side band. The l)i'cend)er issue of 
"Proceedings of the IKE" will be devoted to this sub- 
ject. It will be another history-making issue with 2.') 
special articles. Once again radiomen will be armed 
with advance data — inforunition exchanged in their 
association journal serving our .jO, ()()() nuMubers of all 
g'rades. 

Mark well these men! IKE always ren.embers the 
man and heljis him advance by its pnl)lisbed and 
present(>d jiapers. In your organization you will find 
these I HE nuunbers, men to 1 e nn-koned with, for they 
are theoretical. y(>t practical, dreamers, yet 1 uilders. 
and both a market and its snjiply. 

Yes, you can purchase this December 1956 special 
issue. $3.00 for non-members. A single extra copy 
to IRE membsrs $1.00. Order now. 



TH E 



INSTITUTE OF RADIO ENGINEERS 




® 



Adv. Dept., 1475 Broadway, New York 36, New York 
Chicago • Cleveland • San Francisco • Los Angeles 



® Wm. C . r<i|.p 
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FILM BASICS 

n 

x«J. What do stations spend on syndicated film programing? 



Avoraije we<'kly <'<)sts of syndicated film and associated expenses 

FILM COSTS 

NO. OF STATIONS AV ER AG E Fl LM HOU RS AVER AGE WEEKLY AVERAGE FILM COST 

REPORTING FILM COSTS WITH COST REPORTED FILM COST PER HOUR 

GRObP 1 17 9.9 $926 $94 

GROUP 2 26 7.3 923 126 

GROUP 3 39 5.9 1,651 280.. .. 

GROUP 4 18 7.7 2,164 281.... 

GROUP 5 9 10.0 5,712 571.. .. 

LIVE TALENT COSTS 

CONNECTED WITH SYNDICATED FILMS 

NO. OF STATIONS AVERAGE LIVE AVER AGE WEEKLY AVERAGE LIVE 

REPORTING TALENT TALENT HOURS LIVE TALENT TALENT COST 

COSTS WITH COST REPORTED COST PER HOUR 

GROUP 1 9 2.3 $39 $17 .... 

GROUP 2 14 2.0 40 20 

GROUP 3 22 2.5 73 29 

GROUP 4 7 2S 91 36.. .. 

5 6 6.7 354 53 



PRODUCTION COSTS 

CONNECTED WITH SYNDICATED FILMS 

NO OF STATIONS AVERAGE 

REPORTING AVERAGE PRODUCTION 

PRODUCTION PRODUCTION HOURS AVERAGE WEEKLY COST PER 

COSTS WITH COST REPORTED PRODUCTION COST HOUR 

GROUP 1 7 5.9 $169 $29... 

GROUP 2 10 2.6 99 38 .. 

GROUP 3 18 2.0 109 55... 

GROUP 4 5 2.6 49 19... 

GROUP 5 5 7.4 510 69... 

SOURCE: NARTB. 1956 FILM MANUAL. FOR EXPLANATION OF GROUPS. SEE QUESTION 9. 
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How to keep from getting lost 
in NEW YORK and CHICAGO 



i 1 




RADIO 

and TV 



Ever ivoTider whether Leo Burnett 
ivas on North Michigan or South IF acker? Ever 
ivorry as you pulled out of Grand Central Station 
I how many important calls you forgot during your 
three days in New York? It happens to the 
best of us, at the ivorst times. 

Next time you re in New York or Chicago make 
every minute and call count by using SPONSOR'S 1955 
pocket-size, 16-page booklet titled "Radio and TV 
Directory of Neiv York and Chicago" Here you II 
find names and addresses, by categories, of key 
advertisers, agencies, stations, netivorks, news 
services, representatives, TV film services, music and 
transcription services, research firms, hotels, 

airlines and railroads. 

We'll be glad to send you a Radio and TV Directory 
on request — ivith the compliments of SPONSOR. 

P.S. — Don't forget to call on us 
next time you're in town. 



SPONSOR 




m 



OF NEW YORK 
AND CHICAGO 



1955-56 EDITION cevisioo '4) 



I 



* Advertisers 
■jf Agencies 

•X- Air Lines and Railroads 
^ Associations 

* Hotels 

* Networks 

-Sf Researchers 
-Sf Representatives 

* Services 
•X- Stations 

* TV Film Sources 



THE MAGAZINE RADIO AND TV ADVERTISERS USE 



NEW YORK 17 — 40 E. ■19th • MUrray Hill 8-2772 
CHICAGO — 161 E. Grand • SUperior 7-9863 
LOS ANGELES — 6087 Sunset • HOUywood 4-8089 
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14. 



What's the audience composition of various syndicated shows? 



Aiulicncc coiiiposilioii 



fifliires 



AUDIENCE 
COMPOSITION 



Indicated film show: 

AblM)ll & Coslcllo 

All Sl:ir Tlioalr.' 

Amos 'n" Aiidv 

Aiiiii<- 0;iklc_v 

Ha.lgo 714 

It.Milah 

Itostoii ltlneki<- 

ItufTalo Kill Jr 

Ciiplaiii Gallniil 

("<'l<'ljril V PI:i.vhoii!><- 

(^Iiainploii.sliip Ituwliiip; 

Cliiiia Smith 

Ciseo Kid 

Cilv D«'teeli>«' 

Ool. Mareli Seot. Yard 

Confidriitial File 

Count of Monlc Crislo 

C«)V*l)ov G-Mcn 

Crosscurrent 

('rnncli it Dcs 

Dangerous Assif:'>"i<'iil 

Death Valley Davs 

Dong. Fairhanks Pres 

Dr. Hudson's Seer. Jonrn... 

K<hlie Cantor 

lillery Queen 

Fnhian Of Seot. ard 

Faels Forniii 

Faleon, The 

Famous IMayhon^e 

Federal Men 

Florian /al>aeli Shov* 

Follow Thai Man 

Foreign luirign<- 

(>aiighnst<-rs 

(iene Autrv 

(i<-ne Antry (llr.) 

Cr:in<l Ole Oprv 

(jreal (iildersle<Me 

(.realesl Fights 

(',n\ lyond>ardo 

Hans (;iiri*I. And<-rson 

I lean of The Cit> 

Iligliwav Patrol 

Ilopaloiig Cassidy 

Ilopalong ();issi<l\ (llr.) .. 

Iliinler, The 

I l,ed Tlir<-e l.i^es 

Inner San<-tiini 

I ii'-p<-<'tor Mark Saher 




Per 100 



Men 


Women 


Teen 


Children 


Total 


16 


34 


23 


101 


174 


47 


78 


19 


37 


181 


72 


83 


16 


37 


208 


40 


.5.5 


23 


95 


213 


76 


74 


25 


62 


237 


64 


85 


18 


17 


184 


82 


85 


18 


33 


218 


40 


33 


24 


94 


191 


47 


45 


27 


192 


221 


75 


93 


17 


31 


216 


80 


61 


21 


28 


190 


74 


71 


20 


39 


204 


51 


42 


25 


89 


207 


80 


87 


24 


17 


208 


78 


7.5 


14 


12 


179 


89 


89 


11 


5 


194 


69 


78 


21 


25 


193 


.39 


42 


25 


88 


194 


i\f 


yZ 


1 1 


Za 


z 1 0 


/ 1 








O 1 /I 
Z 1 4- 


t o 


J'-r 








80 


i •) 


24 


46 


225 




92 


25 


15 


209 


78 


81 


16 


17 


192 


75 


78 


21 


23 


197 


85 


88 


15 


14 


202 


81 


75 


18 


15 


189 


80 


73 


11 


3 


167 


84 


81 


15 


17 


197 


7.3 


85 


17 


14 


189 


69 


72 


16 


17 


174 


i>7 


68 


15 


11 


151 


79 


88 


16 


25 


208 


8t 


92 


26 


17 


219 


79 


87 


21 


18 


205 


60 


57 


25 


83 


225 


69 


54 


28 


83 


234 


61 


84 


16 


29 


190 


74 


85 


23 


28 


200 


87 


63 


18 


22 


I "JO 


79 


88 


20 


15 


202 


25 


30 


18 


89 


162 


71 


7.5 


20 


19 


188 


86 


81 


22 


43 


232 


65 


60 


27 


85 


237 


49 


45 


21 


88 


203 


77 


79 


16 


34 


206 


87 


i\U 


17 


29 


219 


7« 


«0 


22 


17 


198 


«1 


81 


21 


19 


208 



for 101 projiranis 



AUDIENCE 
COMPOSITION 



Ir.dicated film show. 

International Police 

I Spy 

Judge Uoy Mean 

Jungle Jim 

Kit Carson 

Lanr<4 And Hardy 

Liherace 

Life of RiVy 

Life With Father 

Little Rascals 

Lone V^'olf 

lx>ng John Siher 

Looiiey Tnncs 

31an Behind The Hadge .... 

Man Called X 

Major of The To«n 

Mobil Theatre . 

Mr. «Sr Mrs. North 

IMr. District Attorne.v 

31y Hero 

My Little Margie 

Passport To Danger 

Patti Page 

P<-ndnlum 

Itackt't .Squad 

Itamar Of The Jungle 

Itange Rider 

Ray ."NliUand !rho» 

Hev. Oral Hoherts 

Hnggles, The 

San Francisco Heat 

Science Fiet Theatre 

Search For Ad>entn:-e 

Secret File, I'.S.A 

Sherlock Holmes 

.Sky King 

Soldiers Of Fortune 

Steve Donovan 

Star it The Stor\ 

Stories Of O'Uturj 

Studio 57 

Stn Erwin Sho« 

Siip<-rinau 

Snsie 

Texas Ka^slin 

This N\ eek In .Spoit^ 

Vietorv At Sea 

Waterfront 

W lustier, TIk- 

\S il<l Itill lliekok 

^our .St;ir Slio«ease 






Per 100 


viewing 


homes: 




wen 


W ofTicn 


Teen 


Phllrtrpn 


Total 


72 


TO 


19 


1 7 










2« 




.JO 








2.32 


33 


.37 


24 


83 


1 77 
lit 


31 


.36 


22 


85 


1 74 


38 


52 




01 


20 1 


"i? 
«> t 


Q4 


24 


12 


167 


79 


81 


22 


29 


2 1 1 


67 


82 




2,5 


1 04 


25 


37 


24 


107 


19.3 


83 


85 

O.J 


1 8 


.> 1 


217 


34 


31 




02 


1 R2 


1 4 


37 


1 3 


07 


1 If 1 


82 


80 


24 


29 


2 1 5 


84 


91 


25 


1 7 


217 


79 


82 


2 1 


24 


206 


74 


88 


16 


4-1 


222 


83 


88 


22 


23 


216 


85 


87 


15 


14 


210 


79 


84 


18 


16 




82 


88 


24 


21 


215 


TO 


74 


21 
^ .> 


1 o 


1 0 1 




<> V/ 


1 8 
I o 


2.1 


1 01 


7.1 


7Q 


1 o 




20 1 




O 1 






20 1 


.34 




21 


0% 


1 .10 

1 oo 








01 


200 


7H 

I o 


oo 


.> 




20H 
^ oo 




71 


1 2 


1 o 
1 u 


1 7 


.3 1 




1 R 
1 o 


RR 
oo 


171 


o 1 


oO 


2 1 


91 


2 1 1 


77 


(> i 






1 oo 


67 


74 


25 


23 


189 


77 


7.5 


18 


29 


199 


81 


77 


25 


29 


212 


40 


48 


26 


91 


205 


68 


65 


24 


67 


224 


43 


35 


27 


88 


1 93 


72 


81 


23 


20 


196 


75 


77 


21 


28 


201 


73 


89 


20 


25 


208 


72 


81 


17 


19 


189 


28 


29 


25 


98 


18 J 


64 


85 


15 


17 


181 


62 


.57 


24 


35 


178 


91 


60 


25 


1 7 


193 


76 


73 


22 


18 


18 J 


80 


81 


23 


21 


208 


85 


91 


22 


17 


215 


51 


36 


28 


88 


203 


59 


74 


22 


20 


175 



l'iiK< (lid llir siir\<\iM(( fill these lixiircs (liiriiiK April Ifl')*'). Stii<h <)[ 
these hiriiKs shiinlil he <|uite hcl(>liil to ;i(l \ ert isers trylDK to <le<i<le 



\\h;il show to ]ni\ . lo souu' evteiit, ;iii(l ieiirr loniposition is ;iirc< led \t\ 
slots ill ulii(li tlie\ K-iuii. Note |iopuhiiit\ of wesicms hiihimk (hilihoii. 
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FALL FACTS BASICS 



15. 



How well do film reruns do compared with the original ratings? 



Neluork film reruns kee[) 7-1% of their firsl-ruu raliii*: levels 



miSB^ RATING 
0RI6INAL RE-RUN 



AVERAGE 30.2% 



INDEX 



COVERAGE 

HIGH 
LOW 





AVERAGE AUDIENCE 
ORIGINAL RERUN 



AVERAGE 27.3% 



INDEX 



COVKAGE^ 

HIGH *"48JB 
LOW 10.3 





AVG. MINUTES VIEWED 
ORIGINAL RE-RUN 



25.3 MIN S. 236 





SHARE AUDIENCE 
ORIGINAL RE-RUN 



44.0 





Nielsen's tliinl >tii(ly of nelwork renins, reproduced 
al)ove, covers the 1954-S5 sea-on. Data is based on 
22 different programs that telecast 236 film reruns. 
In the upper left chart "MieUen ratinft" refers to 
the percent of homes li-tenin<i six minutes or more. 
"Average audience"" in the lower left chart refers to 
homes listening; during the average minute. "Sow that 
while six-minnte audience for reruns drops 26^. the 
share of audience for rerun- dmps only o'~^c. One 



reason is because summer replacement shows olTer 
less competition. While figures refer to network 
shows conclusions are applicahle lo syndicated fdm. 
"Index"" figure- in middle of bars compare audience 
figures in each pair of bars. Left bar of each pair i- 
considered a- 100 in all cases. "CoNerage" refers I) 
percent of total I .S. home- reached by the average 
program of the 22 mea>ured in llii- -tiidy. 
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FILM BASICS 

16> How do you convert film minutes to footage (and vice versa) ? 



TABLE CONVERTS FILM FUUTAGE TU riMK ilK VlUi. VIlJiSA 



FOOTAGE TO TIME 



FOOTAGE TO TIME 



in 








in 


















, A- 










r- 




















SSinin 






•••3 


I6nun 


S 




* 1 




■g 




















i 


«s 


Is 1 


1 


>«o 


II 


1 - 


1 




J 


Vx 


00 


00 


.33 


% 


00 


00 


.80 , 


00 


00 


.33 




8 


-* 


8 


1 ■ 


00 


00 


.67 


1 


00 


01 


.67 1 


00 


00 


.50 




12 




12 


2- 


00 


01 


^ 


2 


00 


03 


.33 1 


00 


00 


.67 


' ■ • 


16 




16 


3 


00 


02 


.00 


3 


00 


OS 


.00 • 


00 


01 


.00 


1 ^ 


8 




24 


4 


00 


02 


.67 


4 


00 




.67 1 


00 


02 


.00 


3 


0 


1 


8 


5 


00 


03 


.33 


5 


00 


08 


.33 • 


00 


03 


.00 


4 


8 


1 


32 




00 


04 


.00 


6 


00 


10 


.00 1 


CO. 


04 


.00 - ' 




0 


■■2 


16 


7 


00 


04 


.67 


7 


00 


n 


.67 


00 


05 


,00. 


1 


8 


3 


0 


8 


00 


.05 


.33 


8 


00 


13 


.33 1 


00 


06 


.00 


9 


0 


3 


24 


9 


00 


06' 


,00 


9 


00 




.00 


00 


07 


.00 


10 


8 


4 


8 


10 


00 


06 


357 , 


10 


00 


16 


.67 1 


do 


08 


.00 


12 


0 


4 


32 


20 


00 


13 




20 


00 


33^ 


J3 , 


00 


09 


.00 


13 


8 . 


S 


16 


30 


00 


20 


m 


30 


00 


50 


.00 1 


00 


10 


.00 


15 


0 


6 


0 


40 


00 


26 


,67 


40 


01 




.67 1 


00 


20 


.00 


30 


0 


12 


0 


50 


00 


33 


.33 


50 


01 


23 


3& 1 


00 


30 


.00 


45 


0 


18 


0 


60 


00 


40 


.00 


60 


01 


40 


.00 1 


00 


40 


,00 


60 


0 


24 


0 


70 


00 


46 


.67 


70 


01 


56 


.67 ' 


00 


50 


.00 


75 


0 


30 


0 


80 


00 


S3 


^ 


80 


02 


13 


.33 j 


01 


00 


.00. 


90 


0 


36 


0 


90 


01 


00 


.00 


90 


02 


30 


jOO 


02 


00 


.00 


180 


0 


72 


0 


100 


01 


06 


.67 


100 


02 


46 


.67 1 


; 03 


00 


.00 


270 


0 


108 


0 


200 


02 


13 


.33 


200 


05 


33 




04 


00 


.00 


360 


0 


144 


0 


500 


05 


33 


.33 


500 


13 


53 


3 1 


05 


00 


.00 


450 


0 


180 


0 


600 


06 


40 


.00 


600 


16 


40 


.00 , 


06 


do 


.00 


540 


0 


216 


0 


700 


07 


46 


.67 


700. 


19 


26 


.67 1 


07 


00 


.00 


630 


0 


252 


0 


800 


08 


S3 


.33 


800 


22 


13 


.33 I 


08 


00 


.00 


720 


0 


288 


0 


900 


10 


00 


.00 


900 


25 


do 


jOO I 


09 


00 




810 


0 


324 


0 


1000 


11 


06 


.67 


1000 


27 


46 


.67 1 


10 


00 


.00 


900 


0 


360 


0 


2000 


n 


13 




2000 


55 


33 


2a ' 


20 


00 


.00 


1800 ' 


0 


720 


0 


3000 


33 


20 












30 


00 


.00 


2700 


0 


1080 


0 



TIME TO FOOTAGE in 35mm. .... in 16mm 



COPYRIGHT 1955 SCREEN CEMS. tMC 



\\ liilf llio.-c expci iciiced in film protliictioii can rattle of! al llio drop of a lial how long it 
lakes 1,000 fc(U of 16 nnii. film to run (27 niiiuites. 46 and two-third? seconds) or how 
much fdni footage is needed for a 20-secc)nd 33 nnn. commercial (exactly 30 feet), admen 
who have to handle fdm piodnclion prohlcnis only f)cc;isionally will find the chart ahovc 
licl])fiil. It was fleveh)pc(l hy Peter Kcaiie, top technical man at Screen Gems and is hased 
on standard rates of fdm travel in tv projectors. 

It eiuihlcs anyone to convert time into film footage or fdm footage into time for any length 
of 16 or 35 mm. film. W here odd lengths of fil ii or time are concerned the ll^er hreaks 
down the figure into those in the chart and then adds the results together. For example: 
How long will it take 1,657 feet of 35 mm. film to run? Answer: 1.000 feet runs 1 1 
minutes, six and two-thirds seconds; 600 feet runs six minutes and 40 seconds; 50 feet runs 
33 and a third seconds; seven feel rims four and two-thirds seconds; total: 18 minutes. 24 and 
two-thirds seconds. In the same way time can he converted into feet plus frames. Careful 
calculations are essential in tv. esjiecially wit'i the short lengths of film used in commercials. 
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CAN YOU USE 
EXTRA COPIES OF 
FALL FACTS BASICS? 



HERE ARE TWO WAYS TO GET THExM QITCKLY 



1. 



Subscribe for your own 
personal subscription 
to SPONSOR ... at home, 
perhaps. 

A copy of Fall Facts Basics 
is included FREE . . . 
as is Buyers' Guide to 
Station Programing. 

I — " i 

Clip and Mail lo Subscribe 
SPONSOR, 40 East 49 Street, New York 17,N.Y. 



Please enter my subscription for: 
□ one year — §8 □ two years 



$12 



Fall Facts Basics and Buyers Guide are included 
Free 



Name , _ 

Company 

Address , 

City Zone 



home 
office 



State 



2. 



Already a subscriber? 
Additional copies arc available 
at 50c eacii . . . 
while the supply lasts 

(additional copies of Buyers' 
Guide to Station Programing 

are $2 each.) 



('lip and Mail for Extra Copies 

SPONSOR, 10 East 19 Street, New Yorkl7. N.Y. 

I am already a subscriber. 

Send me extra copies Fall Facts Basics @ 
50c each 
Send me 
$2.00 each 



extra copies Buyers' Guide @ 



Name 
Company 
Address 
City 



Zone 



State 



We'll gladly bill your subscription . . . but please 



\^'e'll gladly bill your subscription . . . but please 
remit navnient for sinsle couies. nlease. 






48 RICH 



TEXAS COUNTIES 



\\'BAP-T\' Land — a luxuriant 53-county area in 
N'orth Central Texas and Southern Oklahoma, cen- 
tered around two great metropolitan areas, Fort 
Worth and Dallas . . . rieh in natural resourees 
and friendly progressive people who have the money 
to buy your produet. \VBAP-T\' Land — top in- 
dustrial market, busy produeing automobiles, air- 
eraft, work elothes, the latest in women's fashions, 
a variety of foods, and eountless other articles in 
light and heavy industry. \VBAP-T\' Land - popu- 
lated by easy going, informal folks who believe in 
doing big things to uphold the tradition of the 
biggest state! Southwesterners like comfort — are 
ready to buy what they want. 

WBAP-TV Land - NU.MBER ONE MARKET 
L\' THE SOUTH 



WBAP-TV 53 COUNTY MARKET TOTALS 

POPULATION 2,671,900 

FAMILIES - 811,400 

1955 EFFECTIVE BUYING INCOME 

NET DOLLARS) $4,012,343,000 

1955 EFFECTIVE BUYING INCOME 

PER FAMILY (NET) 3,495 

1955 RETAIL SALES 3,188,047,000 

FARM POPULATION 397,400 

NUMBER OF FARMS .. 100,934 
GROSS FARM INCOME 425,349,000 



Source: Solei Management Survey of Buying Power, 
May 10, 1956 
Slondard Role & Data Service Inc. 
May 10, 1956 

FORT WORTH & DALLAS 
METROPOLITAN MARKETS 

CITY GRADE SERVICE 



WB.^P-TX' is the pioneer station of the 
South, serving 53 counties with maximum 
power of 100,000 watts on low -band chan- 
nel 5 — as powerful as any television station 
in the United States. The antenna towering 
LI 13 feet in the air is strategically located 
between the Fort Worth and Dallas sky- 
lines. In addition to offering the largest 
studio facilities in the Southwest, WBAP- 
T\' is the only station in the area offering 
complete COLOR telecasting facilities. 
\\'BAP-T\' delivers top quality programs 
from both XBC-T\' and ABC-T\' Networks 
combined, plus outstanding live studio pre- 
sentations — including award-winning News 
and Weather programs. 

5 Counties in Oklahoma 




THE STAR-TELEGRAM STATION 

I 



A B C-N B C 



AMON CARTER 

Foundc 



FORT WORTH, TEXAS 

I 



AMON CARTER, JR. I HAROLD HOUGH I GEORGE CRANSTON 

Prejidenl I Director j Moncger 

PETERS. GRIFFIN WOODWARD. Inc.-Nationol Recresentatives 



I c 



ROY BACUS 

ommerciol Manoger 
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1936 FALL FACTS BASICS— SECTIO\ 



color 



SURVEY OF 461 STATIONS SHOWS 
47% CARRY NET COLOR PROGRAMS 

Page ?» umber 

Q, How many stations are ready for net and local color? 162 

Q, How iiiucli must stations invest to set up for color? 163 

Q, What are predictions for color set circulation? 164 

Q, What arc positions of KCA, GK an<l Pliilco on color? 164 

Q, What does color add to cost of television? 164 

Q, What is NBCs mininiuin cable <'har«:e for <'olor? 164 

Q, How much does color a<l<l to film ("ost?? 164 

Q, Animated and live color commercials — wlii<'h is (dn-aixM-? 164 

Itt'priiirv tv'tU ho available at ttOc varh. <lttattltlt§ pr'tcrs on rvqiiest. 
Atltlross Sponsor Si'rvici's. Inc.. 10 K. tUth St.. Vcic \orU 17. \. Y. 



COLOR BASICS 



1, 



<1 



How many stations are ready for net^ local color transmission? 



Below are the results of a SPONSOR survey of 161 television 
stations ^vhirh rej)orlccl their color status to NBC, CBS or 
Standard Rate and Data as of June 1956. The hreakdoivn 



of color stations by the type of color programing they car- 
ry is: 220 (47'? ) transmit network color shows; 75 (16%) 
are equipped to transmit local color slides; 74 



(16%) 



D.C. 



Available locally 



CALL LETTERS, CITY 



NET 
AFFILIATION 



a 








O 








_j 


UJ 






O 






o 


o 


2 








_j 


o 


^ 


_J 
l/l 


u. 


0L( 


O 


cj£ 


cd 


o 




O 


O 




1- 


—J 


_j 


UJ 


UJ 


o 


O 


> 


2 


o 


<J 


_J 



ALA. 


WABT, Birmingham 




N-A 


X 






WBRC-TV, Birmingham 
WTVY, Dofhan 




C 
C 


X 
X 








WALA-TV, Mobile 




N-A 


X 




fall '56 




WKRC-TV, Mobile 




C 


X 


X X 






WCOV-TV, Montgomery 




C 


X 








WSFA-TV, Montgomery 




N 


X 






ARIZ. 


KOOL-TV, Phoenix 
KVAR, Phoenix 




C 
N 


X 
X 








KTVK, Phoenix 




A 


X 


When ABC begins programing 


ARK. 


KARK-TV, Little Rock 




N 


X 






KTHV, Little Rock 
KCMC-TV, Texarkana 




C 
C 


X 
X 






CAL. 


KERO-TV, Bakersficid 




N-C 


X 


late '56 late '56 


Jan '58 


KHSL-TV, Chico 
K)EO-TV, Fresno 


C- 


N-A 
A-C 


X 






KM)-TV, Fresno 




N 


X 


X X 






KHI-TV, Los Angeles 


Don 


Lee 




On selected basis 






KNXT, Los Angeles 




C 


X 


X X 


X 




KRCA, Los Angeles 




N 


X 


X X 


X 




KTLA, Hollywood 








X X 


X 




KSBW-TV, Salinas-Monterey 




N 


X 




Dec '56 




KBET-TV, Sacramento 




C 


X 


X X 






KCCC-TV, Sacramento 




A 


X 


X X 






KCRA-TV, Sacramento 




N 


X 


X X 


fall '56 




KFMB-TV, San Diego 




C-A 


X 


X X 


X 




KFSD-TV, San Diego 




N 


X 








KPIX, San Francisco 




C 


X 


X X 






KRON-TV, San Francisco 




N 


X 


X X 


X 




KSAN-TV, San Francisco 








X 






KVEC-TV, San Luis Obispo 




A-C 


Target date fall '56 






KEY-T, Santa Barbara 


A- 


C-N 


Aug '56 





COL 


KKTV, Colorado Springs 
KLZ-TV, Denver 


C-A early '57 late '57 late '57 
C X _ _ _ 


CONN. 


WCTH-TV, Hartford 
WKNB-TV, New Britain 
WNHC-TV, New Haven 


C X 
N X 
A-C X X X _ 



WMAL-TV, Washington 
WRC-TV, Washington 
WTOP-TV, Washington 



A 
N 
C 



When ABC 

begins 
programing 



'56 

X 



'56 

X 



'56 



FLA. 


WJHP-TV, Jacksonville 


N 


X 






WMBR-TV, Jacksonville 


C 


X 








WCBS-TV, Miami 


N 


X 


'56 


'56 '56 




WTV), Miami 


C 


X 


X 


X X 




WDBO-TV, Orlando 


A-C-N 


X 


X 


X X 




WEAR-TV, Pensacola 


A-C 


X 


local color this summer 




WFLA-TV, Tampa 


N 


X 


X 


X 




WTVT, Tampa 


C 


X 


X 


X 




WJNO-TV, West Palm Beach 


N 


Target date 


Sept '56 


GA. 


WACA-TV, Atlanta 


C 


X 


X 


X 


WSB-TV, Atlanta 


N 


X 


X 


X '56 




WJBF, Augusta 


N 


X 


'56 


'56 




WDAK-TV, Columbus 


N-A 


X 








WRBL-TV, Columbus 


A-C 


X 


X 


X late '57 




WMAZ TV, Macon 


A-C 


X 








WSAV-TV, Savannah 


N 


X 








WTOC-TV, Savannah 


C 


X 






ILL 


WCIA, Champaign 


C-N 


X 


X 


X 


WBBM-TV, Chicago 


C 


X 








WCN-TV, Chicago 


M 


Experimental 


color only 




WNBQ, Chicago 


N 


X 


X 


X X 




WEEK-TV, Peoria 


N 


X 








WTVH, Peoria 


C-A 


X 








KHQA-TV, Quincy 


C 


X 








WCEM-TV, Quincy 


N-A 


X 








WREX-TV, Rockford 


C-A 


X 


X 


X 




WTVO, Rockford 


N 


X 







Available locall 



CALL LETTERS, CITY 



NET 
AFFILIATION 



O 
o 



O 
5 



O 

o 



o 
o 



!ND. 



WIN-T, Fort Wayne C-A 

WKJC-TV, Fort Wayne N 

WFBM-TV, Indianapolis N 
WFAM-TV, Lafayette 

WLBC-TV, Muncie A-C-N 

WNDU-TV, South Bend N 

WSBT-TV, South Bend C 

WTHI-TV, Terre Haute C 



This summer 



IOWA 



WMT-TV, Cedar Rapids C 

WOC-TV, Davenport N 

KRNT-TV, Des Moines C 

WHO-TV, Des Moines N 

WOl-TV, Ames A 

KQTV, Fort Dodge N 

KTIV, Sioux City N 

KVTV, Sioux City A-C 

KWWL-TV, Waterloo N 



Aug '56 Aug '56 
'56 '56 



KANS. 


WIBW-TV, Topeka 
KARD-TV, Wichita 
KTVH, Hutchinson 


A-C 
N 
C 


X 
X 
X 


X 


X 


KY. 


WAVE-TV, Louisville 
WHAS-TV, Louisville 


A 
C 


X 
X 







LA. 



WBRZ, Baton Rouge N-A 

KPLC-TV, Lake Charles N-A 

KNOE-TV, Monroe C-N-A 

WDSU-TV. New Orleans N-A-C 

KSLA, Shrcveport C-A 

KTBS-TV, Shrcveport N 



Sept 



ME. 



WABI-TV, Bangor 
W-TWO, Bangor 
WCSH-TV, Portland 
WCAN-TV, Portland 



N-A 
C 
N 
C 



'56 



MD. 



WBAL-TV, Baltimore 
WMAR-TV, Baltimore 
WBOC-TV, Salisbury 



N 
C 
A-C 



\ W 

I 
I 



MASS. 



WBZ-TV, Boston 
WNAC-TV, Boston 
WHYN-TV, Springfield 
WWLP, Springfield 



N 
C 
C 
N 



Dec '56 



MICH. 



WJBK-TV, Detroit C 

WWJ-TV, Detroit N 

WKZO-TV, Kalamazoo C-A 

WOOD-TV, Grand Rapids N 

WJIM-TV, Lansing A-C-N 

WKNX-TV, Saginaw-Bay City C-A 



MINN. 



KSTP-TV. St. Paul 
WCCO-TV, Minneapolis 
KROC-TV, Rochester 



N 
C 
N 



Feb '57 Feb '57 



MISS. 



WCBI-TV, Columbus 
W)TV, Jackson 
WLBT, Jackson 



N-C 
C-A 
N 



Target date mid '57 



MO. 


KFVS-TV, Cape Ciradeau 


C 


X 








KRCC-TV. Jefferson City 


C 


X 










KSWM-TV, Joplin 


C 


X 










KCMO-TV, Kansas City 


C 


X 










WDAF-TV, Kansas City 


N 


X 


X 


X 






KSD-TV, St. Louis 


N 


X 


X 


X 




KWK-TV, St. Louis 


C 


X 










KTTS-TV, Springfield 


C 


X 










KYTV, Springfield 


N 


X 








NEB. 


KOLN-TV, Lincoln 


C-A 


X 








KMTV, Omaha 


N-A 


X 


X 


X 


X 




WOW-TV, Omaha 


C 


X 
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can program color film; 29 {6^() li\e local profiraming. 

Not im^liided in the figures below are tliose stations 
which re|)ortP(l that they would hegiii telecasting in color 
by July but had not actually done so at presstime. 

As would be expected the progress which a station makes 
in converting to color depends on its ability to purchase 
color equipment. Network color can be received for an in- 
vestment of from 12 to $15,000. For a station to program 
color slides and fdm locally it must spend from $60 to 



$70,000. '1 his ha- been one deterrent to color s |)ro"re>-- 
WMK), Chiea go. remains the oiil\ -tation in the coutitrN 
that is programing color shows around the broadca-tiiig 
clo<:k. As )et NBC has not annouiu ed further j)laiis for 
con\erting any other owned and operated stations to full 
time color though other o-&-o's are expected to go all color. 
More color programing is undoubtedly the key to more 
color set sales and increased set sales will, in turn, make 
color a tv factor to be rwkoned with by sponsors. 



Available locally 



O 
u 



O 
5 



o 
u 



CALL LETTERS, CITY 



NET t 
AFFILIATION Z 



O 



O 



1 


KLR)-TV, Las Vegas 


N-A 


X Jul '57 Dec '58 




KOAT-TV, Albuquerque 
KOB-TV, Albuquerque 
KSWS-TV, Roswcll 


A 
N 

N-C-A 


Target date Sept '56 
•56 

X 



WCDA, Albany 


C-A 


Target 


date for 


color 


)an '57 


WRCB, Schnectady 


N 


X 


)un '57 


)un '57 


Oct '57 


WNBF-TV, Binghamton 


C-N-A 


X 








WBEN-TV, Buffalo 


C 


X 


X 


X 


X 


WBUF-TV, Buffalo 


N 


X 








WCR-TV, Buffalo 


N 


X 








WCBS-TV, New York City 


C 


X 


X 


X 


X 


WRCA-TV, New York City 


N 


X 


X 


X 


X 


WHAM-TV, Rochester 


N 


X 








WHEC-TV, Rochester 


C 


X 








WVET-TV, Rochester 


C 


X 


X 


X 




WHEN-TV, Syracuse 


C 


X 








WSYR-TV, Syracuse 


N 


X 


X 


X 




WKTV, Troy 


N 


X 


Target date '56 





WLOS-TV, Ashville 


A 


X 






WBTV, Charlotte 


N 


X 


X 


X 


WFLB, Fayetteville 


N 


X 






WFMY-TV, Greensboro 


C 


X 


X 


X 


WS)S-TV, Winston-Salem 


N 


X 






WNCT, Greenville 


C 


X 






WNAO-TV, Raleigh 


c 


X 






WTVD, Raleigh 


N-A 


X 


Oct '56 


Oct '56 Oec 


WITN, Washington 


N 


X 







WDAY-TV, Fargo N-A Target date '56 

KNOX-TV, Grand Forks N x 

KC)B-TV, Minot C-N-A x x x 

KX)B-TV, Valley City C x x x 



)an '56 



WKRC-TV, Cincinnati C 

WLW-TV, Cincinnati N 

KYW-TV, Cleveland N 

WEWS, Cleveland A 

W)W-TV, Cleveland C 

WBNS-TV, Columbus C 

WLW-C, Columbus N 

WHIG-TV, Dayton C 

WLW-D, Dayton N 
WSPD-TV, Toledo C-A-N 

WFM)-TV, Youngstown N 

WKBN-TV, Youngstown C 

WHIZ-TV, Zanesville N 



target date Oct '56 



target date '56 



KTEN, Ada A 

KWTV, Oklahoma City C x 

WKY-TV, Oklahoma City N x 

KVOO-TV, Tulsa N x 



This year 



X 

Oct '56 



KVAL-TV, Eugene 
KBES-TV, Medford 
KPTV, Portland 



N-A 
-N-A 
N 



'56 

Aug '56 

X 



WLEV-TV, Bethlehem 


N 


•56 




WICU, Erie 


N 


X 


Late '56 


WSEE-TV, Erie 


C 


X 


W)AC-TV, Johnstown 


C-N 


X 


X X 


WGAL-TV, Lancaster 


N-C 


X 


X X 


WCAU-TV, Philadelphia 


C 


X 


X X 


WFIL-TV, Philadelphia 


A 




X X 


WRCV-TV, Philadelphia 


N 


X 


X X 


KDKA-TV, Pittsburgh 


N 


X 


X X 


WBRE-TV, Wilkes-Barre 


N 


X 




WGBI-TV, Wilkes-Barre 


C 


X 




WILK-TV, Wilkes-Barre 


A 


X 




WNOW-TV, York 




)an '57 





Available locally 



R. I. 



S. C. 



TENN. 



NET 

CALL LETTERS, CITY AFFILIATION 



O 
U 



O 
5 



O 

u 



o 
u 



o 
u 



W)AR-TV, Providence 



N-A 



fall '56 fall '56 



WAIM-TV, Anderson 
WCSC-TV, Charleston 
WU?N TV, Charleston 
WIS-TV, Columbia 
WBTW, Florence 
WFBC, Greenville 



C 
C-A 
N-A 

N 

N 

N 



WDEF-TV, Chattanooga C-A 

WATE-TV, Knoxville N-A 

WMCT, Memphis N 

WREC-TV, Memphis C 

WLAC-TV, Nashville C 

WSM-TV, Nashville N 



TCY 


KPAR-TV, Abilene 


C 


X 


X 


X 




KFDA-TV, Amarillo 
KGNC-TV, Amarillo 


C-A 
N 


X 
X 










KTBC-TV, Austin 


C-N-A 


X 


Dec '56 


Dec '56 


Dec '57 




KRLD-TV, Dallas 


C 


X 


X 


X 






WFAA-TV, Dallas 


N 


X 










KROD-TV, El Paso 


C 


X 










KTSM-TV, El Paso 


N 


X 










WBAP-TV, Fort Worth 


N-A 


X 


X 


X 


X 




KGUL-TV, Galveston 


C 


X 


Sept '56 


Sept '56 


Feb '57 




KPRC-TV, Houston 


N 


X 


X 


X 


Sept '56 




KTRK-TV, Houston 


A 




X 


X 


X 




KCBD-TV, Lubbock 


N-A 


X 










KDUB-TV, Lubbock 


C 


X 


X 


X 






KMID-TV, Midland 


N-A 


Summer '56 








KENS-TV, San Antonio 


C-A 


X 










WOAI-TV, San Antonio 


N-A 


X 


X 


X 


X 




KCEN-TV, Temple 


N 


X 










KWTX-TV, Waco 


A-C 


X 










KFDX-TV, Wichita 


N-A 


X 


Jul '56 


Jul '56 


)an '57 




KSYD-TV, Wichita 


C 


X 








UTAH 


KSL-TV, Salt Lake City 


C 


X 








KTVT, Salt Lake City 


N 


X 








VA. 


WTAR-TV, Norfolk 


C-A 


X 


X 


X 


X 


WVEC-TV, Norfolk 


N 


X 










WTVR, Richmond 


A-C 


X 


X 


X 






WRVA-TV, Richmond 


C 


X 


X 


X 






WXEX-TV, Richmond 


N 


X 










WDB)-TV, Roanoke 


C 


X 


X 


X 






WSLS-TV, Roanoke 


N 


X 


X 


X 




WASH. 


KVOS-TV, Bellingham 


C 


Jul '56 






KEPR-TV, Pasco 


c 


Fall '56 








KING-TV, Seattle 


A 




X 


X 






KOMO-TV, Seattle 


N 


X 


X 


X 


X 




KTNT-TV, Tacoma 


c 


X 










KHQ-TV, Spokane 


N 


X 


X 


X 






KREM-TV, Spokane 




X 


X 


X 






KXLY-TV, Spokane 


C 


X 


Nov '56 








KIMA-TV, Yakima 


C-N-A 


target date fall '56 




W. VA. 


WHIS-TV, Blueficid 


N 


X 








WCHS-TV, Charleston 
WHTN-TV, Huntington 


C 
A 


X 
X 


X 


X 






WSAZ-TV, Huntington 


N 


X 


X 


X 


X 




WTAP-TV, Parkcrsburg 


N-A-C 


fall '56 








WTRF-TV, Wheeling 


N 


X 


Dec '56 


Dec '56 


Dec '56 


WIS. 


WEAU-TV, Eau Claire 


N-A 


X 








WBAY-TV, Green Bay 


C 


X 










WMBV-TV, Green Bay 


N 


X 


Late '56 








WKOW-TV, Madison 


C 


X 










WMTV, Madison 


A-N 


X 


Oct '56 








WTM)-TV, Milwaukee 


N 


X 


X 


X 


X 




WXIX, Milwaukee 


C 


X 









JULY 1956 
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2. What are predictions for the growth of color set circulation? 

RCA Kohert Seidel. IxCA ? \.p. in charge of consumer |)ro(]iK-l>. said tlial hy Clirislnias RCA's sales goal 
of o\er 200. 000 >els sold in 1956 may well be realized with dislrihulors in short supply. "Our market 
>urve\>. sa\s ^eidcl. "sliow that llicre are nearly one million persons who are ready and ahle to l)u\ a 
color television x't for S 195.. For RCA color is off the ground. 

. GENERAL ELECTRIC -Earlier this year C.E. v.p. W . K. C. Caker. recently elected president of RETMA, 
forecast around 150.000 color sets would he sold in 1956; 850,000 in 1957. C.E^. tv sales manager, Joseph 
I Effiuger. sa\s. "1956 is the year when color tv should he eslahlished. 

PHILCO — Larry F. Hardy. I'hilco v.|)., told a June Corn enlion of distrihutors that his C()m|jan\ "does not 
helieve < olor will lake hold this fall. ' With nine color models ready for |jroduction he discouraged sales 
of any hut present >lock. Philco s |)Osilron appears to he a "wait-and-see. " 



3. What does color add to the cost of television? 



LOCAL: To date six color stations ha\e issued special rales for color programing. In most cases the 
color rales add a Hal H) to 'M)''( to the hiack-and-while price. Most of the remaining color stations sim- 
charge the regular rale |)his the cost of special color facilities. A few make no extra charge. 

NETWORK: NHCV added charges for the use of the color cahle run $2,400 for an hour: $1,200 for a 
half hour; and $600 for a (juarter hour. The rnininrum cahle charge for color is $400. CHS has not 
yet set up any color rates and does not charge extra for color programing. 

FILM: S\ndicale(l color film costs range fronr 25 to UV < higher than the cosl^ for hhnk-and-w liile. In 
some instances an added cost of $170 has heen tagged on for each half-hour color |)rinl. 

COMMERCI ALS: Liye action or slo|)-nrolion conrmercials when run in color c()>t 25 to ?>?>'( nrore than 
l)lack-ari(l-w liile commercials whcrea^ aninralioii is only 15' r above the cost of black-and-white. Fart of 
the increased co^l of color conrmercials re^rdls fronr the reshooliirg arrd added rehearsal lime needed to 
obtain jir-l the right angle* aird the correct coloriirg. 
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OPEN LETTER 

to Neil H. McElroy, President of Procter & Gamble, Cincinnati 

Dear Mr. McElroy: 

According to our records, your investment in tv and radio ad- 
vertising during 1955 exceeded $58,000,000. 

Ten years ago it was $18,000,000; five years ago $29,000,000. 
This year you will probably top $65,000,000. 

P & G is a topflight leader in this decade of great business 
expansion, and one of the benchmarks of your leadership is the 
unparalleled faith that you and \'our associates have invested in the 
tv and radio media. Long ago \'ou proved that radio advertising, 
properly used, had a unique ability to move goods. You employed 
it to the fullest. When television came along you moved fast, har- 
nessing its power to the job of m:itching ever-expanding production 
with ever-expanding sales. 

Last year SPONSOR, in a series of articles on P & G, reported 
in detail on your use of the air media. In our opinion, the man- 
power, organization, initiative, analysis, and plain hard work that 
you put behind them is second to none. 

No doubt about it, tv and radio are vital to P & G. 

And SPONSOR (the magazine that tv and radio advertisers use) 
has been proud to tie in with your progress by providing you and 
man\^ of your key advertising and sales executives with an excep- 
tionally valuable trade paper service. 

But we're not satisfied with our service to P (Sc G. Far from it. 
Like P ^ G, SPONSOR'S growth has been marked by an alert an- 
ticipation of the trends and needs of the field it serves. However, we 
feel that our present bi-weekly formula does not permit us to go far 
enough. 

We should like to be able to make the big claim and the big 
JULY 1956 165 



(continued) OPEN LETTER to Neil H. McElroy, President of Procter & Gamble, Cincinnati 



promise — namch', that SPONSOR will, with each issue, give you a full wrap- 
up in depth of the up-to-date essentials in tv and radio advertising. What we're 
talking about is a single trade paper service so complete and so essential that 
you and \our associates will be able to keep fully posted. 

What this would mean to you is that one hour per issue with SPONSOR 
would give you a briefing and evaluation that will keep you abreast of the ad 
media on which you rely heavily for progress. 

What this would mean to us is that despite your staggering personal sched- 
ule, including such diversifications as budgeting, financing, legal matters, ex- 
pansion, new product development, you would find it economical to rely on 
SPONSOR for your tv and radio perspective. 

Your advertising and sales personnel, too, would cheer the reading econo- 
mies and greater value that such a trade paper would bring. For one of the 
most worrisome problems confronting the conscientious executive today is his 
inabilit)' to keep pace with his trade paper reading. Me can't find time to read 
them all. Me may be on the routing list for eight, subscribe to four, read two, 
absorb one — and worry because he doesn't know whether he has captured the 
essentials. 

Is it possible to publish a SPONSOR that gives you everything you want 
in one tv and radio publication? 

With our present bi-weekly forn^ula, we think no. 
With a weekly SPONSOR, we think yes. 

We reason this way. No bi-weekly can fully cope with the meteoric hap- 
peiiings of our industry. Even the best job of evaluation, interpretation and 
reporting falls short of being a complete wrap-up on an alternate-week basis. 
SPONSOR has had marked success with its formula of use articles and high- 
light news; but we would be foolish to contend that this represents the full 
ser\ice you need to keep posted. 

Only the regularity and timeliness of a weekly will permit a complete tv/ 
radio advertising ser\ ice for you and thousands of others of our country. 

So, SI^ONSOl^ is going weekly 2 No\ ember 1956, just as we begin our 
second decade of publication. And on 2 November we arc promising you what 
we have ne\er promised before — a new concept in broadcast trade paper serv- 
ice, a complete wrap-uj) in depth for busy air-minded executives. 
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We've mulled this move for a long time. We've felt the pulse of the in- 
dustry. We've set a straight course. We've planned carefully. We're confident in 
our decision. In addition, we're imbued with a deep-down desire to render the 
best trade paper service ever. 

Here are some of the components you will find in the weekly SPONSOR: 

1. An improved format, modern type-faces, faster-reading articles, crisper- 
looking pages, but the same identifiable SPONSOR with the same high use 
quotient. 

2. A significant new department of essential interpretive news and news 
trends in depth. We can reveal this much at this time — a separate, skilled staff 
of news analysts will handle it; we won't compete with other news magazines 
of our field; we won't cover the waterfront, but we will give you everything you need 
to know. 

3. Useful, readable and idea-provoking departments, some old, some new. 

4. A brand new concept which should make our back-of-the-book pages 
among the best read. 

5. iMore emphasis on film, tv and radio commercials, trends, basic prob- 
lems. More perspective on other media. More leg-work. More interest in the 
country at large. 

We think we can count on your regular readership, Mr. McElroy, because 
the new weekly SPONSOR will give you : 

1. Essential Reading {and only the essentials). 

2. Useful Reading (/'// line with our tried and true formula). 

3. Easy Reading {as easy-to-read as Life, SEP or The New Yorker). 

4. Fast Reading {all you need to know in capsule-style, plus article 
reading if you have the time and inclination) . 

In other words, a complete weekly wrap-up in depth for busy executives. 
Look for the new weeklv SPONSOR on 2 November. 



Sincerely, 
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SPOT 

More clieiils are leliiniing lo radio aiul buying i)cilteiii> are cliaiig- 

iiig. The tieiul toward short flurries of saturations popuLar la>l fall 

has given way to longer term schedules, from 13- to 52-weeks. 

Clients look foi- cunnilative audiences, buy more >prea(l. Slarls pajie 170 

SV!IET» 

Furclia-c of segnicnis, participation,- and announcement- in network <hows 
is even more marked thi? year, ^\''cl:s are revamping program siruclures lo 
acconnnodale the snuiller-hudget buyer a> \sell a- ihe hlue-chip necouiil- 
who ti y lo reach the total audience with fretpiency. Co\ erage -larls jiaiie 19J{ 



Basic, not booster medium now 



Clients buy longer saturations, use creative commercials with more musical underscores 



Availabilities 



Q. Does the rush into early- 
morning radio continue? 

A. Many timeliuyers and clients both 
feel that the diflerences between early- 
iiioniiiig radio and other time periods 
have evened np considerably because 
of the tight morning situation. 

■'Early morning does contiime big,"' 
a Kudner bn\er told SI'ONSOK. "But 
it has gotten so tight in many markets 
that clients were forced into alternate 
periods. And often the\ 've found that 
their ratings on a cumulative basis 
were not much lower than early-morn- 
ing ratings. And the ratings tend to 
be offset b) the fact thai early e\ening 
or da\lime coiinnercials, for exam])le, 



don't have to fight so hard for listener 
attention." 

With the emphasis upon big satura- 
tion buys, time periods downplayed in 
radio during the past few years are 
getting more attention. 

"Today there's more interest in the 
9:00 a.m. to noon period," says Art 
Pardoll, FC&B director of broadcast 
media, "because it's usually the pre- 
sboppiiig time and tends to reach wom- 
en at the psychologically appropriate 
moment. Ibis part of the radio day 
has slijjped since 1951, but may gain 
strength now." 

Q. How are buyers getting the 
choicest radio availabilities? 

A. As early-morning and early-eve- 
ning time has become harder to clear 
in radio, clients and timebuyers have 



had to reconsider their buying ap- 
proaches. A number of new trends are 
emerging for fall : 

The greater the saturation the time- 
buyer can order, the better, of course, 
is his chance for clearing the peak lis- 
tening hours. Two trends exist side by 
side today — greater frequency in an- 
nouncements used and longer-term con- 
tracts. W here short flurries of heavy 
saturations were the 1955 trend, con- 
tracts tend to be placed on a longer 
basis today. It's no longer rare to see 
52-week spot radio contracts, clearly 
designed to establish time franchises. 

"Agencies found the 'in and out' ap- 
proach too expensive." as one J. Walter 
Thompson buyer phrased it. "This 
)ear there's a tendency to go in and 
stay. Wilh the number of saturations 
in radio, short-term campaigns don't 
seem to build uj) the momentum re- 
quired this year. Therell be some 



RANGE OF RADIO'S USE VARIES FROM LOW-COST SE 



Shell Oil Co. J. Walter Thompson 

Radio's mission: strclcliing liiulfict too tliin 

with more expcn^^ivf spot t\, gain local iin|iacl 

Client's method: Slieil conrentratcs on .')■ and 10 
iiiiiiiitc piii)lic, '■(■ivicc ^lIo\vs in 61 of its heavy 
markets. >lio\vs are iie\\>, wealiiei and tiafhc rei)orts, 
vuppleniented for '-i)eeial proniolioiis or holiday 
\\eekendN with sln)rt term annonneeuieiit saturations 

Radio results: Division managers keej) eloso tal)s on 
radio efTorl, wliieii rejiresenls 10% of air hudget, 
report on its elTeetivcness in sales and eost-per- 1 .000. 
'^Ii-ll i- a^s(,eialed with rommnnily service 



Nestle Go. Bryan H ouston 

Radio's mission: In fall 1951, it was to relieve 
.Nescafe slumping sales against competition in Ohio 

Client's method: Nescafe plunged $150,000 into a 
200-weeklv test in Cincinanti, Ohio, developed pattern 
of 2-week flurries of up to 230 announcements 
weekly per market. On that pattern, it went in and 
oiU of troid)le markets where sales lagged 

Radio results: Within months, downward trend in 
Ohio was stopped, share of market increased, dollar 
volume np over previous year. Nescafe also sold in 



quick flurries of announcements still, 
but these will be for special promotions 
and on top of the regular schedules." 

While some products like Esso's 
Essotane still go in for big flurries of 
two weeks followed by a hiatus, most 
radio advertisers today buy saturations 
on longer-term basis. Saturation in 
today's parlance usually mean a mini- 
mum of 20 announcements weekly per 
station. But you can find widely vary- 
ing definitions of saturation among 
both buyers and sellers of time. 



Client attitude 

Q. Is radio tough to sell to the 
advertising client? 

A. Not at all, say top agency media 
men. "More thought is being given to 
radio this year than at any time since 
the advent of tv," says Jerry Sprague, 
Cunningham & Walsh media buyer. 

The trends, begun last year, have 
continued into 1956, with particular 
emphasis upon separate budgets for 



ladio and tv. ■'Client^ no longer lump 
the two together in their appropria- 
tions," a Y&U media executive told 
SPOiN'SOK. "Radio is recognized as a 
medium that has a < ertain part to play 
in fulfilling the marketing aims of a 
particular advertiser. And there's no 
longer the feeling that one must cut 
corners in radio to lia\e more money 
for tv." 

While tv budgets tend to be kej^t 
strictly apart from radio budgets, the 
copy themes have been merging in 
some cases. There's a real effort being 
made today to use spot tv and spot ra- 
dio to compliment each other. For 
example, an advertiser might use tv 
l.D.'s as attention-getters and back 
them up with a barrage of minute an- 
nouncements in radio that do a prod- 
uct-selling job. 

Reps are particularly aware of the 
change in client and agency attitude. 
As the head of a network radio spot 
sales firm put it to SPONSOR recently: 

"We're not fighting for the same 
dollars that television is, as we were 
a year ago. Advertisers these days 
aren't taking away radio money and 
throwing it into tv. They have a 
healthy attitude toward spot radio, and 



tele\i^ion can take a big share f)f the 
credit. Ad\ ei timers are thinking big, 
which they didn't before tv. Today, 
they're putting a whale of a lot more 
money into all their advertising. 

Q. Are some advertisers switch- 
ing from tv to spot radio? 

A. This has lia|)pened in a number 
of cases, reflecting the greater confi- 
dence in ladio's ability to carrj basic 
marketing objectives. 

Best Foods' Xucoa margarine con- 
\erted t\ dollars into ratlio toward the 
end of 1955 for a saturation test in 
L()< Angeles. The brief radio satura- 
tion is said to have raised Xucoa's 
share of market from 60 to IS^^t . Now 
the margarine is in several major mar- 
kets with as many as 45 announce- 
ments on each of three or four stations 
per market (\'ia Dancer-Fitzgerald- 
Sam|)le I . 

Kiwi shoe polish (\ia Street & Fin- 
ney) also recently reduced its spot tv 
expenditure for the purpose of adding 
a saturation radio campaign in most of 
its markets. In New York, Levv Bread 
I through Doyle, Dane & Hernbacli I 
dropped >pot tv in favor of spot radio. 
(Please turn to page 174) 



OMPLETE MARKETING JOB AS THESE CASES SHOW 



White Rock Corp. MacManus, John & Adams 



Contadina 



Brisacher, Wiieeler & Staff 



Radio's mission: Iiirrea^e \^'liite Rock's ^liare of 
New York market, inerea>e over-all sales, add bottlers 

Client's method: \^liile Rock put over .'j09o of 
$750,000 budget into spot radio, rotating products 
seasonally in 5 to 200 aiinonncenienis weekly per 
market, depending upon ron>unier habits. Jingles 
followed with hard-sell by IVyclie 

Radio results: X. Y. budget, set according to sales, 
increased by third (or '56. White Rock has good, 
hard-to-gct shelf space in supers. Radio pulled more 
responses to White Rock's sclfdiipiiduting oflers 
than any other niedinni 



Radio's mission: Hold Contadina Tomato Paste's No. 1 
shelf position, protect it< di-trihution, pre -ell for 
fall by keeping brand name in women'* miud- 

Clicnt's mcthori: Contadina (bcided to dominate 
radio, w ith S^00.000 in a fall Oweek awd >pring 
6 -week saturation in 9 markets, with W announccmrnt- 
weekly, 6:00 a.m. -6:30 p.m. near per-oualitie- 

Radio results: ( ontadina broker-, along with radio 
stations, got more in->lore proniutiiui than the\ could 
use. Listeners wiote in for t^ontadina jingle, ■^ale- 
clindied again-t two tough competitor* 
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You'll hit 
pay-iiH spMnl U'f 

pMi We« ofhted mi l J 



Wona s new an 
fective answer to the 



question of HOW TO 
BUILD YOUR SALES K 
VOLUME and FOCUS 
NEW ATTENTION ! 
ON YOUR STATION! " 



YOUR LOCAL 
MERCHANTS WILL 




( * 





^distinctively 



YOUR STATION'S 



VOICE OF FORTUNE 
when tied in 



with your station 




call letters! 



You'll sell announcements and pre 
gram time on your station morning, 
noon and n.ghf. This Is the Irresisfl- 
ble kind of radio advertising and 
merchandising Idea that local, 

regional and national advertiseis 

will want to get in on. 
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lACllHitS iiMiTt . viL^'J'Kt BuilDi'iG iG-omo 



Get the whole story now ... . 

FILL IN, CLIP AND MAIL THIS COUPON TODAY! 



WORLD BROADCASTING SYSTEM, INC. 

488 MADISON AVENUE 
NEW YORK 22. NEW YORK 

RUSH . . . without obligation .all the money-making facts on 

RADIO'S VOICE OF FORTUNE and how this great new audience 

building game can work for us! 

Individual 
Title 

Station * 

Address^ 
City 



Zone 



State 



SPOT RADIO (continued) 



Buying trends 



Q. Wfjo are the advertisers buy- 
ing spot radio in 7956? 

A. Major national spot radio clients 
c urrenlly run the gamut from cigarettes 
to cofTe*' to automotives and >oaps. 
I lie trend among national blue-chip 
account?- this s^pring and foi fall has 
been to in<'rease spot radio budgets. 
A SI'O.NSOK surve\ among national 



representatives pegs the following ad- 
vertisers as among the current top 
spenders in the medium: Lever Bros, 
for I'epsodent and Wliisk especially; 
Fels Naptba: Lucky Strike; Philip 
Morris; R. J. Ueynolds for Winston 
particularly: General Foods, particu- 
larly for Maxwell House: the major 
airlines; Texaco; Shell. 

Major regional advertisers who're 
using the medium to push distribution 
are one important group buying spot 
ladio for sunnner and fall 1956. Local 
ad\ertisers continue bea\'y in radio. In 



many instances such clients carved out 
valuable time franchises for themselves 
during the years when national ad\er- 
tisers <ut their radio budgets and con- 
tribute to clearance difliculties national 
advertisers experience in the most- 
sought-after periods. 

Manv of these local advertisers have 
grown into regional distributors with 
the help of spot radio. Chock Full o' 
\uts (throngh Grey Advertising), for 
example, started in New York City with 
saturation radio and is now building 
stature in New England using its tested 
spot radio and spot tv techniques.) 




Whtrtver Ihere'i aclion you find WPDQ'i Mobile 
Studio 




puts your WPDQ radio 
campaign right at the 
POINT OF SALE 

Here's a new and powerful sales 
booster you can employ in the rich 
lacksonville, Florida market. 

DRAW CROWDS — for 
sampling, for on-air inter- 
views, for merchandising 
events. BUILD GOODWILL 
with dealers, wholesalers, 
.1 customers. ADD EXTRA 
SALES PUNCH to regular 
radio schedule at small cost. 
Call Venard, Rintoul & Mc- 
Connell or James S. Ayres 
(Southeast) for complete 
information and rates on 
Radio ACTIVE Merchan- 
dising. 



Point el Sale Merchandiiing with Startling Impact! 




5000 WATTS 
600 KC 



Jacksonville's most powerful radio voice 



Q. Why are major advertisers 
buying spot radio this year? 

A. The reasons for fall as in the sea- 
son just past run the gamut of market- 
ing objecti\es: fl) to sell products to 
consumers; (2) to support trade and 
retailer promotions; (3) to push dis- 
tribution; (1) to sol\e local sales or 
competitive problems; (5) to back up 
expensive national tv efforts; (6) to 
get rapid product identification; (7) 
to introduce new products or new uses 
of products. 

The essential difference in clients' ap- 
proach to spot radio this year as com- 
pared with previous years is the \'arie- 
ty of problems the medium is called 
upon to sok e. Where radio was con- 
sidered mainly a "booster medium" as 
little as 12 to 18 months ago. there's 
now more acceptance of the medium's 
importance in fulfilling major market- 
ing aims. 

Nescafe, for exani])le, tested satura- 
tions (100 announcements weekly) in 
WLW. Cincinnati, a year ago fall, saw 
a declining sales cune pick up against 
a major competitive push, and cur- 
rently goes in and out of 200 markets 
with massi\e hnys as local sales prob- 
lems CM -cur. 

Oil comj)anIes have continuously 
bought spot radio, both announcements 
and |)rograming. for the immediacy 
and local nature of the impact. A Shell 
Oil advertising executive told SPO.N'SOR, 
"W e prefer a blanket of heavy radio to 
limited tv. " Like all automotive adver- 
tisers, the oil companies are interested 
in frecjuent and localized impact "that 
rides with the buyer to the local point- 
of-sale." 

Many supermarket-distributed prod- 
ucts use spot radio to get distribution 
and shelf s])ace both. Typical case in 
point is \^'hite Rock Corp., which fights 
the battle of too many brands. "Con- 
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From a prf Mid Coiitiiu-iit 3.'.i'^''f ^V1)(;^■ 
is now solidly in the lin 's with ri 
-AA^'.'f allda.v avL-rago davtii c 
Hooper.* and rising all the time. 

From a disnuil Mh in January WlXiV 
is now a clc-ar second I K)'',- ahead 
of station i3 . . . 228' <■ ahead 
of station tf-} . . . 2(37'"< ahead of 
station #,"). 

Xow WDGV has more audience all day 
than the next llirrc stations combined! 

WlXiV's Xielsen is up 93% over 
the last tune.** 

It's Mid Continent inusie, news, ideas 
at work — attracting new dialers daily 
aiiil ki t ping them. 

Tiinelmyers are buying WDGY, 
getting results, too. 

WDGY has momentum. Spend a 
moment or two with General Manager 
Steve Labunski — or an 
Avery-Knodel man. 

* May-June, 1956, 7 a.in.-G p.m., .Mon.-Sal. 
.Ifiii. ilorcli. tVo*i, li (i.m. t) p.m. ^fon Fri. 




WDGY 

Minneapoli$-Si. Paul 
50,000 watts — and almost perfect-circle daytime coverage 



•CONTINENT BROADCASTING COMPANY 



'The Storz Stations" — President: Todd Storz 



WDGY, Minneapolis-St. Paul 
Represented by 
Avory-Knodoi, Inc. 



KOWH, Omaha 
Represented by 
H-R Reps. Inc. 



WHB, Kansas City 
Represented by 
John Blair & Co. 



WTIX, New Orleans WQAM,* Miami 

Represented by Represented by 

Adam J. Young, Jr. John Blair 4 Co. 

•Tranj/^r Subject to t'Ct Approral 



JULY 1956 
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SPOT RADIO (continued) 



sumei deinaiul is the surest way to gel 
good supt-rmarkel and other retailer 
>helf space." says MacManus, John & 
Adams \'.]). and account supervisor. 
Cal J. McCarthy. Jr. "That's why we 
lean hea\il\ on saturation spot adver- 
ti.-ing.'" Over 50'? of White Rock's 
j>75().00() hudget for 1956 is scheduled 
for radio announcements, building to 
peak summer schedules of 200 wcekh . 

Contadina Tomato I'aste parla\ed a 
>400,000 >pot radio budget into a na- 
tional trademark with a l.S-wcek cam- 
paign. The firm needed to maintain 
its shelf position in existing retail out- 
lets, protect its distribution and sell to 
consumers. e decided to take one 
niedinm and dominate it as far as to- 
mato ])aste brands were concerned," 
said \\ alton Pnrdom, executive v.p. of 
Crisacher, Wheeler & Staff, San Fran- 
cisco. 

Campbell Soup went into spot radio 
])ast fall at BRDO's recommendation to 
get into hard-to-reach rural areas in 
the South and Southwest with the 
maximum frequency. Major appeal 
that sold Campbell Sou]) on 26-week 
camjjaign in over 60 markets was low- 
< ost coverage of tough-to-get-areas." 



Business outlook 



2. The heaviest saturations are con- 
centrated in major metropolitan mar- 
kets, and some of the smaller markets 



Q, Wh^.t volume of business is 
predicted for 7956? 

A. Here answers vary considerably. 
Some national reps have noted a sharp 
rise in volume during the first quarter 
of 1956 over the comparable period in 
1955. The boom that began in fall 
1955 has not only not let up but has 
gathered momentum since then. 

Timebuyers evaluate radio's growth 
more conservatively, though the con- 
census is that 195() will be the best 
jear for sj)ot radio since the advent of 
tv. However, buyers ]joint to two 
trends in spot radio that may restrict 
the scope of its 1956 growth: 

1. Old accounts coming back into 
the medium are offset 1)\ other ac- 
counts leaving. While < ertain national 
advertisers Iia\e carved out time fran- 
chises for themselves in radio, smaller 
national and regional accounts still 
tend to be in a state of flux where ra- 
dio is concerned. 



tend to be ignored. 



Commercials 



Q. What trends in radio copy- 
writing are apparent in 7956? 

A. .More copywriters are finding ra- 
tllo commercials a challenge again. 
Radio w riting is not so often sloughed 
off as it had frequently been in the 
recent jiast. 

In their attem])t to make commer- 
( ials sound more distinctive, copy- 
writers are turning increasingly to 
(diaracterizations rather than mere an- 
nouncing of words. This trend is a 
corollary to the stress on "personality 
selling" in radi(J. In other words, even 
when < ommercials aren t to be de- 
livered bv local personalities in local 
partici]iation shows, clients and agen- 



YA' CAN'T COVER WASHINGTON 
WITHOUT GETTING IN THE MIDDLE! 




WATTS 



WENATCHEE 




KC 



WASHINGTON 



THE COLUMBIA BASIN STATION — 1,000,000 NEW ACRES OF FARMLAND 

Wc guarantee to get results 2 to 
1 over all other North Central 
Washington media. 




REOIONAl REPRESENTATIVES 

Moor* •ml bind, SooNio, Wmth. 

NATIONAL REPRESENTATIVES 

forlorn and Co., Intorpfattd 



AN ABC-NBC AFFILIATE ONE of the big SIX forjoe represented stations of Washington 
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WTIC 



by Every Measurement 

A GREAT RADIO STATION 




MANAGEMENT 

WTIC is managed by 
people who pioneered 
many of radio's early de- 
velopments. 



PUBLIC SERVICE 

^JlChas earned the loyalty 
; conf,denceof,tsl,s,e2 
^oonlyintirnesof emergency 
and disaster but every day the 
public welfare is our concern. 







Jit 



nf the g^^^' 
Connecticut, the .heU.S. 
WTIC market, ranks 'J^^ dominates 

this prosperous so 

n„„;np income per 
, 1954 Effective Buying ^^^^^^ 

family 




yWeasure of a Great 
Radio Station 



* Copr. 1955, Sales Management Sur- 
vey of Buying Power; further repro- 
duction not licensed. 

REPRESENTED NATIONALLY BY 

THE HENRY I. CHRISTAL CO., INC. 

NEW YORK ★ BOSTON ★ CHICAGO 
DETROIT ★ SAN FRANCISCO 
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SPOT RADIO (continued) 



rie? still seek a "personalized" or per- 
haps "individualized" ajiproach to tlie 
rommerrials. 

For exainj)le ^ i^R cojjv uriter Ed 
Graham Jr. created "Rert and llarr\." 
the Piel Brothers. he<-aiise he wanted 
his two ( hara< tcrs to come across "ra- 
dio-v isiialh " without pictures as on tv. 
Roll and Rav a<t as the two Piel 
Brothers, and have been selling the 
product for many monUis now. 

Other noticeable trends in radio copy 
this \ear are longer jingles, more and 
different uses of music (su< h as musi- 



(ai trademarks) and more production 
v alues per commercial. ' 

Q. Are any tv or print campaigns 
growing out of spot radio cam- 
paigns and copy themes? 

A. For the first time in some years — 
yes. There are instances when radio 
copy provided the basic idea for a 
v\h((le cam])aign. This fact is tlie result 
of a trend toward punchier, more crea- 
tive, more memorable radio commer- 
cials. The Pepsodent theme, for ex- 



ample, which is now in all media, was 
originally an audio theme: "You'll 
wonder where the yellow went when 
you brush your teeth with Pepsodent." 
Terri Macri of FC&B who wrote the 
theme hadn't thought of it for only 
one medium, since most FC&B copy- 
writers write for all media. But one 
of the major factors in favor of the 
theme was its audio appeal. 

The "Bert and llarr) Piel commer- 
cial were originally written just for 
radio, but when they ])roved to be a 
big success. Y&U commissioned UPA 
to make film commercials for tv based 
on the same characters. 



Transcribed shows 



Q. What's new in the transcribed 
radio program field? 

• A. According to both dollar figures 
and opinions of three transcription 
services, business progressively gets 
better. A. B. Sambrook, manager of 
RCA Recorded Program Services, 
notes that station trend toward block 
programing is aidini; sales for that or- 
ganization. Ben Philley, general man- 
ager of F. W. Ziv Co.. states that dur- 
ing the first six months of 1956, Ziv 
radio sales topped those of the same 
1955 period by 47*^. Harry S. Good- 
man, president of Harry S. Goodman 
Productions, told sroNSOU that "in the 
first three months of 1956, we did as 
much business as we did throughout 
1955." 

Ziv Radio observes that many out- 
lets purchasing the open-end program 
packages are slotting the shows in ver- 
tical blocks on weekends and in hori- 
zontal strij)s on weekdays. Programs 
become sj)ot-carriers that jirovide the 
cumulative audienee penetration adver- 
tisers want. The block programing 
trend, notes Ben Philley, usually goes 
into phiy from 8:00 p.m.. at a time 
when the networks used to program 
drama. y\niong the programs distrib- 
uted to its subscribers are: Cisco Kid, 
Boston Blackie, I Was A Coiumunist 
jor the FBI, Bright Star, Freedom 
U.S.A., Movietoini Radio Theatre, Mr. 
District Attorney, and Dorothy and 
Dick. 

Phiile\ also points to the fact that 
many of the programs mentioned 



The SUCCESS of ANY ADVERTISING CAMPAIGN 
IS BASED UPON , RESULTS ACHIEVED' 



WHEN A PROGRAM BRINGS IN 
137.728 VOTES 

MADE UP OF LABELS FROM A CLIENTS' PRODUCTS. 
AND REGISTERS A 37% INCREASE IN RESPONSE OVER 
THE PREVIOUS YEAR'S CONTEST — 




BROTHER. THAT'S GETTING RESULTS' 

PROGRAM "SO YOU WANT TO BE A DISC JOCKEY" 

FEATURING: ENTRANTS FROM SPRINGFIELD AREA HIGH SCHOOLS 

TIME; 4,00 TO 4.30 P.M. MONDAY THROUGH FRIDAY 

SPONSOR PEGWILL PACKING COMPANY 

ANOTHER WMAY SUCCESS STORY. BASED UPON RESULTS 



WMAY 



NEC 



SPRINGFIELD, ILLINOIS 
REPR' SFNTPii NATIONALLY BY JOHN E, PEARSON COMPANY 
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Coyer ige 



Thousands of square miles — 1(?0 comities in 5 states — 2^4 niilliun 
people — 660,950 families with radios, 98% penetration — and 

}}iost of those radios, most of tJie time, are tuned to 

WNAX-570 

7'he most effective and economical media buy to cover all of rich Bii{ 
^S}^i(^ Land^ -where TV means 'T ain't Visible — one of the more 

important markets in tJie U.S., ranks 6th in effective buying power. 
Call your Katz man. 

(All right y so ice canh sfell. But a lot of people 'x'lth 
a lot of moJiey to spend sure listen to our radio station.) 





lie ACCII LAND 



WNAX-570 YANKTON, SOUTH DAKOTA 



CBS Radio. A Cowles Station. Under the same manage- 
ment as KVTV, Channel 9, Sioux City, Iowa. Don D. 
Sullivan, Advertis!n,g Director. 
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SPOT RADIO (continued) 



above are used in direct competition 
to daytime serials, at times in the after- 
noon |)re\ iousK considered ''soap op- 
era" slots. 

Ziv Radio point^ to two additional 
trends among its sul)>cribers: the up- 
surge in use of "name talent ' dc\ ices 
and increa>e in ser\ ice aids. The lat- 
ter includes publicity material, on-the- 
air promotion, ad mats, jioint-of-sale 
material, posters and earcards. In 
195(), all bran< hes of Zi\' budgeted a 
total of s800,()00 for the-^e >talion and 
sponsor services. 



RCA Recorded Program Scr\ices 
notes increased sales of e.t.'s revolving 
about m\sterv themes. Among these 
are Weird Circle and Haunting Hour. 
Also on the sales upswing are daytime 
serials, such as Aunt Mary (now co-op 
on 23 CBS outlets) and Dr. Paul, 
which are in a total of 60 and 50 mar- 
kets respe<'ti\el\ . "The reason for in- 
creased sales," says A. R. Sambrook, 
"is probably that many stations arc 
now running these series across-the- 
board and in blocks because such net- 
work ser\ i<'C is limited." 



Program services 
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FOR THE BEST MUSIC ON THE AIR 
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NOW 50,000 WATTS • DIAL 1560 

Ihp Radio Si,r on ,( 'hp Y. Timp-, • , .'9 West '13'cl Stfeel New York 3G N Y LAc^awdnnd 4 1 100 



Q. What's new among radio pro- 
gram and sales services? 

A. RCA Thesaurus. WVirld Broad- 
casting System and Lang-\A'orth all re- 
])ort new efforts toward sparking radio 
business, prestige and enthusiasm. 

A. B. Sambrook. manager of RCA 
Recorded Program Scr\ ices, cites a 
continuation of Thesaurus' successful 
"Shop at the Store with the Mike on 
the Door'' promotion. Over 300 sta- 
tions have been using this idea. 

Programs rccentlv announced for 
the 1956-57 year by WCA Thesaurus 
include its five-minutc Great American 
Women (fully recorded), The Law- 
rence Well: Show (half-hour with 
scripts and disks) and Jazz at the Phil- 
harmonic (open-end and may be show 
in itself or u-ed as part of an existing 
jirogram). there's also been emphasis 
on open-end shows of dramatic or non- 
musical nature at Thesaurus. These in- 
clude Grantland Rice, Football with 
Terry Urennan and Great Days We 
Honor. 

According to Pierre W'cis, general 
manager of World Broadcasting Sys- 
tem, Vi'BS has been adding shows w ith 
"local appeal" to its offerings. Some 
are: What's Going; On? The Church 
Bells liing. What's the Farm iXews? 
All are built around transcribed pro- 
gram signatures and script formats, 
hut utilize the voices of local radio 
j)ersonalitics. 

World's "Big Little Man"' promotion 
swung into use at 468 outlets on 15 
February 1956 and by this time has 
reached the 600 station mark. The 
promotion revolves around a national 
contest to name Radio's Big Little Man. 

One of \\'orld's most successful 
shows is the recently launched Voice 
of Fortune, designed as an all-day au- 
dience l)uildcr. More than 65^> of 
\Vorld subscribers arc now carrying or 
plan to schedule the program package, 
which has brought stations over S750,- 
000 in new spot business to date. 

Voice is a telephone quiz show which 
centers on listener identification of the 
voices of "mystery personalities" who 
are actually famous personages. Flexi- 
ble format of show iijiows it to run on 
an all-day basis, weaving in and out of 
station schedule. 

From John Langlois of Lang-\\'orth 
comes the following statement: "Dur- 
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KMA MAIL 



1955 



206,352 Pieces of Mail 



Response— Demand Sales Action 



(and they get it!) 



Commercial Orders, Contest Entries, Requests for Literature, Etc., 
Received by KMA from Listeners During 1955 
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R*pr*i«nt*d by Idword Pttry A Co^ live 





Bigger than the 
13th iMarket 



SPOT RADIO (continued) 



iiig the past 12 months, Lang-\^'orth 
lias pursued a vigorous and dynamic 
approach to its subscriber needs with 
the result that it has increased its basic 
library I program I subscribers by 
30'"r. and at present there are 780 sta- 
tions using its commercial service. ' 

Q. What programing trends are 
reflected in activity by the pro- 
gram and sales services? 

A. World Broadcasting, having 
upped its talent budget of last year by 



23'^, notes that '"name"' personalities 
are in demand. To meet this demand, 
they've signed such show people as 
Doris Day, Victor Young, Russell 
Arms, Eddie r5ush, Bobbie Hackett and 
Mimi Martel. 

RCA Thesaurus finds that there's a 
trend toward sparking up the local 
d.j. show. At present, they are dis- 
tributing a group of 45 r.p.ni.'s known 
as "Show Stoppers." which feature 60 
different characters and 16 linguistic 
dialects. They are desi<ined to provide 
a "cast" for the single studio disk 



jockey. "Sell Tunes'" are also a device 
to aid the d.j. show. They're musical 
introductions for local commercials 
and also serve as program theme 
music. 

John Langlois notes that in the past 
year, Lang-Worth has found a dy- 
namic element making itself felt in ra- 
dio programing — a movement away 
from excessive reliance on the pop rec- 
ord show pure and simple. It has 
helped stimulate this trend by its em- 
phasis on a variety of programs, in- 
cluding such offerings as The Caval- 
cade of Music, MuMc by Mantovani, 
Sunshine Boys. 



Farm radio 



Q. How many stations program 
to the American farmer? 

A. Buyers' Guide found that 16% of 
total respondents scheduled programs 
each week specifically beamed to the 
rural audience. It notes that this com- 
pared with 10% of the respondents in 
1955 and 64 7^ in 1954. 

Of the 1,901 stations programing 
farm features regularly, 523 {28%) 
program more than five hours per week 
in this category. And these 1,901 out- 
lets represent 47 states. 

"There's practically no such thing 
as a farm home that doesn t have one 
or more radio receivers," states spon- 
sor's most recent "Farm Section" (see 
31 October 1955, issue). Basis for the 
statement was a cross-section of NCS, 
station and independent research re- 
ports which set U.S. farm radio owner- 
ship at the 95% figure. 

Q. How can radio advertisers 
best sell to farmers? 

A. John Dow, vice president at Bo- 
zell & Jacobs, Omaha, presented views 
on selling farmers via radio in spon- 
sor's "Farm Section" which are 
thought-provoking. Among them: 

1. The light touch in advertising 
appeals to the farmer. He likes to joke 
though he's so often pictured as over- 
serious. 

2. Talk about the quick, easy way 
to do things in copy. A fanner is a 
busy man. 

3. Don't feel that announcements 
are always cheaper than programs. 



1000 watts 



W BR 



1300 kc 



First Again in Baton Rouge. 



36.1 



W4BR has largest share of audi- 
ence morning, afternoon & 
evening than all stations 
serving Baton Rouge. 
Hooper — April 1956 



21.3 



15.6 



15.1 



10.: 



WIBR 



station 
B 



station 
C 



station 
D 



station 
E 



station 
F 



Baton Rouge's oidy full-time independent station. 



For sj)ecific program ratings & availabilities, contact 



The Walker Representation Company 
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LOS ANOCLCS 
SAN FRANCISCO 



nnounce 



^licir '^iJjyointmcnt 



NATIONAL SALES REPRESENTATIVES 



FOR 



WCAO AND WCOP 



BALTIMORE MD. 



BOSTON MASS. 



In addition to 



National Representation of 



WMPS 



AND 

MEMPHIS TENN. CHICAGO ILL 



WJJD 



^lie (f3roaclcaAt Serviced f-^(oug.lt, ^nc. 
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************ 

JVew, Timely Election-Year Continuities 

J presents the IQSfi 




SIDEITIIL 




Program Scripts for Radio and Television 

liackgroiind — color — ])CisonaIitics — oddities — the intriguing 
stories oE jjast elet tions are all neatly wrapj^ed in this BMI "Presi- 
dential Package" containing an assortment of 23 scripts for a 
total of five hours of programming. 

'THE FIRST ELECTION" One half-hour script 

Relates ilie siiiprisiiif^ afiei ninth of Aineiica's fust picsidciilial election 



'A PRESIDENTIAL CAVALCADE' 



Seven five-minute scripts 



Odd and intei cstiiirr lacts about our chief executives . . . their hobbies, early 
jobs, peisonal anecdotes and other aulhenlic items. 



'FAMOUS FIRST LADIES' 



Five 15-minute scripts 



The inside stories of live graiioiis women who accompanied their husbands 
to the W hile Honsc 



'RISE OF POLITICAL CAMPAIGNING' 



One half-hour script 



1 he cartoons, rallv sonj^s, gimmicks and technitpies of nnusiial political 
campaigns tlirongh the veais 



"THE PRESIDENTS SPEAK' 



Seven five-minute scripts 



Dramatic highlights of eventfid speeches based on actual recoidings of the 
Presidents' voices 



"FAMOUS CAMPAIGN SONGS' 



Two half-hour TV scripts 



Hisloricallv accurate account of the songs that influenced elections ... for 
visual elfect a collection of the original sheet music 



'CAVALCADE OF PRESIDENTS' 



Two half-hour TV scripts 



Intimate glimpses into the lives of onr ])!esidenls ... for visual effect -a 
(oUeclion of pliotogiaplis, holli formal and candid 



'TIME SIGNALS— STATION BREAKS' 



:10; :30; 1.00 



"\ ote as yon please, but please vole" and a variety of othei useful and timely 
aunoiuicements, 

BMI's "Presidential Package" is available to all sta- 
tions without charge as a station and public service. 



BROADCAST MUSIC, INC. 

589 Fifth Avenue, New York 17, N. Y. 



Programs can be cheaper, based on ef- 
fectiveness. 

4. Advertising in farm media 
should be slanted more directly toward 
the farmer. For example, advertising 
of ordinary food and drug products 
should take into account certain basic 
diflereiices between living on a farm 
and living in town. 

To the above points. Tom Raglancl, 
farm director of John Blair & Co., 
Chicago, added these six suggestions: 

1. Study carefully all available in- 
formation pertaining to farm audience 
listening habits and to farm character 
of the area served by the station. 

2. Schedule on a market-by-market 
basis as opposecl to a set national pat- 
tern because listening habits vary and 
there is no ''one best time" which will 
hold true across the country. 

3. Effective farm radio campaigns 
are long-range, usually 52 weeks. In 
addition to frecjuency benefits, the ad- 
vertiser retains the valuable associa- 
tion of a top farm personality. 

4. Most outstanding farm radio suc- 
cesses have come from live copy done 
by a local personality. 

5. Copy should be prepared with 
farm audience appeal, considering that 
today's farmer is primarily well edu- 
cated and interested in honest, factual 
information about the product and 
how it benefits his family and him. 

6. Merchandise campaigns to deal- 
ers. Use farm service feature to full 



advantage. 



Q. Does Madison Ave. 
understand farm radio? 



really 



* * 



* * 



A. The gulf between farm radio and 
Madison Avenue is more than geo- 
grai)hical. Few consumer products on 
the national level lia\e begun to make 
use of the high impact and audience 
selectivity of farm radio. These arc 
some of the points which sellers of 
farm radio feel are not understood by 
many consumer producls advertisers: 

1. Selective programing, such as 
farm service shows, has an uiuisual 
impact on the listener, and farmers lis- 
ten intently to market and weather re- 
ports, to tips on farnn'ng and farm- 
slanted entertaiinneiit. They have to 
- it's dollars-aiid-ccnts to them. 

2. Farm audiences present an ex- 
cellent target because the target is so 
well defined. 

3. The popularity of many farm 
shows is such that they are good cost- 
I)cr-LOOO buys. 
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THROW AWAY YOUR 




PLUS BIG CHUNKS OF 4 MORE STATES 



ANYWAY YOU FIGURE IT... RATINGS 
...COVERAGE.. -.THE SUNFLOWER 
NETWORK MAKES ALL OTHER 
BUYS OBSOLETE 

Now .... one low-cost buy delivers Kansas, plus 
big chunks of foiu' neighboring stales. One buy 
delivers a loial audience area of 3 2/3 million 
people! And ihe beauty of it is this .... you buy 
the entire 5-station network for LESS than the 
cost of the ^Vichita-l'opeka combination ^\'hich 
previously dominated national schedules. 
NO\V, you buy 87% of Kansas {population .... 
84% of the total retail sales .... in one neat 
package! All five stations are high-rated in their 
own market. All fne stations offer you good 
po^\'er (three 10-thousand ^\'atters and two 5- 
thousand watters.) You cover Kansas' major 
metropolitan areas PLUS the rich farm belt. 
^Vrite now for a complete rate and coverage 
schedule. See your 

JOHN E. PEARSON 

COMPANY 

representative. 





* 312 TIME 

SENDS A 60 SECOND 
MESSAGE TO 

^ 2y MILLION 
0^ PEOPLE! 



KGGF - Coffeyville 

10,000 WATTS 

KFBI - Wichita 

10,000 WATTS 

KVGB - Great Bend 

5,000 WATTS 

WREN - Topelta 

5,000 WATTS 

KOAM - Pittsburg 



10,000 WATTS 






C/ NETWORK 



JULY 1956 
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1000 WATTS 
970 KC 




POPULAR 
MUSIC 
24 HOURS 
AROUND THI 
CLOCK . . . 



BAKERSFIELD&KERN COUNTY 
CALIFORNIA 



1. Hub of Colifornio'f 
petroleum industry 

1. Notionolly §\ in cotton 
|3 in agriculture. 



of the 

WESTS 

RICHEST 
MARKETS 



I.. Center ef Notion's 
Supersonic Alreroft 
production. 

Desert Exponsioni 
Amerlco's fostett 
yrowing frontier. 




Foreign language 



Q. How extensive is foreign- 
language radio broadcasting? 

A. As the number of stations pro- 
graming for foreif^n-language audi- 
ences grows, the number of languages 
programed grows. This is indicated 
in sponsor's 1936 Buyers' Guide and 
is based on the following figures: In 
1955, 369 respondents scheduled shows 
in foreign tongues numbering 38; this 
year, 410 stations fell into this cate- 
gory, with a total of 'iP> languages 
represented (this does not include most 
Mexican-Spanish stations, dealt with 
separately below). Tlie survey showed 
that 153 outlets broadcast Polish most 
and that a number of stations now 
broadcast in languages completel) new 
to radio, such as Belgian, Chammora, 
Danish, Hebrew, Latvian, Maltese, 
Macedonian, Thlingot, Tagalog. 



Q. Where are the major foreign- 
language radio markets? 

A. The older urban manufacturing 
centers are the chief foreign-language 
markets. New York, Pennsylvania. 
California, Massachusetts, Ohio, Michi- 
gan, Wisconsin and Connecticut lead 
in number of foreign-language stations. 



Mexican -American 



Q. Is the Mexican-American mar- 
ket substantial? 

A. The Mexican-American market is 
composed of about 2,500.000 people 
living in the Southwest U.S., pri- 
marily in Texas. California, Arizona, 
New Mexico and Colorado. They earn 
their li\ elihood in about as wide a 
variety of o<-ciipatiuns as otiier seg- 
ments of the population in that area. 
(Migrant farmers, who seasonally 
cross the Mexican border for work and 
then return are not included in this 
over-all total.) 

(Anotlier and more recent Spanish- 
speaking market is made up of approx- 
imately 500,000 Puerto Uicans who 
have been re-establishing themselves 
within the New York City area.) 



WOPA 



OAK PARK 
CHICAGO 



CHICAGLAND'S BEST BUY 

fo reach Important Minorities 



NECRO PROGRAMS 9 HOURS DAILY 
TOP PULSE RATINGS 



Polish Progroms 3 Hours Doily 
Sponish Progroms 4 Hours Doily 
ALSO 

GERMAN, ITALIAN, GREEK, )EWISH, 
IRISH, LITHUANIAN, UKRAINIAN & LATVIAN. 



LEADS THE NATION'S 
STATIONS IN . . . 



WOPA 

POLKA PROGRAMMING 



350 HALF HOURS MONTHLY 



ONLY WOPA 

SUCH COMPLETE SUPPLE- 
MENTARY COVERAGE. 



GIVES 



EGMONT SONDERLING, GENERAL MANAGER 
AL MICHEL, STATION MANAGER 



NATIONALLY REPRESENTED BY 
rORJOE & CO. 



PULSE PROVEN! 
IN EASTERN IOWA 
IT'S 



mi 



50,000 WATTS • BASIC ABC 

• For dollars spent, KXEL delivers 
more audience than any other 
Eastern Iowa Radio Station . . . 
PULSE PROVEN. 

• KXEL is Eastern Iowa's only station 
serving three major markets . . . 
Waterloo — Cedar Rapids — 
Mason City. 

• Cover Eastern Iowa COMPLETELY 
with KXEL. 

• Write or wire for rates and Pulse 
figures or contact the Boiling 
Company for the story. 

KXEL 

WATERLOO, IOWA 
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Now . . . About that Line 
They're handing out . . . 

Me? I'm an expert on "Line?". And 
ril l)et you Time Buyers have heard 
tliem all, too. 

In Minneapolis - St. Paul, for example. 
tlle^•''re hand in"; out a lot of w ihl claim> 
about station ratings. Hut in spite of 
all the claims you hear, these farts 
remain indisputable. 

I. WLOL is the No. 1 independent station 
in the Twin Cities.* 

(Leads all independents and 3 network stations) 

II. More Twin Cities advertisers buy WLOL 
than any other station. 

(The sincerest kind of flattery by businessmen 
who are on the scene and who know the score.) 

III. WLOL leads all stations in the Twin Cities 
in out-of-home listening. 

(Wherever they go, you are there.) 

These are the reasons why you get more homes per 
dollar on WLOL than any station In the Twin Cities 
orbit. 

*Latest Pulse 




MINNEAPOLIS • ST. PAUL 
1330 on the dial * 5000 watts 
LARRY BENTSON, President 

Wayne "Red" Williams, Mgr. Joe Floyd, V.P. 

PULSE PROVES IT 
NO. 2 STATION IN THE TWIN CITIES 

NO. 1 INDEPENDENT STATION IN THE NORTHWEST 



represented by AM RADIO SALES 



SPOT RADIO (continued) 



Q. Is the Mexican-American mar- 
ket a new one? 

A. Because of llie proxiniily of 
Spanish-speaking countries and the fact 
that their people have long l)een mi- 
grating to the I niled States, this is not 
a "'new " market as such. llo\\ever, 
little efTort was made to cultivate this 
market b} air ad\ertisers until ahoiit 
six \ears ago. \t that time, Harlan 
Oakes, a radio rep on the \\ e>t Coast, 
launched a promotional and >ales 
effort. SiiKe then, two rep organiza- 



tions ha\ e couie into existence de\ oted 
to Spanish radio — Richard O'Conncll, 
Inc. and National Time Sales. 



Q. Has interest in the Mexican- 
American market been growing? 

A. It's heen increasing continual!), 
according to both Richard O'Connell 
and National Time Sales" sales man- 
ager, Arthur Cordon. 

Dick O'Coimell states: "There is a 
great deal of increased acceptance of 





People depend on 
me 74 hours aday. 
I 'm the physical 
trademark of 
KFAB, Nebraska's 
most - listened - to - 
station. 




When you "Face the Facts" 
with Ken Headrick you learn 
that here is a radio contractor 
has built a large early-morning 
audience. Ken, with his friendly and 
personal style of showmanship, has be- 
come "part of the family" to regular 
listeners in five states. 

Ken starts out the day with his "Early 
Bird" program . . . and gives out with 
selected records, runs family type con- 
tests and gimmicks . . . and royally en- 
tertains from one end of the program 
to the other. 

Ken Headrick is a radio man with the 
background to prove it . . . from college 
days and a music and journalism major 
. . . Armed Forces Radio during the war 
years ... to program director and sta- 
tion manager. He knows radio . . . and 
knows how to make it worthwhile ... for 
the listener as well as the advertiser. 
Face the Facts with a Peters, Griffin, 
Woodward man, or General Manager 
Wyell Bremser. Learn how KFAB and Ken 
Headrick can build sales for you in 
the Midwest Empire. 



\ \ \ \ ■ / / / / 




the market as a market. National ad- 
vertisers are beginning to realize that 
the Spanish-speaking U.S. market is to 
the Southwest what the French-speak- 
market is to Canada." 

O'Connell points out that regional 
accounts have been quicker to realize 
the importance of ^Mexican-American 
ad\ertising. "That's because the\ were 
in the midst of it and could see its 
potential," he says. 

National advertisers, on the other 
hand, are just "becoming aware of the 
fact that the Latin American has a 
larger family generally than Ameri- 
cans. Therefore, they must necessarily 
buy more staple items." He cited the 
following ratios in buying as indica- 
tive of the buying power of this group: 
Mexican-Americans buy soaps and de- 
tergents in 4-1 volume over Americans; 
evaporated milk, 5-1: flour. 10-1: beer, 
7-1. 

"This is no longer a minority group 
when j ou think that 5Q^c or more of 
various communities are Spanish- 
speak," O'Connell points out. 

lie says that since fall 1955 sales 
and number of clients have increased 
for the Sombrero Network, which he 
represents, by about 40%. Recent 
arrivals have been Cocoa-Mall, P&G's 
Crest Toothpaste, Crisco, Noxema, 
Mrs. Tucker's Shortening. Renewals 
have increased by approximately 25%. 

"It's no wonder that there will soon 
be two more additions to the network 

and that in a short time, there will 
be a tv Sombrero Network adjunct in 
areas where the radio stations are 
presently operating," he states. 

Arthur Gordon points to uptrends in 
billings from new clients and a heavy 
\ olunie of renewals. He chooses Schlitz 
Beer and General Foods' Kool-Aid as 
examples of first-timers in the ]\Iexican- 
American market. "A very off-hand 
estimate of percentage increase in 
billings is 15%," he told SI^OXSOR. 

Q. What is the background of the 
regional networks covering this 
Mexican-American market? 

A. Since 1954, O'Connell and his 
organization have organized the 10 
Spanish-language stations they repre- 
sent into a network called the Som- 
brero Network; he issued the first rate 
card in December of 195 k Stations in 
the web are: KCOR, San Antonio; 
KGBT, Ilarlingen, Tex.; KTXN, Aus- 
tin; KCCT, Corpus Christi; XFLO, 
Juarez-EI Paso; XEDF, Ncuevo Lare- 
do, Mex.; KWKW, Pasadena; KLOK, 
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LOST? TRAVEL P Rpfi/ 




then use 

WINS 

first in Radio for 

TRAVEL! 

Here is a quote from a letter received by 
WINS from SABENA'S Advertising Manager, 
Mr. Paul Andrews: 

Our decision, in January, to try WINS on a saturation basis was admittedly 
an experiment. 

"The resuUs now speak for themselves. With saturation spots on WINS 
as our only appreciable addition to last year's Sprinj; advertising pro- 
gram in New York, we recorded some startling results. For example, 
Wasbington's Birthday — five days after our spot program started 
with yon— produced the largest telephone activity our Reserva- 
tions Ofliee had enjoyed on any holiday in 10 years. 

'"Add to this the numher of direct bookings in which 
the passenger referred to WINS as his source 
of information, and yon can appreciate 
our new enthusiasm for radio." 



SABENA 



WINS, N. Y. 36. N. Y 



JULY 1956 
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DOUG ARTHUR 




JOE NIAGRA 




BOB KNOX 




TOM DONAHUE 




TONY BOURG 




FRED KNIGHT 




RAY WALTON 



^iAAi in 

PHILA 




Penna.'s 

Mosf 

Powerful 



Independent 




plus bonuses 
for 

WIBG 

advertisers! 

plus a new 
selling 
sound . . . ! 



CAR CARDS 

► 

on the most troveled tronsit routes. 

OUTDOOR BOARDS 

► 

24 Sheet & Pointed Billboards around the town. 
DIRECT MAIL 

► 

intensive, frequent moilings to select lists. 
TRADE PAPER 

► 

scheduled ods in leoding trade popers. 

Pennsylvania's mosf 
powerful independenf! 

WIBG 

10,000 WATTS 

SUBURBAN STATION BLDG., PHILA. 3, PA., Rl 8-2300 

NAT'L REP.: RADIO-TV Representativea 



San Jose; KABQ. Albuquerque, 
and WHOM. \e\N- York. Advertisers 
mav buy all the stations or groups of 
tliree or more. 

Xational Times Sales' netw ork, ealled 
tlie Xational Spanish \et\vork, began 
operations in mid-195S. Stations in 
(he web are: XFJ. El Paso: XEO. 
Brownsville: XEOB. MeAllen: KHW. 
San Antonio: KTXX. Austin: XEAS. 
Laredo: KLVL. Pasadena-IIouston : 
KALE Pasadena-Los Angeles; KEVT. 
Tu.son: KfEX. Phoenix; XEAC. San 
Diego: XED. Calexieo. Rate card pro- 
vider for sponsorship on all or groups 
of stations, sueh as the Texas Spanish- 
l angiiage \etwork, whirh is a part of 
the over-all group. 



Q. Wfiaf programs do the Mexi- 
can-Americans prefer? 

A. By and large, says Arthur Gor- 
don, "soap operas have been eminently 
suceessful. But I must qualify this 
statement by .saving that this is true 
only where quality is reasonably high 
and where programs previously aired 
in the market are not re-run." 

This summer will be the first tim<- 
tliat a national advertiser will explore 
the kids' audience in a group of mar- 
kets. Previously children's programs 
have been aired surcessfully in sinsle 
markets; but Pet Milk will now intro- 
duce Ziv's The Cisco Kid fin Spanish) 
to five or six markets. 



Q. What advertisers are using ra- 
dio to reach this market? 

A. Dick O'Connell puts soaps and 
detergents, beer and food (especially 
flour and the like) at the top of the 
list. This is borne out h\ sponsorV 
19.56 Buyers'' Guide, which lists the 
following as sponsors in the Mexican- 
American market: Adiniracion and 
Maryland Club Codec, American 
Tobacco. Armstrong Linoleum, Black 
Draught. Borden's Evajjorated Milk, 
Brislol-Mvers. Camel Cigarettes. Car- 
nation Milk. Colgate. Conoco Casoline. 

B. B. Davis. Ex' Lax, Falstad Beer. 
I"olger"s Codec. Ceneral Eoods, Crove 
Laboratories, llilex Blca< h. Instant 
Maxwell House, llaliaii Swiss Colony 
Wine, Jax Beer, Lydia I'iiikham. Maine 
Sardines, Manhattan Soaj), Xational 
l^iscnit. Xc-<-afe, Paper Mate Pen, Pcp- 
to-Bisinol. I'liarmaco. P&G. Pnrex 
Bleach, Bobert Hall Clothes. Sterlin" 
nnig arrd Wliileliall IMiannacal. 




This is 
San Francisco... 

where KCHS enjoys the 
biggest daily and weeklv 
audience because KCBS has the 
greatest \ ariety of network 
and l()("al shows. I'^xciting 
(Mitertainnient and stimulating 
information |)rogranis Invird by 
SC^c of the faniili(^s 
each week ! 




50,000 WATTS 

l{cj)n'srnli'il by CBS liddio 
Spot Stilos 

FALL FACTS BASICS 



/Jo jpndbr lAo ash He (frnfov^ OMAHA 




44.2%! — that's the average share of audience IJoopcr (May-June) 

gives KOWTI. T^atest Treiidex for Oinaha-Council Bhiffs gives IvOWII top spot iu 

even- time period. Latest Pulse gives KOWH top spot in 204 out of 240 daytime 

quarter-hours. KOWII has plaed first in audience year after year . . . 

consistently increasing its first-place dominance, until now KOWH is 

first in every time period of every survey in the Omaha market. 

Mid-Continent ideas, programming and excitement plus broad (660 KG) coverage 

are doing a fine job for national and local advertisers. So no matter 

which rating service you rate most telling, you can feel secure when you 

tell your story via KOWH — because all three see eye-to-eye-to-eye. Chat with 

the H-R man, or KOWH General .Manager Virgil Sharpe. 



WDGY, Minneapolis-Sf. Paul 
Represenfed by 
Avery-Knodel, Inc. 



KOWH OMAHA 



CONTINENT BROADCASTING COMPANY 

"The Storz Stations" — President: Todd Storr 



KOWH, Omaha 
Represenfed by 
H-R Reps, Inc. 



WHB, Kansas City 
Represented by 
John Blair & Co. 



WTIX, New Orleans 

Represented by 
Adam J. Young, Jr. 



WQAM,* Miami 
Represented by 
John Blair & Co. 



* Transfrr >ij/i/m In H i Approrat 
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SPOT RADIO (continued) 



Negro radio 



Q. Is Negro radio still growing? 

A. Hroack-ast a(l\ orlisers luive been 
reaching tlio Nfirro iiuirkcl lliroiigli the 
increased nnmheis of >kili()n;- ciiring 
\egr<)-aj)|)e;il show^. In 710 
nu\ei\' Guide stations de\ oleil at least 
a portion of their ■-<he(hile to their 
Io< al Negro au(hen( f'>. Ihc |jrc\ ious 



Buyers' Guide Hstetl 596 stations de- 
voting time to this segment. 

Some 13 stations prQf^ramed lOO'^f 
for Negroes in 1956, opposed to 32 
outlets in 1955 and 22 in 1954. 

I here ha\e heen "spectacular gains, 
in the Negroe s economic position as 
well during the past 15 ) ears, states 
Dr. Eli (/insherg and his assistants 
James Anderson, Douglas Bra\ and 
Kobert Snuits in their -tud\, The 
\egro Potential (copyright 1956 
Columbia L'ni\ ersity Press, New York I . 
The (>oiunibia I iii\ ersit\ facult\ -mem- 



bers cite economic prosperity as the 
chief factor in the Negro's enhanced 
status. I ^. 

Q. How wide a range of interests 
does Negro programing cover? 

A. Both Buyers' Guide and sponsor's 
1955 Negro Section fl9 September 
1955, issue) found that Negro pro- 
graming coders a wide range of inter- 
ests. \\'ilness the fact that 25% of 
^tations reporting to the Guide also 
de\ ole 10 or more hours per week to 
religious schedules; that news, sports, 
rhythm and blues music, community 
service programs are represented 
throughout by these outlets. 

Q. What is the buying power of 
the Negro in various parts of the 
United States? 

A. In The i\egro Potential, Dr. Ginz- 
berg and his associates lia\e reported 
on the "Median money income of U.S. 
families, by race, region and resi- 
dence." as of 1951. Data in this study 
pertains to non-white citizens fof which 
Negroes constitute 95%). Here's the 
median income picture: 
Total l\S. S2,410 

Totnl I rban 2,876 
South 2,425 
Northeast 3.243 
No. Central 3,283 
N\'est not available 

Total Kural-Farm 763 
South 742 

While figures show that Negro in- 
come is below white family levels, from 
the point of view of the producer of 
mass-sold jiackaged goods this does not 
mean the Negro is a less \'aluable 
customer. One reason: Negroes fre- 
ijuenllv spend less, proportionately, 
than while families for such major 
staples as housing. A higher propor- 
tion of their income, therefore, is a\'ail- 
able for packaged goods. 

Among products with good sale rec- 
ords through Negro radio are: wines, 
furniture, refrigerators, hair dressings, 
bread and other foods, automobiles, 
and such ser\ ices as auto repairs. 

Q. How can advertisers best sell 
to Negroes via radio? 

A. '1 hese are highlight "tips.' 

1. \\()i(l high-pres-ure tactics: best 
approach is logical "reason wh\. 

2. i'e patient: it la'- es longer to 
launch a product in the \egro market. 




Take a ncw look a ^.^^ 
ToVoUa»^»^ 126,000 nov 

p\ac*<» 



1 

a.ence-.-.^e.ToPeUa^-^,^^. 

Kansa. ^^^-^^ . . • 

^T^N area >^o'»^ less 

A ^UE^ ^'^^ „v farm 

1 ^l\ian an> 

Rcl '^'l !ln man. A"" 
aience-"^*^' "'^,^^ ^^y ahead 




Fatti From Your ^B^V ^^K^ H^H 

John E.Pear$oH Man WW MW I^HI ■ V 
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Have you checked your coverage lately? 



Maybe it's a bit stuffy to suggest that 
an important call could be made sans 
trousers— but we feel the analogy holds. 
Coverage is important — and doubly so 
in the right places. 

There are advertisers who seem to 
have a "blind spot" when ft comes to 
seeing where Hometown and Rural 
America does most of its listening. And 
there are others who bask in the 
knowledge that Hometown and Rviral 



America's "listening post" is the Key- 
stone network of almost 900 radio sta- 
tions . . . where 87 million pairs of ears 
hear, heed and buy the products ad- 
vertised. 

Keystone Broadcasting System is a 
remarkable media buy— because of the 
EXTRAS of honest-to-goodness mer- 
chandising and Johnny-on-the-spot 
audience. We'd like very much to have 
you hear more about it. 



Send for our new station list 



CHICAOO 

111 W. Washington St. 
STate 2-8900 

LOS ANGELES 

3142 Wilshire Blvd. 
Dunkirk 3-2910 



NEW YORK 

580 Fifth Ave. 
PLaza 7-1460 

SAN KANCISCO 

57 Post St. 
SUtter l-7«0 



» TAKE YOUR 
CHOICE. A hjndlul of 
slaliont or the nelwofK 
. I mtnute or j full hour 
. . it's up to you. your 
needi. 



• MORE FOR TOUR 

OOLIAR. No premium 
cosllorinijiviijuali2eijprO' 
grimming Network cov- 
erage lor less than some 
spot " costs. 



• ONE ORDER DOES 
THE jot. All booklieep' 
ing and details are done 
t)y KtrSTONt. yet the 
best time and place are 
chosen for you 



i 



BROADCASTING SYSTEM, inc. 



'■'■■■•'V 



0 N I T 0 « > 



I 0 II U ■ * L 
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Wilmington Del. 

Over 600,000 
population 

with 
extra high 
spendable 
income is 



A Market 
Worth Winning 




WAMS 

1000 watts 
Day and Night 

The station with exclusive 
sports coverage (Baseball, 
Basketball, Football) 

Makes it 
Easy to Win | 

with this extra 

high local 
listener interest i 

At Low Cost 

it's the most 
economical buy 
in the area! 

ROLLINS BROADCASTING INC. 

Mat r,i ,1 Mgr Graeme Zimmer 
fjfw Yoil. 0(f <^ V.': iif!h Ave, El 5-1515-6-7 
rhicagr, 62% : rnttaRC Grove Ave . NO 7-'1]2'1 



Birt Negroes are loyal to products and 
don't change easily once they're con- 
vinced. 

3. Negroes prefer to buy top-qual- 
ity brand merchandise; so admen 
advise against selling second-rate 
products. 

4. As suggested above, the d.j. show 
isn't the only way to reach Negroes. 
Admen can pinpoint their targets as 
to age, income status by using news, 
religious shows, quiz programs, etc. 

5. Providing national advertisers 
with good research is still a financial 
and personnel problem for most Negro- 
appeal outlets: so don't expect the 
kind of data available from tv net- 
works. However, checking with local 
stations, reps and with client field men 
will often give a picture of listening 
and merchandising. 



After-midnight radio 



Q. How many radio stations pro- 
gram past midnight these days? 

A. A surprising number of United 
States and V. S. Territorial outlets 
program after the witching hour, as 
e\ idcnced b\ data gathered for the 
1956 Buyers' Guide. About 3()0 (12^ 
of 2,515 respondens) are on the air 
between midnight and 6:00 a.m. 

Some 32 states and the District of 
Columbia have 24-honr stations. Cali- 
fornia leads with 21. stations. New 
^ ork has 11, followed bv Michigan. 
Pennsyhania and Texas with eight 
around-the-clockers each. 

Q. What evidence is there as to 
the drawing power of after-mid- 
night radio broadcasts? 

A. American Airlines, one of the 
pioneers and still a consistent user of 
post-midnight radio, finds its evidence 
in the 10,000 unsolicited letters which 
its Music Till Dawn draws annually. 
The show, now entering its fourth year 
five of the stations which carry it, 
is spotted in nine markets throughout 
the r.S. Stations are: W'CBS, New 
York: WUBM. Chicago; KNX, Los 
\Mgcles; KCHS. San Francisco; WTOP 
\Va>liington; WBZ, Boston; KKLl), 
Dallas; WlAV, Cincinnati; WWJ, De- 
troit. Formerly broadcast from mid- 



night, the program now starts 11:30 
p.m. on all stations but WWJ. 

CBS Radio Spot Sales recently spon- 
sored a special Pulse survey of four 
CBS-owned and operated outlets, which 
carry the program (WCBS, WBBM, 
KNX, KCBS) as well as of represented 
station WTOP. Results of this survey 
(based on projections of unduplicated 
data) indicate the following: (1) In 
the combined basic service areas of the 
five stations on an average night, 458,- 
690 families hear Music Till Dawn 
and 627,400 individuals listen. (2) 
In a total six-night week, also in the 
basic service area, 1,786,900 families 
listen to the program. 

Of interest — and perhaps contrary 
to many previous opinions — are CBS 
Radio Spot Sales-released figures as 
to percentage of listeners by occupa- 
tions: Professional and semi-profes- 
sional people account for 7.2% of 
tuners-in; executives and managerial 
listeners are 8.7'^ of the audience; 
sales people. 11.0%; housewives, 
27.5%: clerical workers 8.6% ; skilled 
workers, 9.6% : semi-skilled personnel, 
5.7% : unskilled labor, 3.5%; service 
workers, 7.0^^ : students. 10.7%; re- 
tired people account for 0.5%. 



Fm radio 



Q. What is the status and out- 
look for frequency modulation? 

A. As of 1 May 1956, 534 fm sta- 
tions were in operation, excluding 125 




"In Phoenix it's a nice trick to ride 
around the clock with KRIZ." 
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A 

NICKEL 



will go 
a long way 
these days on 




WHO Radio! 



Take 8 a.m. to 72 noon as an example . . . 



.AYBE instead of a "good five-cent cigar", 
what this country's advertisers need today is 
a good look at what five cents will buy in 
radio— WHO Radio. 

LET'S LOOK AT THE RECORD . . . 

On WHO Radio, a 1 -minute spot between 
8 a.m. and 12 noon will deliver 53,953 
actual listening homes. 

That's 56.8 homes for a nickel, or 1000 
homes for $.88— ALL LISTENING TO WHO! 

That's the rock-bottom minimum. With its 
50,000-watt, Clear-Channel voice, WHO is 
heard by thousands of uiiineasiired listeners, 
both in and outside Iowa. Bonus includes 
Iowa's 527,000 extra home sets and 573,000 
radio-equipped automobiles — plus tremendous 
audience in "Iowa Plus"! 



Let Peters, Griffin, Woodward, Inc. give you 
all the impressive WHO facts. 

( Coinpiitat'ions based on projecting Nielsen 
figures and 1933 Iowa Radio Audience Surrey 
data against our 26-tiine rate.) 



WHO 

for Iowa PLUS! 



Des Moines 



50,000 Watts 




Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 



Peters, Griffin, Woodward, Inc., 
Exclusive i^ational Representatives 
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SPOT RADIO (continued) 



operiiliiiji iioiiHoiniiicrcial fni oiillels. 

I'ruiii \()\ ember 10o5 through 
Marrli 1056. a <|)e< ial .-ur\e\ wa> eon- 
due led hv Maxoii \dvertisiiig Ageiie) 
anal\/iiig fiii ihroughoul the I iiited 
Stale-. I he>e are ?onie liighlights: 

1. There ha\e heeii. at a iiiiniiiiuni. 
12.01)0.000 fin nNei\ers -old in the 
I . o.iOO.CMIO.OOO worth of sets). 

2. There are 1 18 fni station? ojjer- 
ating in 120 I . >. eities of 2.5,000 
population or o\ er. 

A. At the time of the snr\e\. 10 fni 
outlets were operating storeeast fm 
stations (hroadt asts to stores I. 'Vhc\ 
follovN: WNWd'M. Annapolis, Md.; 
WHN^. Buffalo. N. Y.: WFMF. Chi- 
<ago. 111.: WKF.Y-FM. KImwood Park, 
111.: WMMW-FM. Meridan. Conn.; 
\\FHI)-FM. Miami Reaeh, Fla. : 
WIIOM-FM. New ^ ork Citv: W IBG- 
FM. I'hiladelphia, Pa.: KQFM, Port- 
land, (he.: \V\VI)C-FM. Wash., I). C. 

1. Stations with transit fni opera- 
tion- are WHIZ-FM. Bradl)nr\ 
Heights. Md.. and \\T()A-FM. Tren- 
ton. N. J. 

5. OITering haekgrouiid music ser\ - 
iee are the following: Kl l IvFM. (den- 
dale. Cal.: W (;ilF. \ew York (:it\ : 
WPF\-FM. Philadelphia. Pa.: KDFC- 
I'M. San 1 ranei>eo. Cal. 

0. ()nl\ "52 Standard Metropolitan 
area^ neither lia\e nor re(ei\e fni sta- 
ti(m>. \moiig tlie.-e. there is one \\ est 
Coast area I Spokane. Wa.-li.l. 

Twn fill orgaiii/ations luue lecentK 

< onie into heing. 1 lie\ are FM lirciad- 

< a-ters and MutiialV Cood Mii-ii- Ra- 
dio Network. 




Member stations of F.M Broadeast- 
lers, formed at the NARTB Conven- 
tion, arc: \\'SOY. l)e<-atur, III.; KFAC. 
Los Angeles; WW'DC, Washington. 
1). C: WFAW, Evanston, III.: also 
Browning Laboratories, W'inehester, 
Ma>s. 

Savs Irv Liehtensteiii, promotion 
manager of \\ W'DC and sjiokesman 
for FM Broadcasters: "Our organiza- 
tion is designed to represent all fm 
broadcasters as an industry before 
(Congress, the FCC and other legisla- 
li\e bodies. Our approach is that fm 
i> a 'live' industry and that the public 
is listening to fm throughout the na- 
tion. Proof of this is the latest deci- 
sion by the Mutual Network to split its 
network operation between am and fiii 
and to network good music from coast- 
to-coasl on fm. ' 

Kev stations in the planned MBS 
move will be: W GMS-FM, Washing- 
Ion. 1). C: WOR-FAL New York Cit> ; 
W\AC-I'"M, Boston. Projjosal is on 
file with the FCC at present. 

And among the figures whieh Leon- 
ard II. Marks, general counsel for the 
I'M Broadcasters, presented to the 
Interstate and Foreign Commerce Com- 
mittee were tlie follow ing. Tlie) Ve 
based on a 1-7 April 1956 Pulse sur- 
\ey. and reflect hours in which 190.- 
000 W ashington radio homes listened 
to fill as eonipaied to am: 

32.5'^ ( listened le.-s than one hour 
\9.7^ 'f listeiieil for one hour 
23.0'."J listened for two hours 
1.7'^.' listened for three hours 
7.7' I lisltned for four hours 
'A.'A'-'f lisleiud for fi\e hours 
2.'.V , listened for six hours 

'( li>leiied for se\ eii or more 
hours 

liKoiiic levels were as follows: 
were in npj)cr (|uarter 
'A3^ f were in second quarter 
2V '( were in third quarter 
l\' f were in lower portion of in- 
come s<"ale. 



Concert music 



"All you have todo is listen to KRIZ 
Phoenix and learn how to do it 
yourself." 



Q. To what extent do stations 
program concert music? 

A. Mtboiigh light inu.-ie dominates 
the schedules of the 1.95") stations 
which program light ok liestral or 



< lassieal music, the 1956 Buyers' Guide 
shows an 8 percentage point rise over 
1955 in stations scheduling concert 
music 10 or more hours per week. 

In 1955, 23^( of 1.956 respondents 
programed such music more than 10 
hours. This year it's 31 '^ f . And 29 of 
the stations listed broadcast classical 
music almost exclusively. 

Q, How popular is concert music? 

A. "The popularity of concert music 
grows each year," says Dorothy J. 
Wall, head of Cood Music Broad- 
casters Inc., which rej)reseiit? 12 sta- 
tions specializing in concert music 
[nograming. "Our stations have ex- 
perienced an average total audience 
ujisurge is reflected in the number of 
both local and national advertising 
accounts. 

GMB notes that strong use is made 
of concert music stations on the local 
level by food products, grocery chains 
and department stores. 

Nationally, travel, magazines, auto- 
motive, high fidelit) and recording 
sponsors utilize this facet of radio. 
Among national and regional adver- 
tisers arc the following: Danabin 
Cheese, Canada Dry Be\eragi;s. Na- 
tional Bis<'uit, Berlitz Schools, RCA. 
Columbia. Pliilco, Motorola. Raytheon. 
Curtis Publications. Lincoln Mercury, 
Ford, Air France. 

Through 1955-56. Good Mu-ic sta- 
tions were used extensively a? vehicles 
in recruiting engineering personnel for 
such coiii|)aiiics as RCA \'ictor, Ray- 
theon and International Business Ma- 
chines. 

In addition, Dorolh) Walls stales: 
"We have found in the past four jears 
that there is a continual increase in 
the number and l\ pe of offH-cs in which 



jj . . . OK Rubber Welders j 




BROADCAST TIME SALES 

reprcscnf.itivc: 

New York — Chicago — San Francisco 
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SPOT RADIO (continued) 



WLIL 

1,000 WATTS 
730 KC LENOIR CITY 

ARTHUR WILKERSON, Gen. Mgr. 

WLIK 

5,000 WATTS 
1270 KC NEWPORT 

IRA CRISP, Mgr. 



WAEW 

1,000 WATTS 
1330 KC CROSSVILLE 

CLARENCE STINNEH, Mgr. 



< 

O 

z 

> 

ai 
to 



2 or 3 jfafion 
Ijacltage discount 
write l^or rate card 



<' 
r- 

o 
z 



o 



-1- 



ARTHUR WILKERSON 

General Manager 
Lenoir City, Tennessee 

WLIL 



concert music is heard throughout the 
day. These include doctors and den- 
tists' offices, and other work areas 
where detail is handled and where 
relaxation aids the work process." 



Folk music 



Q. Where is folk music pro- 
gramed? 

A. Repondents to sponsor's 1956 
Buyers^ Guide who scheduled folk 
music rei)resented 39 states, two more 
than the number reporting folk music 
broadcasting in 1955. In general, 
Southern states have the largest num- 
ber of stations scheduling folk music, 
as the following leaders show. Texas, 
49 stations scheduling folk music; Ten- 
nessee, 37; IVorth Carolina, 35; Ari- 
zona, 31; Georgia, 29; Kentucky, 23. 

Q. How large a following does 
folk music programing have? 

A. Since 1954, Buyers' Guide has 
seen an 18% rise in the percentage of 
stations which program folk music In 
1954, 66'~f of stations replying pro- 
gramed folk music; in 1955, 77% or 
a 1,671 total scheduled such music: 
this year, 1,959 (78%) checked this 
classification. 

Stations that reported programing 
85 or more hours per week of folk 
music to Buyers' Guide are the follow- 
ing: WP, Fort Payne, Ala.; KXLA, 
Pasadena, Cal.; XERB, San Diego, 
Cal.; WINX, Washington, D.C.; 
WTJH, Atlanta, Ga.: XELO. El Paso, 
Texas. Many others reported heavy 
folk schedules of from 40 to 60 hours. 



Religion-Gospel 



Q. How many stations program 
religious and gospel shows? 

A. Religious and gospel shows are 
programed by 2,277 broadcasters or 
90. S*"? of stations which reported their 
schedules in sponsor's 1956 Buyers' 
Guide. The figure is based on a total 
of 2,515 respondents. This compares 
with 1,818 outlets or u3''< reporting 
t similar schedules in the 1955 Guide. 



IF YOU ARE BUYING 
MORE THAN ONE 
San Francisco Station . . . 

THESE FACTS ARE FOR YOU! 

There are many excellent ra- 
dio stations in the San Francisco 
Bay Area ... but ONLY ONE 
can offer you a COMPLETELY 
UNDUPLICATED AUDI- 
ENCE . . . 200,000 Mexican- 
Americans, permanent Bay 
Area residents, whose total in- 
come last year was $254,010,000. 
You cannot reach them ivith 
any other medium. You CAN 
SELL them with KLOK, at an 
average cost of $1 per thousand 
homes 1 

Proof of this, and other vital 
information about this market 
(bigger than Salt Lake City, 
Hartford, or New Haven) is in 
the Market Study recently coni- 
jjleted by Belden Associates. 
ASK FOR IT . . . PROVE 
TO YOURSELF that IF YOU 
BUY MORE THAN ONE San 
Francisco station, your second 
should be ... KLOK. 




SOMBRERO NETWORK 



5000 watts 

KLOK ^1^0^- 

San Jose, California 

Richard O'Connell, New York 
Lee O'Connell, Los Angeles 
Don R. Pickens, San Francisco 
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Com <<iili<>iial uiiil: I'lopranis liave Iried-and-lruo oonteni, and most are being sold in con- 
ventional nnits. ABC's new Mystcrylimc lias different show nifjlitly, 5 limes weekly, 7:30-55 




C«)ii\eiili«»ii:il unit: CHS is liillinii hard for its heavy daytime Ferial sehedide with such 
nio\es as i)rcsenlalion I" the lOO writers, actors, producers who develop high-rated -how hloek 




Netwo 



Clients are buying in many 



Business outllook 



Q. How's network business at 
the half-way point in 7956? 

A. There's more network radio ac- 
livily and interest than there lias been 
ill five )ears. network sales depart- 
iiieiits report. There are three big rea- 
sons: (1) renewed selling efforts, (2) 
a resnrgeiice of advertiser interest in 
network radio, and (3) development 
of many new^ network radio uses for 
advertisers. 

ABC expect? to bill about $30 mil- 
lion this vear, grossino; from 10 to 



20[ 



more volume than it did last 



(^<iii\ <-iili(iiiiil iiiiil: Miilnal wiU jiroprain inanv new shows, slicking with jiopular-appcal 
features like llie long lime Tnir Drirdii c l/\ s/er;V .s, a Mtdli-Message Plan nighllime jirogram 



)ear. The network has had a 
increase in the number of its advertis- 
ers in the past five years and is now- 
servicing some 55 different accounts. 
Its May business estimate was 672 
sponsored program broadcasts per 
month, a gain of 66^^ from the same 
month last year. 

CBS, hitting hard on its daytime 
program block, signed $10 million in 
new contracts in May alone. Thus far 
this year it has signed 43 different 
ad\ertisers. Last month the network 
announced ieriiis of a new aflilialion 
contract which will give its stations a 
revenue increase of 6.25T. Network 
('\('ciili\ es anticipate that affiliate reve- 
nue will be donbled later this year as 
as a result of hypoed sales in the 10 
a.m.-to-3 p.m. lime period. Tliev're 
shooting for a lOO'^f sellout in this 
I lock. CBS has more network radio 
salesmen on the street than e\'er be- 
fore ill its history. 

Mutual has signed a lot of new busi- 
ness since 1 January and is servicing 
fi\e ac<-ounts which have never used 
network radio before. They aie Acjua 
Fiher Corp.. Drug Products Inc.. Hud- 
son \'itamiii I'rothicls. Seaboard Druii 
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dio 



Billings swing upward as advertisers return 



ways to reach turnover audiences at low cost. They like smaller units and frequency 



Co. and Marion I'ururn of 0]Dinion. 
It rejDorts '"consistent" advertiser in- 
terest in its latest selling innovation, 
the guaranteed circulation plan. Tins 
new-style radio ])lan adopts the guar- 
anteed circulation system of ]jrint 
media, and sets in ad\ ance of the pur- 
chase order a cost-per-1,000 commer- 
cial impressions which the purchase 
will deliver. If the cost pro\es higher 
than the estimate (and it hasn't so 
far), the client gets a rebate. 

NBC so far this year reports it has 
signefl ahiiost twice as many clients 
as it did during the first five months 
of last year. Its around-the-clock 
Monitor program on weekends aver- 
ages a 60 to lO'/v sellout. The par- 
tici])ation show scores a complete sell- 
out on certain holidays, last Labor 
Day being one of them. Out of 46 
hours of network option time on the 
show, 23 hours and 12 minutes have 
been sold. 

Q. Where is this new network 
business coming from? 

A. Network radio buyers these days 
represent all types of business and 
service firms at all budget levels. Net- 
work radio is now available to smaller 
buyers with limited budgets, and to 
regional accounts with limited dis- 
tribution. They're in the same radio 
lino-ups with the blue-chip top-budget 
advertisers who still form the back- 
bone of network radio schedules. 

Q. Which advertisers are using 
network radio this year for the 
first time? 

A. Here's a sampling which shows 
these new clients come in all sizes and 
tyj)es, with \videly fli\ergent sales and 
distribution problems: 20th Century 
Fox, Olson Rug, Kerr Glass, Grey- 
hound Cor]j., Mack Truck, Slenderella, 

JULY 1956 



Kasco Mills. Columbia Pictures. Chun 
King Sales, Drug Products Inc., Hud- 
son Vitamin Products, Seaboard Drug 
Co.. California Bartlett Food, F. C. 
Russell Co., Easy Washing Machine, 
Jel-Sert Co., Chesebvough-Pond s. 



Buying patterns 



Q. What's network radio's big- 
gest single drawing card? 

A. Its flexibility. Advertisers are 
looking for buvs which will suit their 
copy themes, distribution ])atterns, 
competiti\e demands, dealer structure, 
consumer tastes, advertising strategy 
and budget. Network radio, with its 
increasing flexibility, offers a limit- 



less \'ariety of buying and usage pat- 
terns. 

Fexibilitv is sf)u<iht bv ad\ertisers 
in terms of (a) the number of sta- 
tions in the line-up. (b) the types of 
programing available, (c) teclmitpies 
of bu\ ing ])rograms. segments and 
])articipations. (d) methods of slot- 
ting, shifting, alternating, rotating 
and culting-iii commercial announce- 
ments, le) time and talent co^ts. 

Q. What flexibility does each 
network offer in terms of time 
and frequency? 

A. All of them are selling smaller 
segments of time, a trend which got 
under wa) several } ears ago. Net- 
works are extending this trend b(x-au?e 
it's the atvpical advertiser today who 
signs for long, oiice-a-week shows or 
who puts his money into fixed-p()>i- 



Long miit: Monitor is radio's and NBC's prime example of new, long prograniinp. It ox- 
tends over entire weekend, Fri. night to Mon. morning; has 6-, 30- and 60-second eonimercials 
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tion piograniiiig exclusively. Here are 
t-onie specifics in terms of available 
flexible buying plans: 

\BC >eguiented its Breakfast Club 
for the first time last fall, breaking it 
up into five-minute segments with a 
one-minute connnercial in each. Popu- 
larity of this technique has led to seg- 
mentation of the Monday-l'^rida} morn- 
ing drama block from 10 to 11 a.m. 
and of its nighttime half-hour block. 
Mrsterytime. ABC has also developed 
a series of five-minute program pack- 
ages, which allow for one minute of 
commercial time. These can be slotted 
throughout the schedule, or concen- 
trated into a more limited time period. 
This concentration is the case v\ith ad- 
vertisers aiming, for example, at the 
weekend audience and s<'heduling such 
participations on Saturday and Sun- 
day. ABC makes no charge for local 
cut-ins, and it ha> no "nui>t-buy"' re- 
quirements when it conies to the num- 
ber of stations ordered. State-wide 
and regional networks can be assem- 
bled, such as 17 stations in \c\v York 
or California. 26 in New 1 ngland, et* . 

CBS maintains a minimum program 
pnrcliase of five minutes, which al- 
lows for one and one-half minutes of 



conimer<ial time. It continues with its 
sale of 15-minute programs in the day- 
time serial block in seven and one- 
half minute segments. These can be 
alternated and rotated. The basic net- 
work buy i? a 27-statioii miniinuin line- 
up, with regional groups available on 
a city-by-city basis after the basic net- 
work has been purchased. Columbia 
I'acific Radio Network and the Co- 
hiiiibia California network, however, 
can be bought alone. 

(CB.S. as well as all of the networks, 
has programs a\ ailable for full sponsor- 
ship as well. Among the CBS full 
program buyers are the F. W. Wool- 
worth Co., continuing with its initial 
entry into network radio. 7he IFooI- 
n orth Hour musical show ; Toni, which 
just renewed alternate week sponsor- 
sliij) of Arthur Godfrey's Talent Scouts 
for 52 weeks.) 

Mutual offers a \arict\ of network 
line-ups, with no iiiiniiiiums as such. 
It sells minute^ both day and night, 
the latter in its Multi-Message Plan 
recpiiring five announcements weekh'. 
Mutunl's three basic plans center on 
la) participations, of 20-, 30-, 40-, 45- 
aiid 60-second duration: (I>) minute 
announceinents in five-minute shows 



scattered on a run-of-schedule basis, 
although advertisers may select morn- 
ing (8 to 1), afternoon (1 to 6) or 
evening (6 to 11) times: (c) six-sec- 
ond system cues or billboards, avaib 
able when the client buys participa- 
tions. Regional networks can be spe- 
cially built. The two big MBS regional 
networks are Yankee, covering New 
England, and Don Lee, covering the 
West Coast. 

NBC, in addition to offering the 
conventional time periods and fre- 
quencies, has developed 50- and 100- 
announcemeiit packages of six-second 
participations which can be aired 
throughout tlie week. The 100-an- 
nouncement package, for example, is 
scheduled from 10:15 a.m. through 
9:30 p.m. seven days weekly. Five- 
minute shows are also available, as are 
minutes in network nighttime shows. 
'J'lie biggest participation programs, 
Weekday and Monitor, can accommo- 
date six-, 30- and 60-second announce- 
ments. The minimum size of the sta- 
tion line-up varies greatly, and de- 
pends on total volume. Basically, there 
is no "must buy" group requirement. 

(Please turn to page 202) 




TAKES ONE! 



It only takes ONE powerful medium 
to cover and sell the IV3 million 
people in the Salt Lake Market Area. 

KSL radio, with 432 weekly 
quarter hour wins* compared to 
54 wins hy all other Salt Lake 
radio stations coinbined, dominates 
the market and is the one medium 
that makes the Mountain West 
such a Whopping Big sales catch. 



KSL radio 



50,000 WATTS FOR CBS IN SALT LAKE CITY 



Represented by CBS spot sales 

•PULSE, FEB. 1956 
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(OiHiacO) 





A"Buy-Focal" for fall to reach the 4,000,000 market between 



The new 6-13-21 plan on WOWO gives saturation eoverage at 
new low package rates . . . makes your aunouncenienls part of 
sparkling pi-ogramniing showmanship that sets its sights on quiek 
sales action. 

Let lop personalities like ]\Iarv Hunter, Hal Cessna, Ray James, 
Bob Chase. Cal Stewart. Bob Sievers, Jay (lould, Jane "Weston 
sell for you. 

Get details from AVOWO Sales ]\lanager Tom Jjomrsworth. 
Anthony 2136, Kt. Wayne; A. AV. "Bink" Daunenbanm, WBC 
General Sales ^Manager at ^lUrray Hill 7-080S, Xew York; or 
your nearest Peters, Griffin, "Woodward "colonel." And re- 
member . . . 

In Fort Wayne . . . A'o Selling Campaign is Complete 
wiUwut the WBC Station . . . 

FORT WAYNE 
INDIANA 

There's another big "seM" story on pages 46 and 47. 

jULY 1956 



WESTINCHOUSE 
BROADCASTING COMPANY, INC. 



RADIO 
BOSTON— WBZ+WBZA 
PITTSBURGH— KDKA 
CLEVELAND— KYW 
FORT WAYNE— WOWO 
PORTLAND— KEX 



ELEVIS ON 

BOSTON— WBZ V 
PITTSBURGH- KDKA 
CLEVELAND— TV 
SAN FRANCISCO— KP'X 



KPIX represented by The Kati Agency. Inc. 
All other WBC stations represented by Peters, Griffin, Wood- 
ward, Inc. 
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/^OtV EVEN MORE THAN EVER 

St<^dit<m'4^ 'dc^tmccC ta Station 

HOOPER RADIO AUDIENCE INDEX 



STOCKTON, CALIF. 



JANUARY-MARCH, 1956 



MONDAY THRU FRIDAY 
7:00 A.M. -12:00 NOON 


RADIO 
SETS 
IN USE 


C 


N 


KSTN 


A 


M 


OTHER 
AM & FK 


SAJ'TLE 
SIZE 


lV.8 


17.9 




47.2 


13.0 


9.3 


8.if 


9,707 


MO?IDAY THRU FRIDAY 
12:00 tI00N-6:00 P.M. 


RADIO 
SETS 
IN USE 


c . 




^KSTN 


A 


M 


OTHER 
AM & FM 


SAMPLE 
SIZE 


10.^ 


^0.7 


7.3 


35.0 


15.1 


9.5 


la.^t 


12,026 



K 
S 
T 




Spring 1956 Hooperatings 
show KSTN increases dominance 
of "^Stockton Radio Audience. 

*America's 92nd Market 



Represented by Hollingbery 



5,000 WATTS 



IN ATLANTA . 
ONLY! 

WAOK 



■ ■ = 



Ullllllllllllt]||||||||||||C]||||||||||lit]miiiiiillit]iiiiiiiiiiiil]iiiiiiiiiiiit3||||]|||||||P2 



1380 KG 1 



1000 WATTS 



900 KC 



WAOK now ill tlie Mairli- 
April 1956 AV/,'/y) /'m/.sc leads 
in 56 quarter li(nii« plus !• 
ties out of the 72 c|uailer 
hours surveyed . . . also tops 
in Hooper and \ielsen in lire 
Atlanta Xepro Market. 

Atlanta's onl\ full lime Negro 
projjraninied slalion and 
5.000 Watts. 



C 



your r orjoe man. 



ATIANTA 
OKOROIA 



5,000 WAHS I 1380 KC 



A BIG LOCAL MARKET i 

j MORE THAN 65000 | 

I RADIO FAMILIES j 

i Fulton- I 

^ -Mexico- I 

I -Columbia- | 

I -Jefferson City | 

I KFAl COVERS! | 

I 30 Counties '4 MV. I 

1 • DJ's with SFLL-ability | 

= • Top Farm Programs = 

I • High-Rated News Coverage 1 

I • Listener Loyalty thru g 

5 Consistent Public Service = 

I • Good Programs — All Day ^ 

I Represented Nationally By | 

1 INDIE SALES CO. [ 

^lllllllllll|[lllllllllllllt]IIIIIIIIIIIUIIIIIIIIIIII|[|||||lllllll|[1lllllllll|ll[||lll|||l||||[^ 



Q. How does network radio's 
flexibility fix various advertising 
problems? 

A. Here are some typieal examples 
of special advertising problems for 
which network i-adio has found solu- 
tions through its flexible patterns: 

1. The new produci advertiser: The 
buyer can move in quickly with flash 
program participation or program an- 
nouncements schedules and hit hard at 
a saturation rate designed to reach a 
maximum audience. 

2. The multiple-brand advertiser: 
This type may want to use one pro- 
gram to sell four products in four dif- 
ferent parts of the country. Network- 
ing offers him an oportunity to sell a 
product with a specialized appeal to 
a specialized group of listeners. 

3. The tv advertiser: If he needs 
additional circulation, to reach a type 
of audience he's not getting with the 
tv effort, he can move into a supple- 
mentary radio schedule pinpointed to 
reach the type of audience composition 
he wants. 

4. The institutional advertiser: Use 
of a regular, fixed program with which 
he can become identified can be com- 
bined with the geographic areas in 
which he's particularly interested. 

5. The advertiser with heavy com- 
petition: If sales of Item X are dwin- 
dling in seven major market areas and 
in two regional areas, the manufactur- 
er can hypo them by sending in a spe- 

_ cially designed network schedule reacb- 
I ing only those areas, 
i 6. The regional advertiser: The 
I networks can set up a network to cover 
almost anv rejiion. 



Q. What's the biggest argument 
In favor of frequency? 

A. Purchase of time periods scat- 
tered throughout all listening hours 
and throughout the entire week will 
net the buyer a largt^ cuniulati\e audi- 
ence, niultii)le-imi)re>sion impact and 
a low cost-per- 1.000. 



Q. What's the main argument 
for staying In a fixed time period? 

A. Purchase of a full ]irogram. aired 
n^gularly, gives the buyer exclusive 
identification with the entertainment 
and the perb)riner. It also tends to de- 
liver more im])a<'t because the coimner- 
cial messages hi! prett) much the same 
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Joe Rahnll says: 

NO MATTER HOW 
YOU LOOK at IT — 

"ain't she a honey?" 
So's the RAHALL CROUP 

Wk3P . . . ALLENTOWN, PA. 

Leading station in the rich Lehigh 
X'alley area. 

1st in HOOPER 

1st .... in PULSE 
Call WEED for avails. 

• 

wf ea . MANCHESTER, N.H. 

First in news and good programming 
thru Xew Hampshire. 

Call WEED for avails. 

• 

wwnr . BECKLEY, W.VA. 

The hot "indie" in the growing West 
\'irginia territory. 

Call EVERETT- MCKIN'NEY for 
avails. 

. NORRISTOWN, PA. 

A leader in the rich Montgomery 
Comity and Philadelphia area. 
Call WEVU for avails. 

RAHALL STATIONS 

Joe Rahall, President 
"Oggie" Dav!es, Gen. Manager 



homes with fretiueiicy over a period 
of time. 



Q. What arc some examples of 
flexible buys? 

A. Kraft Food.^ combines two big 
objectives — (a) identification with a 
personality and (b) a broad reach in- 
to many liomes — with its schedule on 
Mutnal. Kraft buys five five-minute 
newscasts daily, five days a week, to 
reach the turnover audiences from 
10:30 a.m. to 5:35 p.m. The Texas 
Co. likewise hits all levels, using two 
diverse vehicles. The first is its con- 
tinuing sponsorship of the Saturday 
afternoon Metropolitan Opera broad- 
cast on ABC. The second is a sched- 
ule of 22 five-niinute newscasts on 
the same network every Saturday and 
Sunday. With the Texaco i\ens Re- 
porter, it reaches its primary listening 
target — people driving in cars on the 
weekend. 

Colgate has just invested $1.5 mil- 
lion in network radio and CHS after 
cancelling three daytime tv shows. It 
bought 10 units weekly of seven and 
oiie-lialf-niiniite strips each in three 
quarter-hour programs, Backstage 
IFife, Our Gal Sunday and The Sec- 
ond Mrs. Burton. Products to be ad- 
vertised are Colgate Dental Cream, Ad, 
Ajax Cleanser and Fab. The schedule 
takes the air in September, and is de- 
signed to reach the steady afternoon 
serial audience as well as the turnover 
audience. 

Winston and Warner-Lambert are 
using NBC's 50-aniiouncenient pack- 
age of six-second announcements in 
two established shows. Both buy into 
Monitor and Weekday, aiming at a 
large cumulative audience throughout 
the entire week. They're also getting 
repetition and impact, and the value 
of association with established pro- 



Q. How will the network pro- 
gram schedules be changed this 
fall? 

A. There will be no basic changes 
in network radio programing concepts. 
However, there v*'ill be many individ- 
ual program shifts and development 
of new shows. There are no program 
innovations such as the two major net- 
work radio experiments of last year, 
when NBC introduced Monitor on 
weekends and Weekday during the 



MAKE A NOTE V 

NOW, 

A NEW MAJOR MARKET 
with 

A QUARTER-BILLION 
DOLLAR BUYING POWER 

With 154,000 popu- 
lation, the EUGENE, 
LANE COUNTY area is 
the LARGEST WEST 
COAST MARKET between 
San Francisco and 
Portland. 

It's Oregon's SECOND 
MARKET. . . . 

and 

FIFTH MARKET IN 
THE PACIFIC NORTH- 
WEST. 



FOR COMPLETE MARKET 
DATA, see WEED & CO. 
New York, Chicago, 
Detroit, Boston, 
Atlanta, San Fran- 
cisco, Hollywood. 



KERG 

CBS for the 
Willamette Valley 

5000 Watts 

in Eugene, Oregon 
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203 



NET RADIO (Continued) 



week and when ABC debuted iXeiv 
Sounds for You (now of! the air). 
With the exception of MBC, which 
maintains blo< k programing of Moni- 
tor and Weekday for participations, 
the networks will stick with fixed, tra- 
ditional programs. 

Here are some changes which the 
networks contemplate: 

ABC- — The network is building up 
its morning time block of variety and 
drama from 9 to 11 a.m., and is add- 
ing two shows to bolster this line-up. 
They are Grand Central Station, go- 
ing in at 11-11:15 a.m.. and the Jack 
Paar Show, 11:15-30 a.m. 

In the nighttime schedule, there'll 
be a new "name" personality show 
which is being developed for 8-8:30 
p.m. to follow the five-a-week Mystery- 
time block. ABC is also thinking of 
putting in a late nighl (10:30-mid- 
night) recorded music show. Another 
program innovation is 12 new five- 
minute programs which are being de- 
veloped. These will be built around 
news, special features and sports. 
Some will have established "name" 
performers, and others will be specially 
designed and themed to subject mat- 
ter considered compatible to specific 
clients' products or services. 

CBS — The network will maintain 
its strong daytime serial block, moving 
Pepper Young's Family to the 2:45-3 
p.m. time period. It will also introduce 
what is believed to be radio's first 10- 
niinute serial. P^G has bought a five- 
minute news show at 2 p.m., and CBS 
will follow this segment with a daytime 
serial from 2:05-15. 

T]\e biggest nighttime innovation 
will be a "family'' of performers work- 
ing with Robert Q. Lewis in a variety 
show. The five-a-week program will 
be aired from 8-<'):30. and takes the 
air S('plend)er 10. Sunday afternoon 
will be programed with two dramas, 
Indictment and Fort Faramie, from 
5-6:00 IIS i] lead-ill to the r(-gular eve- 
ning dranuilic slots. CBS also has sev- 
eral one-shots and holiday shows in 
the works. 

MBS Mutual is devel()])ing five 
hours of new programing which it will 
feed to afhiiates for local sale, in ex- 
change for specific "pre-deared" lime 
periods. Us new afliliate contract goes 
into cfrccl in Xosembcr, and provides 
for this new local-sale programing as 
follows: Monday ihrongh Friday. 
10:1.5-30 a.m.. 12:15-30 p.m., 1:15-25 
p.m.. 7-7:30 p.m.. 8:30-9 p.m.. 9:15-30 



p.m.; Saturday, 10-11 p.m.; Sunday, 
4-5 p.m., 7-7:30 p.m. 

The entire network program sched- 
ule is being completely revamped inas- 
much as network option hours are be- 
ing reduced from 62 to 35 weekly. 
The stress will continue to be on news 
and sports. Mutual also plans special 
features, dramatic shows, forums, one- 
shots and holiday programs. 

NBC — The biggest program change 
at NBC is the upcoming cancellation 
of Weekday, aired three and one-half 
hours daily, Monday through Friday. 
Its demise was imminent at sponsor's 
presstime, with three major factors 
contributing to it. yXdvertisers and af- 
filiates alike have been disappointed 
in the lack of audience appeal and im- 
pact, and Westinghouse Broadcasting 
Co. has announced its decision to drop 
all NBC daytime programing from its 
four stations. 

Weekday took the air from 10 to 
noon and from 2 to 3:30 p.m. last No- 
vember as a departure in conventional 
network programing. A companion 
show to the weekend Monitor, JVeek- 
day likewise filled its time block with 
assorted entertainment and news ma- 
terial and sold it in the same way. 
Both shows have split time segments 
for multiple sponsorship, and partici- 
pations are as short as six seconds. 

Network heads are mulling over pos- 
sible Weekday replacements. One pos- 
sibility: a variety show from 10 to 11 
a.m., followed by a love story drama 
sequence from 11 to noon. All shows 
being considered involve a name star 
in mass-appeal formats. 

Most of NBC Radio's program 
changes and new show developments 
will be in the daytime schedule. One 
new afternoon show is F red Waring, 
4:30-5 p.m. 



Audience 



Q. How big is the network radio 
audience? 

A. In terms of actual tune-in. net- 
work radio reaches some 24.6 million 
families evcr\ four weeks during the 
(la\lime hours; about 15.5 million 
families at night. 

Q. Is very much radio listening 
done in tv homes? 

A. The most rec(-nt analysis of just 



how much radio is listened to in tv 
homes during the afternoon from noon 
to 5 p.m. was commissioned by CBS. 
Some of the findings: 

1. In 14 million of the nation's 35 
million tv homes, or in two of the five 
quintiles, there's more tv viewing than 
radio listening. But in 21 million tv 
homes (three quintiles). there is more 
listening. In these 21 million homes, 
the comparison shows 128 minutes of 
daily afternoon (noon to 5 p.m.) lis- 
tening, 38 minutes of viewing. 

2. In the third quintile or 20% of 
tv homes, 55.4% of the total after- 
noon radio-and-tv audience is radio 
only. In the fourth group of seven 
million tv homes, 88.4% of total tune- 
ins are to radio only; in the fifth, 
100% radio. Roughly two-thirds of 
the total radio-tv audience in tv homes 
in the afternoon is radio only. 

3. The bulk of the viewing is done 
in the same tv homes; 59.2 "^r of all 
weekday afternoon viewing is account- 
ed for in 20% of the homes. Two 
quintiles, 40*% of all tv homes, ac- 
count for 86. 7*^ of the viewing. 

Q. How much does the automo- 
bile radio audience add to the in- 
home network audience? 

A. A. C. Nielsen now measures the 
Auto-Plus audience for its subscribers. 
Some of its findings: During the week, 
from 6 to 7 p.m. Monday through 
Friday, the car audience averages 29.7 
listeners for every 100 listeners at 
home. The bonus from 7 to 8 is 32.8^^ 
of the in-home audience; from 8 to 9. 
37.77r; 9 to 10, 29.2^^. On Saturda^ 
night, 55.9"^^ of the in-home audience 
is added by the car audience from 8 
to 8.15, 51.K'r from 8:15-30, 52.7^c 
from 8:30-45, 49.5% from 8:45-9. In 
the four-hour span from 6 to 10 p.m. 
on Sunday, the Auto-Plus audience 
never goes below 31.0'^r of the home 
audience. The peak in that period is 
.52.9% at 7:30. 

Q. How many radio sets are 
there, and where are they located? 

A. There are 142 million radio sets 
and they are distributed as follows: 
total home sets including secondary 
sets located outside the living room in 
various places throughout the home. 
97 luillion sets; automobile sets, 35 
million; in ])ul)lic places, 10 million. 
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Q. How significant is the auto- 
mobile radio circulation? 

A. Car radio set figures and auto- 
mobile listening are a prime consid- 
eration in the purchase of time hy any 
buyer. First of all, any audience 
gained by an advertiser from car radio 
circulation is a bonus or unpaid-for 
audience. Secondarily, the radio audi- 
ence is a "captive" one in that the only 
other medium which can possibly rival 
radio for attention is billboards. Third- 
ly, and most important, because of the 
size of the car radio audience and the 
high rate of tune-in during driving 
time, many advertisers are building 
their entire broadcast efforts around 
one objective: reaching people in cars. 



Costs and coverage 



Q. What does an advertiser get 
for his money in terms of cost and 
coverage? 

A. These examples of network buys 
illustrate buying techniques and the 
type of coverage which they deliver to 
advertisers for specific costs: 

ABC — My True Story in the morn- 
ing line-up reaches 6,251,000 different 
homes in a four-week period, with each 
home hearing 5.5 episodes. Costs to 



advertisers 



from S1,000 to 



SI, 300, with the number of homes per 
minute averaging 1,551,000. Cost per 
1,000 commercial impressions ranges 
from a high of 84(^ to a low of 6l<f. 
Five-minute segments in the three pro- 
gram plans — Breakfast Club, morning 
dramas and Mysterytime — cost as little 
as $650 each on a 260-tinic order. 

CBS — For $10,131, a sponsor can 
bu) five seven and one-half minute 
segments in the afternoon serial block. 
Using a different show daily, Monday 
through Friday, 12:30-2:45 p.m., a 
buyer reaches 6.499,000 different 
households per week, 9,74^1,000 dif- 
ferent listeners at an average of three 
commercial minute messages per house- 
hold and listener. Cost per 1.000 
households, 53(^; for 1,000 Hsteners, 
36(^. One five-minute segment of 
Robert Q. Leivis on Saturday morning 
reaches in four weeks 8.770.000 differ- 
ent listeners, 4,471.000 different fami- 
lies. Cost per 1,000 families, $1.07; 
for 1,000 listeners, 55(^. 

MBS — These are representative 
minimum costs to an advertiser, after 
allowance for maximum frequency dis- 
counts, from Mutual's rate card: (A) 
daytime programs — 60 minutes, $14,- 
360 weekly; five minutes, $2,872; 
nighttime programs — 60 minutes, $13,- 
855; five minutes, $2,771. (B) par- 
ticipations — 60 seconds, $1,500; 45, 
$1,200; 40, $1,100; 30, $900; 20, 
$700. (C) minute commercials in five- 
minute shows — $9.75. (D) six-second 



system cues or billboards $330. 

iXBC — y\n ad\ertiser spending $7,- 
588 on Monitor reaches 4,093,000 dif- 
fernt homes a total of 6,937,000 times. 
Ten commercials on Weekday, costing 
$10,000, will be heard 12,486,000 times 
in 5,642,000 different homes. A 50- 
announcement package throughout the 
week on eekday and Monitor costs 
$11,250. The campaign reaches 9.7 
million different homes per week, for 
a total of 39.9 million impressions. 
Cost per 1,000 impressions: 2<M. 

Q. How do network radio costs 
compare with those of other mass 
media? 

A. They're considerably lower. A 
comparison hy CBS showed that a net- 
work radio advertiser reaches 715 peo- 
ple for every $1 he spends; 377 per- 
sons for every tv dollar; 299 for every 
dollar in magazines; 211 people for 
every $1 spent in newspapers. 

Q. When do people listen most 
in their cars? 

A. During the peak traveling times. 
These are mornings and evenings to 
and from work, weekends when people 
are shopping and pleasure-driving, 
warm-weather months when they're 
traveling more. Market-hy-market vari- 
ations in auto listening are dependent 
on such factors as weather conditions 
and local living patterns. 
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It takes a specialist 



TO SELL THE LARGEST 
SINGLE LISTENER-BUYER GROUP 



IN SHREVEPORT 

KCIJ 

is the specialist for 
country-music audience 

Northern Louisiana is the heart of 
the rich Ark-La-Tex farming and in- 
dustrial area where radio listeners 
like their music with a strong coun- 
try flavor! KCIJ, specializing in 
country-music and news, gives lis- 
teners what they want! . . . gets 
listener response where it counts 
... in sales! That's why, in the 35 
counties and parishes that make up 
this area, KCIJ is FIRST* among all 
independents and SECOND only to 
the 50,000 watter— but at nowhere 
near the cost! 

*Pulse, March, 1956 



IN NEW ORLEANS 

WMRY 

is the specialist for 
Negro audience 

In the New Orleans area the 
picture is different! Here the 
large Negro population in more 
than 20 parishes and counties of 
Southern Louisiana and Missis- 
sippi represents the largest sin- 
gle listener-buyer group. WMRY, 
with its exclusive Negro pro- 
gramming and increased power, 
influences this" rich market as no 
other medium can. So strong is 
WMRY that more Negro listen- 
ers are tuned daily to WMRY* 
than to the next 2 stations com- 
bined! 

*Pulse, Mar-Apr, 1956 



Put these 2 top sales specialists 
to work for you now! 



In Shreveport 

KCIJ 

The BIG City Slolion with the Country Flovor 

5000 WATTS 980 KC 

fNON D/RECr/ONAt; 



2^ 

In New Orleans 

WMRY 

The Sepio Stotion— Now Double Power 

1000 WATTS 600 KC 

fNOND/RECT/ONAU 



SOUTHLAND BROADCASTING COMPANY 

Mort Silverman, Executive Vice-President & General Manager 
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TOTAL RADIO SETS IN U.S. COME TO 
142,000,000. HOME SET SALES TOP 1955 

Page Number 

Q, HoM' many rinlio !^ets an' in working oimIoi*? 212 

Q, What's the tren<l in ra<lio listening; in tv honu's? 218 

Q, To what cxtoiit <h)cs <hiytinic ivuHo <'oniphMn<Mit tv? 224 

Q, What's the tren<l in oul-of-honu' listening? 230 

Q, What's the aiuh'enee composition of aiito ra<h'o? 238 

Q, HoM' <h> weh <hiy strips compare with s<'jinnMile<l hiiys? 241 

Q, Does huyer of sejrnuMils get full eh'aranee for each? 246 

Q, What's the rehitionship h<'lween <hiy an<l nighl spot rat<'^? 248 

Ri'prUits will hv nvailabU' (tt !iOv each. Qnautitfi prices on rcqiu'.s*. 
Write to Spottsor Services. Inc.. 10 K. ilHh St.. \en- York IT. M. Y. 



I. DIMENSIONS OF RADIO 

1- How many U.S. homes have radios? 



Millions of U.S. lioincs with radios, March, 1949-1956 

U.S. homes 42.6 43.4 44.4 45.3 46.1 46.7 47.6 48.7 

Radio homes 40.2 41.4 42.9 44.3 44.9 45.1 45.9 47.0 




1949 



1950 



1951 



1952 



1953 



1954 



1955 



1956 



Radio homes have pretty ^vi-Il kept pace with the growth in 
all homes, these Nielsen figures show. While there are 



actually more non-radio homes than in 1952, the diSerenee 
is not significant. The 1956 saturation figure is 96.5% 



2. Is 



radio home ownership spread evenly? 



r 



Millions of radio homes, March 1956 



By regions 

Total homes 12.8 8.3 9.4 I 1.6 6.6 

Radio homes 12.3 8.0 9.1 I I.I 6.3 



Northeast East West 
Central Central 



South 



Pacific 



By county size 

17.7 13.0 17.9 

17.1 12.6 17.1 




"B" 



"C&D" 



1 nlikc tv, radio houu; saturation is c\ciily spread over all 
sections of the country and in rural and urhan areas, as 



indicated by county size fii;iircs. In the south, where tv 
has 53% satnralion, radio has 95.7%. Data is from Nielsen 



! 
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3. 



How many radio sets are there altogether? 



r 



Total radio sets U.S., all types 



1945 





142^00,000 



1956 



Figure for 19J5 is from NAB records for Jan. 1945. The 
1956 figure is updated from the ARF-Politz study of May 



1954, applies to 1 Jan. 1956. I pdated figure was agreed 
on l)y KAB, all radio webs, includes sets in public places 



I 



4. 



How many auto radios are there? 



Total auto radios in U.S. households 



7,500,000 



1946 

Figure for 1946 is from NAB records for Jan. 1946. The 
1956 figure is updated from the ARF-Politz study of Alay 



1956 

1954, applies to 1 Jan. 1950. Updated figure was agreed 
on by KAB, all radio webs, doesn't include business vehicles 



J 



5 



- How are radio sets distributed? 



r 



Number of sets and households 



RADIO HOUSEHOLEDS 
TOTAL HOME SETS 
SECONDARY HOME SETS 
AUTO RADIO HOUSEHOLDS 
AUTO RADIO SETS 
SETS IN PUBLIC PLACES 
TOTAL SETS 



J 



HOUSEHOLDS 
46,800,000 

31,100,000 



SETS 



97,000,000 



35,000.000 
10,000,000 
142,000,000 



SECOND SETS 
50,200,000 



Figures are from KAR, four radio networks as updated from ARF- 
Politz study of May 1954. AKF did not count public place sets 



J 
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RCA 
THESAURUS 

PRESENTS 



Six sales-building features to boost 
your radio station's profits! 

1. THE LAWRENCE WELK SHOW 

Sparkling new series of half-hour 
musical shows by the band that's 
making TV history! Complete with 
scripts and voice-tracks, this brand 
new show stars Welk as emcee, plus 
his roster of talented soloists. 



2. FOOTBALL HIGHLIGHTS 

Football's most memorable moments 
recalled by Notre Dame Coach Terry 
Brennan. An exciting series of 15- 
minute, fully-recorded sports shows, 
featuring big name guests ! 



3. GREAT AMERICAN WOMEN 

About women — for women! Basil 
Rathbone narrates 65 5-minute 
shows about celebrated Americans 
like Amelia Earhart, Eleanor 
Roosevelt, Ethel Barrymore. 

4. SHOW STOPPERS 

A no-cost extra! New life and 
laughter for your DJ sessions. 362 
chuckle -loaded dialogues . . . more 
than 60 different "characters". . . 17 
dialects! 45 RPM discs and special 
scripts build your DJs into the act! 



SIX 
CLICKS 




5. JAZZ AT THE PHILHARMONIC 

A special bonus for subscriber sta- 
tions! 100 selections on ten 12" long 
plays — jazz classics by all-time 
greats like Ella Fitzgerald, Basie, 
Hampton, Krupa, and Wilson, plus 
100 voice-track interview's with 
Norman Granz for your DJs ! 



6. SELL -EFFECTS 

More than 2,000 singing commercials 
covering over 70 sponsor-categories. 
Time, weather and shopping jingles. 
Special sound effects. Plus SELL- 
TUNES — original and exclusive 
words and music for specific spon- 
sors, seasonal campaigns, and spe- 
cial occasions . . . arresting new 
themes for your DJ shows! 



There they are, six solid sellers join- 
ing the parade of money-making 
RCA THESAURUS features that 
meet your every program need ! Dis- 
cover what this complete merchan- 
dising, programming library service 
can do for you with its 5,000 selec- 
tions, weekly continuity service, 
sales aids and audition discs! Get 
the details on the exclusive "Shop 
At the Store With the Mike On the 
Door" plan that brought 290 
THESAURUS subscribers extra in- 
come! Call your RCA THESAURUS 
representative today! 

Nearly 20 hours of THESAURUS 
weekly proeramming include : 

The Hour of Charm 
Wayne King Serenade 
Date in Hollywood 
The Freddy Martin Show 
Hank Snow 

The Melachrino Musicale 
Great Days We Honor 
The Frank Luther Fun Show 
"The Grantland Rice Story" 



SERVICES 

155 East 2ith Street, New York 10. N. Y. 
Murray HOI 9-7200 

445 N. Lake Shore Drive, Ckieago, IIL, 
WHUehM 4^530 



522 Fortyth Building, Atlanta 3^, Ga., 
JAekson 4-7703 ■* 
1907 McKiitney Avenue, DaUds I, TexoM, 
Rlvernde 1371 

1016 N. Sycamore Avenue, HoUyteood 38, 
Califs OUfifld 4-1660 
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■ How are radio sets in working order distributed? 



IVuiiiher of sets in workiiij: order and households with sets in working order 



Radio liouseholds 
Total home sets 
Secondary home sets 
Auto radio househohls 
Auto radio ?ets 
Sets in public places 

Total sets 

Figures are from KAIj. four radio networks 
as updated from ARF-Politz study of May 195 k 



HOUSEHOLDS 

45,000.000 
28,200,000 



SETS 



SECOND SETS 



37,000,000 



82,000,000 



32,000,000 
10,000,000 

124,000,000 



Data is of 1 Jan. 1956. It's assumed all public place sets 
are in working order since ARE did not measure them. 



7, 
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How many multi-set radio homes are there? 




33.8% of U.S. households 
have only one radio set 




32.7% have 
two sets 



These figures are from the ARF-Politz 
study of May 1954, have not been up- 
dated by industry because of difficulty 
of getting accurate figures without 
field work. Data includes auto sets. 
Proportion of multi-set homes is higher 
now, it is believed, because of high 
set production with more auto radios 
and portables sold. The actual fig- 
ure, however, can only be estimated. 




I 



8, 



33.5% have three 
or more sets 



Where are U.S. radios located in and out of homes? 



J 



Ihcse figures arc from 
AP«F-Politz study of May 
1 95 1, have not been 
updiited l)C< auso of 
din[i<ully of gelling 
accuralc figurrs without 
field work, (iurrrnl irend is 
toward more auto radios, 
more radios f)iitside 
of li\ in'' room 



I 



5.8% other 
locations 




Bra 

Kitchen 



1% 







Room 




0' 





25.9% 
in autos 



212 



T 



^-^•jL^ 1^ Den 



Bedroom 
21.4% 
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1290 ON THE DIAL 



OMAHA 

d theiclock 




LOCAL BILLING UP... 

pyjisi & HOOPER \jp, too! 

From 4th[to 2nd Place in 8 Months! 

. . . still going up! 

THE ONLY 24 - HOUR MUSIC, NEWS <(C) j 1 1 L 

& SPORTS STATION IN OMAHA . . . L|\>\^UL-J 



5000 WATTS — FULL TIME 



EXCLUSIVE NATIONAL REPRESENTATIVES AVERY- KNODEL INC. 

NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO DALLAS ATLANTA 
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II. RADIO SET PRODUCTION 



1. 



How many radio sets have been produced in the U.S.? 



I .S. r:uli<) set ])r<)(liiolioii, 1921-56 



Millions 
of units 



0 

Year 




SOURCE 



74 75 76 77 78 29 '30 '31 '32 '33 34 '35 '36 37 'iS '39 '40 '41 '42 
RETMA. YEARS 1924-27. 1929. 1947-53 ESTIMATED 



'45 '47 '48 '49 '50 '51 '52 '53 '54 '55 Vi '4 

'55 '56 

1955-56 FIRST THREE MONTHS ONLY 



J 



2. 



What types of radios are the most popular? 



Radio si'l [n'odiu'tioii l>y lype. 1917-1955 



Year 


Home 


Clock 


Portable 


1947 


14,082,662 




2,458,277 


1948 


9,630.308 




2,629,569 


1949 


5,961,196 




1,843,383 


1950 


8,174,600 




1,674,700 


195! 


5,974,297 


777.155 


1,332,990 


1952 


4,043,128 


1.929,036 


1,719,859 


1953 


4,402,938 


2,071,120 


1,741,564 


1954 


3,067,644 1 


1,874,908 


1,333,518 


1955 


3,393.882 | 


2,243,674 


2,027,545 



Auto 

3,459,06! 
4,240,132 
3,595,42! 
4,740,600 
4,542,920 
3.242.849 
5.182.934 
4.! 24.460 
7,229,954 



L . 

3. 



SOURCE: TOTAL U.S. PRODUCTION 1947-55 ESTIMATED. 



How does radio set production compare with other appliances? 



riip iiuporlanl part radio plays in the home is 
ilI^I^lral(Ml \>y a comparij-on of radio set sales 
since liie war with other ajipliances. The 
emiiulalive total of radio set sales from 1922 
through 1955 is 18S,«00,950, according to KET.MA. 
.\pplianee figures are from "lCl(>c[rical Merchandising.' 
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I94t-$S 


19SS 




SALES 


SALES 


MINOS 


139.743.000 


14.900.000 


RtriiicauTMS 


39.136.000 


4.02S.00O 


TOASTEK 


3M24,000 


3,350.000 


MOMS 


77.7SS,000 


1,021.000 


clocxs 


7S.S29.000 


7,200,000 


COTFEE MAKERS 


32,723.000 


3.67S.000 


row MIXERS 


IMSSMO 


3.240.000 



now WOLF IS 



FIRST in homes 



Share of Radio Audience — C. E. Hooper, January-April, 1956 (Latest) 
8 A.M. -6 P.M. Monday thru Saturday. 



FIRST 



TOTAL 
RATED 


RADIO SETS 
IN USE 


STATION 
A 


■ 

STATION STATION 

B ; C 


WOLF 


STATION 
E 


TIME 
PERIODS 


9.9 


15.5 


25.4 9.7 


27.1 


20.6 


r in 


cars 










Car Listening — C. E. Hooper, November 1953 and April 1954 (Latest) 
(7:00 A.M. -7:00 P.M., Monday thru Friday) 


TOTAL 
RATED 


RADIO SETS 
IN USE 


STATION 
A 


STATION STATION 
B C 


WOLF 


STATION 
E 


TIME 
PERIODS 


34.5 


14.9 


16.6 11.2 


35.2 


21.5 



FIRST in points of sale 



Business Establishments — C. E. Hooper, October 1955 (Latest) 
(9:00 A.M.-5:00 P.M., Monday thru Friday) 





1 

RADIO SETS j 
IN USE j 


STATION 
A 


STATION 
B 


STATION 
C 


WOLF 


STATION 
E 


OVERALL 


28.2 


20.7 


10.9 


14.3 


38.9 


13.4 



RATING for RATING... RATE for RATE 
in CENTRAL NEW YORK it's... - 
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SYRACUSE, N. Y. 

THE WALKER COMPANY 
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A QUARTER OF A MILLIO 



J" 



This mountain came to KMOX during National Radio 
Week ... a mountain of 251,038 pieces of mail in 
on/y seven c/ay$. KMOX local personalities and feature 
programs gave a "radio-a-day" during Radio Week, 
and listeners reacted with the kind of immediate 
"audimated" mass response that on/y KMOX can de- 
liver in the St. Louis market. For mass sales response in 
the Mid-Mississippi Valley, call KMOX, CEntral 1-8240, 
or your CBS Radio Spot Salesman. 





THE VOICE OF ST. LOUIS • CBS OWNED -50,000 WATTS 



III. RADIO LISTENING HABITS 
GENERAL 



1, 



("harts in this GENERAL section show listening habits which have no 
particular relevance to either spot or network. In the isET\^ Or\K and SPOT 
lo follow viewin'i fifnires are >lanted to clients in each medium 



How does radio listening vary by months? 



Av('ra«i(; hours of iii-lioiiio lislciiing per home per (lay, 1955 

{ radio-only homes radio-tv homes) 



4 Hr 




0 Hr 



Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 

•Soiircp; Nielsen Radio Index 



l_ 

2, 



What's the trend in radio listening in tv homes? 



Averajjie lioiirs of iii-hoiiie listeiiiiij; per lioiiie ])er (hiy in tv homes 

1,82 

A? ^iielseII figures lo left show, listening 
hours in t\' homes have risen slightly 
in re<Tnt >ears. The percentage increase 
indicated is e(|ual to about six minutes 
daily. Hiese figures indicate stability 
rather than change, show pattern of future 
Sour<'e of data is AliC Hadio 




3. 

r 



What percent of all homes does radio reach in an average week? 



Morning 

( 6 a.tii.-Xooii ) 

A ftcnioon 

( NoOIl-6 p. Ml.) 

Kvcniiio; 

(6 p.tii.-Mid.) 

Total 

SOURCE; NIELSEN 







1953 


1954 


1955 


fALL HOMES 




NOT 


79% 


7 8% 


TV HOMES 




AVAILABLE 


75 


75 


(radio-only 


HOM ES 




84 


84 


(all homes 




NOT 


82 


79 


TV HOMES 




AVAILABLE 


75 


75 


Iradio-only 


HOM ES 




9 1 


89 


[ALL HOMES 




79<>o 


76 


70 


|tv homes 




N.A, 


67 


62 


1 RADIO-ONLY 


HOM ES 


N.A. 


89 


89 


ALL HOMES 




9 2% 


92 


91 


TV HOMES 




N.A. 


90 


89 


RADIO-ONLY 


HOMES 


N.A. 


95 


96 



RADIO INDEX 
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FALL FACTS BASICS 




4 looks at the way Kansas City listens 

Call see WHB) 




:\lareli-April, 1956 
Metro Pulse: AYllB 1st 
360 out of 360 

\\ hoiu-s in and out of home, 
]\Ion.-Fri. G a.m. -midnight 

:\Iarch, 1956 

Area Nielsen: AVIIB 1st 

every time period, 

1st all day and night 
42% share of audience 
:\Ion.-Sat. 6 a.m. -midnight 



Latest available 
Area Pulse: AVIIB 1st 
263 out of 288 

1,4 hrs. . . . -with 25-2nd iilat-c 
I 't hrs., Mon.-Sat., G a.m.-G p.m. 

Feb.-May 195G 

K. C. Hooper: Will'. 1st 

248 out of 260 Va, hrs. 

1st all day witli 
43.5% share of audience 
:\Iou.-Fri. 7 a.m.-6 p.m. 
Sat. 8 a.m. -6 p.m. 



Dominate'^ And Iioti! Lisirn to the tray 
Kniisns CitY looks the nay lilnir tells it — 
or tnlh to Willi Cenernl Mniuvj^er Ceory^e 
W. Armstrong. 



WHB 



10.000 watts— 710 kc 
Kansas City 



CONTINENT BROADCASTING COMPANY 

"The Storz Stations" — President: Todd Stori 



WDGY, Minneapol!s-St. Paul 
Represented by 
Avery-Knodel, Inc. 



KOWH, Omaha 
Represented by 
H-R Reps, Inc. 



WHB, Kansas City 
Represented by 
John Blair & Co. 



WTIX, New Orleans WQAM,* Miami 

Represented by Represented by 

Adam J. Young, Jr. Jo^'n Blair & Co. 

»Tran$/er Subjrcl to f'( (■ Approval 



RADIO LISTENING HABITS 



While most of the viewing figures in this network section cover 
total viewing and not network viewing specifiially, they are particularly 
useful to network advertisers, since they are based on New York 
(eastern) rather than local time. However, the data is also 
useful for general purposes since it shows broad listening patterns 



NETWORK 

1. How does in-home radio listening vary by time of day? 

I 



Morning is peak listening time 



Hourly listening figures shown 
below are from Nielsen Radio 
Index, cover Jan.-Feb. 195C 



Moii-Fri davtiine 

A. 



All (lavs iii<;littinie 



6 A.M. -7 


5.4 


Homes '000 

2,538 


NOON-1 


17.1 


! Homes '000 

8,037 


6 P.M.-7 


10.3 


Homes '000 

4,841 


7-8 


13.1 


6,157 


1-2 


16.7 


7,849 


7-8 


9.2 


4,324 


8-9 


17.1 


8,037 


2-3 


13.4 


6,298 


8-9 


9.1 


4,277 


9-10 


16.4 


7,708 


3-4 


12.3 


5,781 


9-10 


8.4 


3,948 


10-lli 


17.7 


8,319 


4-5 


12.3 


5,781 


10-11 


6.9 


3,243 


11-noon' 


16.6 


7,802 


5-6 


12.1 


5,687 


11-MID. 


5.3 


2,491 



I 



J 



2, What's the volume of radio use morning, afternoon and evening? 

Averagt' lionrs in-lioine listening per radio home per day l)y (lay parts ^ 



2 MPS. 21 MIN 



2 MRS. 7 »^IN, 



I HH- SO MIN. 



2 MRS. U MIN, 



40 MIN. 



AFTERNOON 
OOON.6 P.M. 



MORNtNG 
6 AM NOON 



MONDAY- FRIDAY 
AVERAGE 



SOURCE: NIELSEN RADIO INDEX. NOV, -DEC. 1955 



AU DAYS 
AVERAGE 



L 
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FALL FACTS BASICS 



s a BASIC FACT in the Nation's 
Number 1 Test Market . . . 



SYRACUSE, N. Y. 

Is the BIG Station 
In the BIG Market 



* POWERED TO COVER THE WHOLE BUYING AREA 



15 rich counties from Dairyland m Northern N.Y. to the indus- 
trial Southern Tier. And remember, too, Syracuse is the cross-roads 
of all main rail and highway, a "red hot" market where diversified 
industry employs a labor force crowding half a million; a population 
of a million and a half buyers. Here's another fact . . . 10% of 
N.Y.'s 4 million passenger cars are owned within sound of WFBL's 
voice . . . 80% of them have radios and most of them are habitually 
tuned to WFBL. 



* PROGRAMMED TO COMMAND ATTENTION 



Represented by — 
Refers, Griffin, Woodward, Inc. 



A member of the Founders 
Corporation's Croup of Sta- 
tions: KPOA and the Inter- 
Island Network, Honolulu; 
WTAC, Flint, Mich.; KTVR, 
Channel 2, Denver; WFBL, 
Syracuse. 



Sx "sell ng" personalit es . music, news and sports . a variety 
of WFBL-tuning incentive programs . . . and a "local" flavor pro- 
vided throughout WFBL's broadcasting day. 

TO DO A 'TEST MARKET JOB . . . 

OR A SELLING JOB OF ANY KIND . . . 

YOU HAVE TO INCLUDE 




JULY 1956 
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RADIO LISTENING HABITS/ NETWORK 



3. 



How do listening levels compare in radio-tv and radio-only homes? 



Radio Homes I sing 



Homos usiiijr radio l>y day j)arts 

onie 
Radio 



J\ Home- I siiifi 



l\a(lio 



(Sun. -Sat.) 

SOURCE: NIELSEN RADIO INDEX. JAN. -FEB, 1956 



Radio Only Home? 
Using Radio 



8:00 a.m. -12 Noon 


AVG, AUD. 

17.0% 


HOMES OOO 

7,990 


AVG. AUD, 

15.0% 


HOMES 'OOO 

5,290 


AVG. AUD. 

22.6% 


HOMES 'OOO 

2,700 


( Mon.-Fri.) 




12 Noon-6:00 p.m. 


14.0 


6,580 


11.7 


4,113 


20.7 


2,467 


(Mon.-Fri.) 














6:00-11 p.m. 


8.8 


4,136 


6.2 


2,176 


16-5 


1,960 



4, 



How does radio listening vary by seasons? 



Seasonal index of avorairo honrs of lislcninj; per home \tcr day 



Data here comes from Nielsen 
Radio Index. Dotted lines show 
average annual listening levi'l, 
is given arhitrary index figure 
of 100. Figures ahove hars are 
comparistuis of seasonal listening 



Daytime 
6 a.m. -6 p.m. 



Annual 



104 



104 



average 

index figures cf)rnparing seasonal |:32 hrs. (100%) 
listening with annual average. 
Figures heneath hars are the 
actual daily hours of li-itening 



Nighttime 
6 p.m. -Midnight 

A 



Annual 



106 



average 

:33 hrs. (100%) 97 



97 



92 



Daily hours viewing :35 :32 :32 1:36 1:36 1:25 

Winfcr Spring Summer Winfer Spring Summer 

Monfhs (Jan.-Fcb. (M<>r.-Apr. (July-Aug. (Jan.-Feb. (Mar.-Apr. July-Aug. 

1956) 1956) 1955) 1956) 1956) 1955) 
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FALL FACTS BASICS 



radio 




in Cleveland 



The sales power of WERE'S six air personalities 
is practically legendary in this business. 
They sell more cars, appliances, soaps, foods, 
and cosmetics than any other Cleveland 
disc jockeys ... and at a much lower cost! 




^ BOWMAN 

AM lo 7 AM) 



24 hours a day, 7 days a week, these men provide radio basix 



i 



WALT HENRICH 

(7 AM lo 9:30 AM) 




TOM EDWARDS 

00:30 AM lo 2 PM) 




BILL RANDLE 

(2 PM lo 7 PM) 




PHIL McLEAN 

(7 PM to midnighl) 




CARL REESE 

(12 midnight lo 5:30 A 




And besides the basix . . . here are six other basics 
for buying WERE to sell Cleveland 

1. RATINGS 

If you buy ratings . . . yoj must buy WERE, the station that outpulls 
all others, according to Pulse, Nielsen, and Hooper. 

2. AWARD-WINNING NEWSCASTS 

Winner of the Headliner's Award, WERE presents Cleveland's most out- 
standing world and local news round-up throughout the day and night. 

3. BASEBALL 

All Cleveland follows the Indians, on WERE, the only Cleveland 
radio station that carries the games. 

4. WOMEN'S SHOW 

Louise Winslow's daily commentary and interview program is 
Cleveland's top women's show. 

5. NOTRE DAME FOOTBALL 

In Notre Dame-minded Cleveland, fans follow the games every 
Saturday on WERE. 

6. MERCHANDISING AND SALES PROMOTION 

In addition to buying the top station, sponsors get the most 
comprehensive merchandisiag and sales promotion. 



BUY WERE and SELL Cleveland 



Represented by: Venard, Rinfoul, and McConne//, Inc. 
General Manager. . . Richard M. Klaus 



RADIO LISTENING HABITS NETWORK 



5. 



To what extent does afternoon radio complement tv? 



Daytiiiio radio i> stroiiir in iiiaii> tv lioiiies which view little 

1^7 million TV Hamas ^^^--^^^^^^ ^^^^ 



7 rniltion TV Hom«i 



41.8X 



7 million TV Homei 



7 million TV Homat 



124.2% 
760.0% 



7 million TV Homas 



11,800,000 RADIO-ONLY HOMES 



Averog* No. of TV MinutM 



I Averog* No. of Rodio Minutat 



< Ijart aljovo is special N'iolscn analysis for CBS Radio, covers 
avcr.-ijfe daily minutes of radio, tv tuninK (lurinff 5-!) De-. I'J.'jS 
from Xoon-.") i).m. To]) five hars represent minutes of viewing 
ami lisieiiinf; in tv homes. Kacli bar rejjvesents 20% of all tv 
homes, in decreasing- order of intensity of viewin;;. Figures at 
risrlit .-ihow ratio between radio and tv tiininfi. Xote that top 



two bars, which represent 40*^ of tv homes, account for nearly 
KT'"; of total daily tv nsaee in afternoon. However, 00% of tv 
hone-; only acconnt for I during one week's period. Note 
also that in nearly 1!J million tv and radio-only homes the.e 
was no tv tuning durine week measured. In (50"^ of tv homes 
(here is more listening in the afternoon th.in there is viewing. 



6, 



How does location of in-home audience vary by day parts? 



DISTRIBUTION OF LISTENING - AVERAGE QUARTER HOUR 



MORNING 



9 AM -12 N 



AFTERNOON 



12 N-6 PM 



EVENING 



6-11 PM 



CA) 



34 9 



37 5 




55 3 



46 e 



O i) 



33 4 




96 



11.4 




21.0 



B 



S 3 



KEY A^ Living room Bedroom C Kilch«n Other room tn homa E^ Olfiar ploca outt>do home 



\\Ui\c cluirl (l.itcK fmiii full of IT)] ("Wiird Duily l.i\hig 
Ilaltil.s .'survey" fur MI!S), iis iinfilicalions arc li iirr tliaii 
(•VI r: railii) follows lislciicr aromid llic Ikjiisc. 'I'lic jn'r- 



ccnl of livinj; mom lislciiinp is certainly less today than 
in lO.'il. \olc the iicavy kilrlicn lislciiinn during the 
inornin'i hours. Note also slaliilily of liedrooin listening. 
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FALL FACTS BASICS 



New Hooper— New High— New Orleans 




J 



Still Rocketing! 



WTIX 

Station "A" 
Station "B" 
Station "C" 
Station "D" 
Station "E" 
Station "F" 
Station "G" 
Station "H" 
Station "I" 
Station "J" 



26.2% 

17.1% 
8.3% 
..- 8.1% 
7.8% 

7.1% 

6.5% 

5.5% 

- 5.1% 

3.8% 



New Orleans' new radio leader is still rocketing. Xew 
Hooper* for New Orleans shows a new high in audienee for 
WTIX : 

29.0% 24.1% 26.2% 

morning afternoon all-day 

WTIX is first in 150 out of 220 weekly quarter hours, seeond 
in 70, third or lower in XOXE.** WTIX is demonstratin"- 
vigorous ability to attraet listeners ... to keep them attraeted 
. . . and (here's where you come in) to sell. Get the Xew Or- 
leans story from Adam Young, or WTIX General ^Manager, 
Fred lierthelson. 



3.7% 



* Hooper liadio Index, 7 a.in.-6 p.m., Mon. Fri., AprU-ilay, 1956. 

**IIooper Conlinning Measurement of Broadcast Audiences, 
Jan.-March, 1956. 



WDGY, Minneapolis-St. Paul 
Represented by 
Avery-Knodel, Inc. 



CONTINENT BROADCASTING COMPANY 

"The Storz Stations" — President: Todd Storz 



KOWH, Omaha 
Represented by 
H-R Reps, inc. 



WHB, Kansas City 
Represented by 
John Blair & Co. 



New Orleans 16, La. 



WTIX, New Orleans WQAM,* Miami 

Represented by Represented by 

Adam J. Young-, Jr. John Blair & Co. 

"Transjrr buhject ttt f'i i. Approval 



JULY 1956 
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RADIO LISTENING HABITS 



SPOT 



1, 



Since most ficuros on U.S. listening arc u.sually shown on the basis of eastern time, 
whicli is mainly of interest to tlio network advertiser, SPONSOR provides below 
some figures showing listening by time zone (local time) and regions. This data 
will bi of interest to regional and spot clients, who buy according to local time. 



How does radio listening differ by regions? 



Avei 


'ii^v daily hoiirt 


i listening; by market 




ami season 


MNMARCH, 1955 


APR.- JUNE, 1955 


JULY-SEPT., 1955 


NORTHEAST 


1.1 


2 1 


1 


1 s 


1 

E»ST CENTHAl 


7.i 


\ 

2.5 

1 


h- 

1 


2.2 


1 

MrDWEST 


J.5 


2.5 

1 


I 

\— 


' 2.3 


SOUTH 




2.1 




2 3 


PACIFIC COAST 


2.6 


1 

2.5 


1— 


7 t 


Oa.-DEC, 1955 


JAN-MARCH, 1956 






NOSTMEAST 


■■ J.l 


2.0 






1 

EAST CENTRAL 

1 


2 1 


\ 

2.1 

1 






MIDWEST 

1 


2 3 


22 






SOUTH 
1 


2 4 


1 

2.3 

1 






PACIFIC COAST 


2.5 


7.3 







In Nielsen (lata above market groups are: Norlheast 
Ro-ton, New York, I'hiiadeiphia; East Central — Cleveland, 
Detroit, Pittsbm gii ; Midwest — Chicago, Kan.sas City, Mil- 
waukee, Minneapolis, .St. Louis; South -Atlanta, Baltimore. 
Washington, Birmingham, Dallas-Ft. Worth, lloubton. New 



Orleans; Pacific Coast — Los Angeles, Portland, San Diego, 
San Francisco, Seattle. Data for south during J an. -March 
19.5.5 period is not available. Note that differences be- 
tween market groups and seasons is slight. Data is only 
indicative since only parts of each region are measured. 



2, 



What are the national listening figures by local time? 



I'erceiil homes using radio per average niiniile hy day jiarls 



]6.2% 



6-9 am 9 aiu-iSoon \oon.-3 pin 3-6 prn 



11.7% 



I 



6.1% 

I 



6-9 pin 9 pin -Mid. 



SOURCE: NIELSEN RADIO INDEX, JAN. -FEB. 1956, MON.-FRl. AVERAGE. FIGURES COMBINE LISTEN- 
ING IN EASTERN, CENTRAL, PACIFIC TIME ZONES ON LOCAL TIME BASIS 
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FALL FACTS BASICS 



radio station mos^dvertisers use 



560 FIRST IN SAN FRANCISCO 
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WESLEY I. DUMM, PRESIDENT 
R. W. WASSENBERG, EXEC. VICE PRESIDENT S GENERAL MGR. 

FRANKLIN M. DUMM, SEC TREASURER 
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"MORE advettiier; 
buy KSFO.560 thai 
any other statioi 
in San Francisco. 

\SFO's current lis! of 
NATIONAL and Regional 
advertisers include. 

ALLSTATE INSURANCE 
AMPRO PRODUCTS 
BAFFLE BAR CANDY 
BELFAST BEVERAGES 
BENDIX APPLIANCES 
BURGERMEISTER BEER 
BLUE SEAL BREAD 
CALIFORNIA PACKING 
CALSO WATER 
CERTO-SURE JELL 
CHEVROLET DEALERS 
CRIBARI WINE 
CROSLEY APPLIANCES 
EVEREADY BATTERIES 
EXLAX 

FALSTAFF BEER 
FOLGER'S COFFEfc 
FORD DEALERS 
GREYHOUND BUS 
HOUSEHOLD FINANCE 
INTERSTATE BAKERIES 
KRAFT FOODS 
LOCAL LOAN 
MANISCHEWITZ WINE 
MENNEN BABY OIL 
MOTOROLA APPLIANCES 
MYSTIK TAPE 
MODE O DAY 
NATIONAL VAN LINES 
MORGE APPLIANCES 
PACIFIC SOUTHWEST 

AIRLINES 
PACKARD DEALERS 
PALL MALL 
PEPSODENT 
PHILCO PRODUCTS 
PLYMOUTH DEALERS 
REAL GOLD 
REGAL PALE BREWING 
SATURDAY EVENING POST 
SCHWEPPES 
SEVEN UP 
SENDERALLA 
STOKELEY VAN CAMP 
SOUTHERN PACIFIC 
TANGEE 

TAREYTON FILTERS 
TWA 
WEBCOR 
WINSTON CIGARETTES 

.plus 91 loco! odvt:riis- 
ers who listen fo KSFO-560 
OS we// OS buy if. 
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RADIO LISTENING HABITS SPOT 



3. 



What audiences do stations get beyond prime marketing areas? 



Stations vary jjrcatly in attracting au<lienres heyoiHl market zone 



Additional NSI Area 
Homes Beyond Metro 



Range 

8 Markets 
under 15% 

6 Markets 
15 to 20% 

1 1 Markets 
20 to 35% 

5 Markets 
over 35% 



Average 
12% 
18% 
30% 
40% 



Average Station Audiences 
Beyond NSI Area 



Markets 



8 Markets 



6 Markets 



Markets 



5 Markets 



Range 



3%-26% 



2%-33% 



l%-70% 



6%-116% 



Average 



13% 



15% 



26% 



39% 



Chart abox'e is taken from Nielsen Station Index, covers 30 markets. 
The markets are grouped at left according to the percent of all radio homes 
that lie beyond the metropolitan area but are still within the NSI area. In 
the first market group for example, there are eight markets in which the 
NSI area homes lying beyond the metro area are or less of the metro 
area homes. This indicates that tlie metro area is large. In other words, 
these are big cities. Roughly sj^eaking, the higher the percent of NSI area 
radio homes beyond the metro area, the smaller the market is likely to be. 
So the lower }'ou go, reading down the column at left, the smaller the 
market. In the smallest market group, the percent of homes beyond the 
metro area and within the NSI area is almost half of the metro area. Fig- 
ures to the right deal with average station audiences and not homes. Note 
also they deal with audiences be>'ond the NSI area. In the bigger market 
grcjups, the audiences beyond the NSI area are relatively small. This is true 
despite the fact that there are many 50,000-watt stations in these markets. 
Tv data in the same market groups not shown here, do not show any par- 
ticular pattern. In the first eight markets the average t\' station audiences 
be\'ond the NSI area comes to 41'('. In the second group it is 32^7. In the 
third group it is 16''^'. And in the fourth group it is 26' r. Within these aver- 
ages variations are large (as in radio), an important lesson for timebuyers. 
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IV 

I 



this fall, more than ever before . . 



I but (iMluiul 
ouyh 



^ OUR ADVERTISERS HAVE KNOWN IT FOR YEARS 



IV. OUT-OF-HOME LISTENING 

1. Where does out of home listening take place? 



LOCATION 
OF OUT-OF- 
HOME 
LISTENING 



Auto 

Work 

Visiting 

Portables 

Restaurants 

Retail Shops 

Schools, etc. 

Total 



SUMMER 1953 

61.8% 
25.5% 
14.1% 

5.0% 

3.9% 

6.3% 

].0% 

117.6%* 



WINTER 1954 

54.8% 
29.4% 
16.8% 

0.9% 

3.5% 
10.0% 

1.6% 

117.0%* 



WINTER 1955 

55.2% 
25.4% 
15.6% 

0.8% 

3.9% 

8.4% 

1.8% 

111.1%* 



SOURCE: PULSE, AUG. 1953. NOV. 1954. DEC. 1955. 



MULTIPLE RESPONSES 



2. 



How many homes use auto radios? 



1 



Homes U!*iii^ aiito ra<li<)s <hirinj: three selected hours 



7,327,000 



7,388,000 



5.526.000 



'N HOME^RAOtO ■ 6,006,000 



3,483,000 



3,373,000 



AUTO-PIUS USE 



1,321,000 



1705,000 



?.U8,000 



MON. THRU FRIDAY 



8-9 AM 



5-6 P.M. 



SUNDAY 
7-8 P.AA. 



While iii-lioiiic li>l('iiiii<i ;k'C()uiiI> 
for llic greal(M' pari of all radio 
li.sleiiiiig. aiilo ii.slt'iiiiig is 
pro\viii<; in iiiiporlance. Vhc 8-9 
a.m. "Aulo-lMiis" figure i> (Ujual 
to 22' ( of iu-lioiiic li.'-lciiing. riic 
Siiiidav figure i,- (mhuiI to 39' t 



SOURCE: A C NIELSEN. SUMMER. 1955 
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RADIO'S GOT 



WWW 




Cash in now on the big sales excitement buzzing 
in the Cincinnati and Birmingham radio markets. Put 
your radio advertising where it gets results ... on 
WSAI and WILD, the two live-wire stations that get 
action for more and more sales-happy sponsors. 



EET THE MAN 




• ..IIM 




RWOOD R. GORDON 

4D THE CREW 



it 




Carrying 
play-by-play 
broadcast of 
Ihe Cincinnati 
Redlegs 



. A. BLACK 
1. BASSETT 



THOMAS W. THUMAN 




HAROLD O. PARRY 



O BOOSTED WSAI TO A 
V HIGH WITH CINCIN- 
ri ADVERTISERS . . . AND 
: TURNING WILD INTO . 
HOT SALES SPOT WITH <i 
MINGHAM SPONSORS. 




IN BIRMINGHAM . 
HAPPY 
SPONSORS 



6 ARE 
'/ CHEERING! 




Carrying 
play-by-play 
broadcast of 
ttie Birmingtiom 
Barons 



Music 



News 



Sports 



THE NEW SOUNDS WITH A CASH REGISTER RING! 
GORDON BROADCASTING CO. 



Stierwood R. Gordon 
President and Managing Direitar, WSAI 



Cliorles A. Blade 
Viie President ond Managing Director WILD 



Nat'l Repretentalives; 
Weed t Co. 



OUT-OF-HOME LISTENING 



3. H 



ow much does out-of-home listening add to in-home? 



I 



Pcrooiit oiil-of-lioine lisleniii'; adds lo in-Iioine listciiinis in 29 markets 



l\-HOME + OTT-OF-HOME = THIS '^c PLUS 



Alhiiita 

nalliiiiorc 

I^iriiiiii<>;luiiii 

BiifTulo 

(]liicaji(> 

Ciiu-iiiiiiili 

("lovoland 

("oliiiiihiis 

Dallas 

Detroit 

Tort Worth 

Houston 

Kansas (]ity 

Los Aiijielt's 

^Miaiiii 

Milwaukee 



.Miniieap(»lis-St.Paul 18.1 



New Orleans 
\ew York 
IMiila<lel]>hia 
l'ittsl)nr<;li 
Portland, Ore. 
Itieliniond 
St. Louis 
San Diejio 
San I'^i^aneiseo 
Seattle 

W'asliiiitrlon. D. (1. 




Figures ahovr, arc; from PiiUc's seiiii-anmial lioiues using rndio hiil ratio lirlwooii iii-lioine 



>lii(ly of oul-of-lioine lisleiiiiig. In-hoiiie and and oul-ofdionie. Dala covers Jan.-Fel). 1956 

oul-of-lionic coliMuns show pcrcenl of homes except Colundnis. Dallas, Detroit, Fort, 

listening hy average cpiarter li()ur> seven days Worth (Dec. -Jan.). Miami (Fel».-Mar.), New 

a week. l\uceiitage pins is not measure of York (Feh.) and Cleveland (Mar.-Apr.) 



L _ 
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A. C. NIELSEr makes WINN FIRST IN 



LOUISVILLE 

after only 90 days under NEW 
ownership and management 

WINN leads all Louisville Stations during 

the important 3 to 6 p.m. period - never lower 

than 3rd place all day and night! 

The magic touch of Louisville's four great 
radio personalities on WINN produced this 
spectacular rise— JOHNNY MARTIN, BILL 
GERSON, JOE COX and PAT O'NAN. 

Plus the most imaginative merehandising, 
the most dynamic promotions, the most crea- 
tive programs ever produced or seen in Louis- 
ville. 

WINN is Louisville's only 24-hour-a-day 
station, and in busy, booming Louisville 119 
manufacturing plants work shifts all night 
long — pipe in WINN's exciting new pro- 
gramming for workers on the job! 

BUY 111 



•March 1956 

GLEN HARMON, Gen. Mgr. 

FORJOE & CO., National Representative 

Associated with WALT Tampa — 
WMFJ Daytona Beach 




10,000 



Louisville Homes for only 
.00 on WINN 



172,800 



Louisville Homes for only 
$30.00 weekly on WINN 

Actual homes listening 



NN 



TO SELL 
LOUISVILLE 



JULY 1956 
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OUT-OF-HOME LISTENING 

4. What's the trend in out-of-home listening? 



Perceiil lioiiies li?iteiiiii<; «ut-«)f-lioiiie, winter and summer, 1951-1956 





1951 


1952 


1953 


1954 


1955 


1956 




S 


W 


S 


W 


S 


W 


S 


W 


S 


W 


Atlanta 




3 1 




3.3 


3.6 


3.2 


3.6 


32 




3.4 


Baltimore 






3.2 


3.2 


3.5 


3.2 


3.6 


3.2 




3.4 


Birmingham 




3.0 


33 


32 


3.5 


3.6 


3.8 


3.3 


3.6 


4.1 


Boston 


40 


33 


4.1 


38 


4.2 


4.4 


4.6 


4.2 


4.6 


4.8 


Buffalo 


27 




2.9 




3.5 


3.6 


3.7 


3.2 


3.4 


3.2 


Chicago 


29 


2.6 


3.2 


3 1 


3.7 


39 


4.3 


4.1 


4.2 


4.0 


Cincinnati 


2,6 


2.6 


3.1 


3 1 


3.6 


36 


3.9 


.3.6 


3.9 


3.8 


Columbus 










3.1 




3.2 


3.1 


3.3 


3.4 


Dallas 










3,9 






3.6 


4,0 


4.5 


Detroit 




3.0 


3.0 


3.0 


3.8 


3.9 


4.2 


3.9 


4.2 


3.8 


Fort Worth 




















4.0 


Houston 






3.8 




3.8 


3.6 


4.1 


4.0 


4.3 


4.3 


Kansas City 










3.2 




3.7 


3.4 




3.8 


Los Angeles 


4.1 


35 


4.3 


42 


4.4 


4.5 


48 


4.5 


4.7 


4.4 


Miami 








2.9 




3.1 




3.3 


3.7 


4.4 


Milwaukee 












3.3 


3.8 


3.3 


38 


3.5 


Minneapolis-St. Paul 


3 1 


29 


3.3 


3.1 


3.4 


34 


3.8 


3.7 


39 


3.7 


New Orleans 










32 




3.7 


3.3 


3.4 


4.4 


New York 


39 


35 


4.0 


40 


4,4 


44 


4.8 


4.4 


4.4 


4.6 


Philadelphia 


3.5 


33 


3.7 


35 


38 


36 


3.9 


3.9 


4.0 


3.8 


Pittsburgh 




3.6 








3.4 




3.5 


3.9 


3.6 


Portland, Ore. 
















3.6 




3,9 


Richmond 










2.9 


3.1 


32 


2.9 


30 


3.1 


St. Louis 




24 






3.4 


35 


38 


3.8 


42 


3.9 


San Diego 










3.2 




35 


3.5 


3,8 


3.6 


San Francisco 


4 1 


3 8 


43 


39 


44 


4.1 


4.2 


42 




45 


Seattle 




2^ 


3.1 


^8 


32 


32 


3.5 


44 


4.2 


4.1 


Washington, D. C. 




3 1 


36 


2 


36 


37 


4.0 


37 


39 


3.7 


Median 


3.5 


3.1 


3.3 


3.2 


3.6 


3.6 


3.8 


3.6 


3.9 


3.8 



li lia.> Ix'cii iiKMMiriiig oiit-of-liomc lisleiiiiig in iin])orlaiil markets 
C\ni\> a small hiil (•()ii>isU'iil i in siioli lislrnin"; dnrinfj; 
vcais. Tliongli ratings arc >nl)jcct to .standard statistical cri'ors 
nnhcr of home- covered in the stndies ahove gives the median figiiic- a 
of aeenracv. \ nnnd)er of cities show significant ri-es in ont-of- 
ing in five veai's. "'S" is for ^nimner and ''W'"" is for winter. 



I 



FALL FACTS BASICS 



i nl.-^c. wiiicl 
sinc<' 19.S1, 
the past Cwc 
tlie laige m 
high (legre<' 
home li-ten 
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NOBODY'S 
LISTENING 
BUT PEOPLE 



4,115,000 

EVERY 

MINUTE! 



Five days a week, 12:00 noon to 2:45 pm, cnyt 
an average of 4,115,000 people a minute listen 
attentively to CBS Radio. 

Mostly, they're homemakers, too busy for other 
advertising media. They're listening to the 
11 dramatic serials that are the strongest lineup 
in all daytime radio. 

In the course of one week, these programs reach 
one out of every four households in the U. S. 




From left to right: 

12:00 N. WENDY WARREN & THE NEWS 
12:15 PM BACKSTAGE WIFE 
12:30 PM ROMANCE OF HELEN TRENT 
12:45 PM OUR GAL SUNDAY 
1:00 PM ROAD OF LIFE 
1:15 PM AUNT JENNY 
1:30 PM YOUNG DR. MALONE 
1:45 PM GUIDING LIGHT 
2:05 PM RIGHT TO HAPPINESS 
2:15 PM SECOND MRS. BURTON 
2:30 PM THIS IS NORA DRAKE 

THE CBS RADIO NETWORK 




OUT-OF-HOME LISTENING 

5. What's the audience composition of auto radio? 



37% 


30% 












20% 






13% 





MEN WOMEN TEENS CHILDREN 

60% 7-8 P.M.— SUNDAY 



F'crcentage fipiires alnp har- -how 
breakdown of aiiio aiiilience according 
to Nicken national "Aiilo-Pliis." 
Time is >iimmer 19.)5. Three hours 
^ch'cled here are important ones, cover 
(Iriving: to and from work and family 
driving during weekend. Note audience 
composition is more evenly dislrihuted 
during weekend hour than during \\eek- 
day hours i\hen men listeners predominate. 



54% 



28% 





7.5% 


6.5% 






11.5% 

6% 


MEN WOMEN 

8-9 A.M.— 


TEENS 
MON.-FRI. 


CHILDREN 


MEN 


WOMEN 
5-6 P.M. 


TEENS CHILDREN 
-MON.-FRI. 



6. 



How does auto listening vary summer and winter by day parts? 



Los Ansctcs 
\u^o Plus % 



Niels<Mi "'"Aiilo-Pliih" SuiiiiiUM* l9oo 

32 8 



27 1 


112 


23 6 




24 0 


17.9 














1 1 


1 













37.0 35.8 



18 6 



26.1 



17 9 



New York 
Auto Plus % 



Los Angeles 
Auto Plus % 



176 , 26.6 



115 



28 9 



6-9 9 a m N N -3 p.m 3-6 p m 6-9 p.m. 9 p m -Mid 

iXit'lst'ii "•Aii(t>-I*lii>'" WiiiitM- 1955-56 

36 4 



32.6 



9.0 



12.2 




20 2 


17 2 


1 













39 9 



Chicigo 
Auto Plus %,_J°i? 



20 8 











32.5 



16.6 



20.7 

New York! 1 115 

Auto Plus °o\ I 



30.8 26 2 



16 3 



r 



23.7 



3-6 p m. 6-9 p m 9pm Mid 



6-9 9 a m N N 3 p m. 



I''arly niornins, late 
afternoon have 
highest " \uto-Plus" 
in three ^Sl areas. 
Note that figures 
are ])ercent of in- 
home audience, not 
sets-iuiise. I'igiires 
cover eight i\eek 
period during Dec.- 
Vch. and June July. 
While stune day part 
figures are th" same 
winter and summer, 
others vary. Dif- 
ference helween 
i\eekday and weekend 
auto listening are 
not shoisn here as 
data covers averages 
thrmighoul the week. 



3 p m. I 
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In Northern Ohio 
FRIENDLY VOICES 
ROUND THE CLOCK 



CLEVELAND'S FRIENDLY STATION . . 




Throughout the busy day at Cleveland's friendliest station, a steady 
procession of familiar and welcomed voices is beamed to the biggest 
buying concentration in northern Ohio . . . the attentive, well-heeled 
audience of WGAR. 

These dozen personalities (and others, too), on wliom northern Ohio 
relies for news, sports and entertainment, are capable salesmen as well. 
Their friendly, persuasive voices can cajole the maximum buying 
action for your products in this 6-billion-plus market. Get the facts 
now from a WGAR representative. 



o 

0- 



Measure of a 
Great Radio Station 



WGAR 

THE STATION WITH 4.'/^ MILLION FRIENDS IN NORTHERN OHIO 

CBS • Cleveland • 50,000 Watts • The Peoples Broadcasting 
Corporation • Statler Hotel • Cleveland 1, Ohio • PR 1-0200 



Represented Nationally by 

THE HENRY I. CHRISTAL CO 

New York • Boston • Chicago • Detroit 



INC. 

San Francisco 



V. RADIO NETWORK PATTERNS 

Kl CTIAf /\ D 1/ DAIYI/f^ 'Wf\9^H\f I He charts in this section illustrate how tietwork radio 

NLI ffvilltlV KAU^IU TUUAY I'einir bought todav in smaller and more numerous 

s('f!,ments and what size audiences the advertiser can get 

1. How much audience can an advertiser accumulate? 



A. \\ ilh a Aveekoii<l ik'ws paekajro? 




SOURCE: NIELSEN, 
OCT, 1955. BASED 
ON 18 BROADCASTS 
OF ABC RADIO'S 
WEEKEND NEWS 



B. Willi short aiiiioiiiiceiiieuts? 



Total U.S. Tv homes Radio only 



HOMES REACHED 9,776,000 
% 



COMML.IMPRESSIONS 
DELIVERED 



COMMERCIAL 
EPISODES PER HOME 




5,651,000 




4.125.000 




Chart shoivs 
ucekly mine 
audience bit 
by 50 6-second 
anncts. on 
NBC Radio week 
of 15-2 J April 
1956. Source 
is Nielsen 



1 c. 


With a (hiyliuic strip in 


four 


weeks? 








% 


Homes 


Avg. Episodes 




Cumc audience 


12.7 


5,944,000 


4.7 




Turnover 






4.2 




Avg. Per broadcast Rating 


3.0 


1 ,404,000 





llirce methods of using network radio are illustrated above. Figures al bottom are for a t)pical 
five-day daytime weekday strip during Jan. -Feb. 1956, are based on \ielsen data. Note lhat in the 
two toj) charts the bar heights indicate different things. In chart "A"' height of each bar shows 
percent of radio homes reached within each of tlic three categories measured. In chart "B" the 
height of each bar indicates the actual nund)er of homes reached. The three charts are not meant 
to be compared. In judging whether one type of buy is belter than another, advertiser must take 
into a< ( ounl lyi)e of i)roduct, t) pe of message, cost-per- 1,000, different homes reached, and so on. 
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RADIO NETWORK PATTERNS 



2. How do daytime strip buys compare to scattered segments? 



Aiulience and vo^l <'()inparisons, strip vs. sojjnK'iils, CBS Radio 



ONE IS-MINUTE STRIP 



OUR CAi SUNDAY I2.4S PM MON FDI 



HOME CAR 

ii.4t5.eM \mm 



.1 



l7.Ui.0M 2.4HJW "woes *IEH t mf 

«1« KV B ?.»42J)0« 

/ !>• - a s.ii>3.e« 

I2.I5S.000 



PLAN I 



f«.T MSi 

Ik 




TOTAL 

i9.6se.ew 



10 7'2-MINUTE UNITS 



»aa TKMT oua cm svmt imw m kuoik m mb iuitoii ikhtci en 



HOME CAR 

" 3,6Sll!0« 



4W l|6 ^ III ^4 Ml 



VIlKll COaMdlCUU Wlltill IKfHnSSIOKS 



PLAN 2 




I3.;4I.0M 
M.SS2.«M 



PLAN I 



ANNUAL WEEKLY COST $24,44122 
COSTSPERIOOO 

$1.87 

I i5Tt Ml (*i<T;»^-.WC« ».42 



95 



ANNUAL WEEKLY COST JI940I.I7 



PLAN 2 



COSTS PER-IOOO 

^2 M.7S 

Kn'rt.T IMt»>fti» lOitf^ $J.5J 




Tlic^e two plaiLS illuplrale how cui rcnl tend of buying scattered segments rcaclie? more dilTerent 
homes at less eo?t-per-l,000 than buying one program strip. However, purchaser of one strip 
gets just about as many commereial impressions since he gets just as much commercial time as in 
the 10 segments. Choice, then, is a matter of whether advertiser wants to hit same homes over 
and over or reach more different homes less often. In chart> above, six-niinute (or total) audi- 
ence is estimated from Nielsen average minute audience. Time covered is Feb. 1956. Auto listen- 
ing is included with assumption that auto share of audience is same as in-home share of programs 
measured. Number of listeners from Nielsen, Nov. -Dec. 1955. Audience turnover is estimated. 
Note thai both plans involve programing during the early afternoon. All shows are CBS Radio's. 
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How has network radio's cost-per-1,000 changed in 10 years? 



Cojil-per-l .000 hoiue iiupre^sions day and nij:hl 1916 vs. 19.^6 



Evening 



a. Average ■ ^mrpgr al minute, NBC 

b. Number of minute- 

c Tota! cost, time and talent 
d. Average m nute rating, NBC 
f. U.S. radio homes 

f. Homes per minute, NBC 

1 Home minutes of commercial delivered 
^. Cost per- 1 ,000 home minutes 



April 1916 

$8,415 
I 

$8,415 
lO.I 

33,998,000 
3,434,000 
3,434,000 
$2.45 



April 1956 

$1,577 
5 

$7,885 
2.7 

47,000,000 
1.269,000 (d X el 
6,345,000 (bXf) 
$1.24 



Daytime 



a. Week y .ist, 13 week ba^is, NBC 

b. Number of commercials 
r. U. S. radio homes 

d. Average minute rating, NBC 

e. Homes per minute, NBC 

f. Home commercial innpressions delivered 

g. Cost-per- 1 ,000 home Impressions 



Daylilue 
Serials 
April 1946 

$25,500 
15 (I min) 
33,998,000 
6.0 

2,040,000 

30.600,000 

$.83 



•WEEKDAY • 
Fre<nieiu'v 
April 19.56 

$25,725 
49 (30sec) 
47,000,000 
1.5 

705,000 (cXd) 
34.545,000 !b X e) 
$.74 



Atitliciicc figure.'^ above coiiie from Niel.^cii Radio Index. 
Kveninf; data shows thai thoii{;h aiidieiue is (hiwn, low cost 
of minutes enables advertiser to buy more of them for same 
money, hence make more home impressions. Daytime data 



stresses use of short erden};th commercials in 1956 but 
total (ommereial time is .still {ireater than 1916 fignres, 
-<i comparison is considered valid. The network is compar- 
ing; 15 commercial minutes in 1916 vs. 2-l';> minutes in 1956. 



4. How has no. of sponsored broadcasts changed (1951-56) ? 



620 



53^ 




404 



Data al left, based 

oil 1 Vi'h. each \ ear 

points lip use of 

smaller j)ro<rraiii sejiments 

hy advertisers, a 

trend llial is found 

on all radio networks. 

Hilt tolal time sold on all 

networks is less lt)(la\' 
llian il was in 1*)31. 



1951 



1956 
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Lets Get Back To 

RADIO BASICS 



Oil the occasion of W'llUV's 30ih anniversary, we made a 
survey and came up with some staiiling findings. Only a 
handful of old timers are faniihar enough with basic radio 
facts to judge the efTectiveiress of a station's coverage and 
audience. 



Because distorted "salesmanship" and half truths have 
jeopardized the foundation upon wiiicli radio has been 
built, we are reproducing IWO HASICS OF RADIO 
rO\'KR AC.K that will help guide your selection of any 
r.S. station. Study them. L'se them. They're fundamentals. 

Down To Earth 

The i)e(ter the ground conductivity, the better any 
station's signal. The first step in evaluating a station's 
coverage is to locate it on this map. Note that WIBW 
is favored with the nation's highest ranking ground 
conductivity. This means that people living in four 
states can hear WIRW clearly, easily. ^Vnd it's this 
same, wonderful soil that accounts for the rich Kansas 
farm land and the wealth of Llie farm families that 
make up the majority of WlBW's steady listeners. 




Power Is Not Enough 

riie higher a station's frecpiency, the smaller its cov- 
erage. High power and high frequency cancel each 
other out. For example, let's check WIBW on this 
table. Our 5,000 watts on 580 kc, with excellent 
ground conductivity delivers a socking DA^'TIME 
half-millivolt signal in every direction for 200 miles. 
No wonder the old timers use WIBW so consistently. 
They're getting RESULIS because they're getting 
iiiaxinuim coverage at minimum cost. Isn't this some- 
tlinig that vou too should consider? 



APPROXIMTE RAJniS OF H-AU-MILLIVOLT CO!!TCOR - LAYTIiff: 







Excellent 


Cooc 




Fair 




Poor 




Very Poor 


Tenor 


Frequency 


Ground 


Ground 


Ground 


Ground 


Ground 




( e40itc 




nlles 


207 


mllee 


151 


I7lLl»B 


113 


mlleE 


76 


mllcB 


Clear Charmel 


( 8701(C 


217 




150 




loa 




82 




54 




Slftllons 
























CO, 000 "all? 


( 970kc 


132 




132 




96 




72 




48 






(llOOkc 


160 




106 




77 




'J> 




39 






(IWOVc 


a?5 




85 




f2 




47 




;.i 






(1490kc 


ir:! 




85 




SI 




46 




50 






( SSOkc 


J 37 




162 




118 




83 




59 




regional 


{ 6J0kc 


20S 




141 




mz 




77 




51 




Chiir.nel 
























St'itlonp 


( eaokc 


145 




97 




71 




5J 




35 




5,000 natts 


( 950kc 


131 




90 




6o 




43 




33 






(a220kc 


101 




69 




SO 




3« 




25 






(HSOkc 


64 




58 




42 




>1 




21 




Local Channel 


(laooke 


54 




38 




27 




20 




14 




Stationo 


(ISOOkc 


•II 




W 




22 




16 




11 




Z50 waits 

























rRINTtBS* l.NK tor Apnl tS. t9i0 



For free 8x10 copies of the above charts, call your Capper Man 




OUR 
30th 
YEAR 



TOPEKA, KANSAS 

Ben Ludy, Gen. Mgr. 

WIBW & WIBW-TV in Topeka 
KCKN in Kansas City 
Rep. Capper Publications, Inc. 
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RADIO NETWORK PATTERNS 



5. 



To what extent do network radio and tv audiences overlap? 



Daylime network radio and ni<;litliinc network tv 



NBC RADIO FREQUENCY PLAN PLUS EVENING TV Si HOUR 



WEEK OF APRIL 15-21. 1956 
v.tYl. us. radio homes 

50-6 SEC ANNC TV /2 HOUR COMBINED 



COMBINED 



18.317.000 



^«DM^ 50-6 SEC 
,7,75^000 ANNC ONLY 



HOMES REACHED 9.776,000 
% (2081 



IQ622.000 




Daytime network radio and daytime network \\ 



NBC RADIO FREQUENCY PLAN PLUS DAYTIME TV i/4 HOUR * 



WEEK OF APRIL 15-21.19 

■ •/.ffL U.S. RADIO HOMES 

50-6.SECANNa TV 'A HOUR COMBINED 

(WED.) 



12.126.000 • 




HOMES REACHED 9.77$000 • 
,%■ I 20.8 I • 



2,961,000 
I 63 I 



„,..x«« 50-6 SEC. 
9,165,000 ANNC ONLY 

/ / ^ 



2,350.000 o^LY 



Sliown above arc two lypic;il cxanipli ^ of tin i xU'iil to wliicli 
llic Iwo iieUvork media overlap. Tliere will lie differences 
in overlap, of cour.^e, depending on wlial buys ibc advertiser 
makes. Bolli cliarlH eoniiiare 50 6 second aiinoiincemenls 



during llie day will) \.\ buys, in one case a daylinie web iv 
(luarlei hour and, in the oilier, a nighuime web iv half 
hour. Bar heights indicate percent of U. S. radio homes 
reached. Overlaj) is about lO^r in toj), 5% in bottom chart 



I 
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the Leading Independent Station 
in the Great Southwest 



COMMANDING THE LISTENERSHIP 
OF 63 COUNTIES! 



GO KONO-then watch KONO GO! 



■ 50 - 75 % 
All Homes 

25 - 50% 
All Homes 

All Homes 



Coverage: 1953 NIELSEN SURVEf 




Population . . 
Households . 
Consumer Spendable Income 
C.S.I, per Household . 
Total Retail Sales .... 

Food 

Drug 

General Merchandise 

Apparel 

Home Furnishings .... 

Automotive 

Filling Station 

Farm Population 

Gross Farm Income 



1 ,736,900 
469,750 
$2,324,554,000 
$ 4,124 
$1,842,526,000 



$ 
$ 
$ 
$ 
$ 
$ 
$ 



419,787,000 
49,610,000 
201,712,000 
104,018,000 
92,314,000 
420,378,000 
144,243,000 
223,900 
412,273,000 



H-R Representatives Nationally 
Clarke Brown Co. 
South & Southwest 



SOURCE: 

SRDS 1956 estimates of 
consumer market data. 




Independent Since 1927 
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RADIO NETWORK PATTERNS 

6. Does buyer of segments get full clearance for each one? 

I 

\lov> partial clearance can add iij) to full clearance 







TOTAL 


iVi H K r\ L 1 


CLEARED 


AC 00 

Or li 


ABERDEEN 


14 


ADRIAN 


8 


AKRON 


14 


ALBANY,GA. 


18 


ALBANY, NY. 


21 


ALBERT LEA 


17 


ALBUQUERQUE 


14 


ALTOONA 


19 


AMARILLO 


Zl 


ANN ARBOR 


18 


ANNI8T0N 


. 18 


ASHVILLE 


17 






C R i N 





WEEK-END NEWS SATURDAY CLEARANCE 
B 0 E F G H ! J K L M 







• 






• 


• 




• 


□ 






• 


• 


















□ 








• 










• 








□ 






• 


• 










• 


• 






□ 








• 


















□ 






• 


1 


















□ 



















• 


• 












• 


• 










• 


• 










• 












• 


• 






• 






• 


• 
















• 






• 


• 
















• 






• 


• 










• 


• 




• 


• 


• 




• 



^00 



( li.jil :iImi\c --liiiu-- "-mail -cctiun of iiclwoik clcaraiici- for 
AliC liadii) Saturday news package. Each letter above 
liox reprc-oits a fivemiiiiite n(;wH^a'^t. iCach (Jot rep- 
rc'-ciil'- a ne\v^';i-l cli-and. Wliilc (■\ery iiiarkil vI)o\mi 



does jiot (Tear every newseast, each niarki-l elear-^ most 
of tliein M) thai ljuyer of packatie ^ei^ lOO'^r "compopiie 
(!( aranee." \\erage clearance of 22 ni'W-ei^is for the 
do/rii markets shown is 17 new^ca-l^ a f-'ood score. 



I 



7. What were the top rated shows this past season? 

1 



iMclsen Top Tens 

Kadi one of ihi- 17 show^ lo llie ri^lil 
lill lh<- .Nii-l'-eu 'lop Tin li'-t al le;i>,l 
once during the period from Novemlier 
I'A'i.') ihroiit;]] JaiiiKiiy ]')■>(). Note liic 
hiuh pirecnlaife of voap oper.i-^ ill 
the li'-t. .'>liowh are arran(;ed alplia- 
liilieally rallier than in order of ral- 
iiii;. Three of tlie «lio\\« an- one- 
'■hot'-, two of which were ^lid fjaines. 



Arth ir Godfrf-, Time 
Aunt Jenny 
Chr ■,tmas Sing with Bing 
Dragnet 
Erigar Bergen 
GuiJing Light 
Ma Perkins 
Perry Mason 
Our Miss Brooks 



Pro Footlja championship Game 
Roarl of Life 

Romance ot Helen Trent 
Ro'c Bowl Football Game 
T h' , I Nora Drake 
\'^o for the Money 
vVcri'Jy Warren 
YoMi ig Dr Ma lone 
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r 



HSREATESTSiNATIOtJ 




WCeO RADIO 





Of all the awai'ds won by WCCO Radio in its 
31 yeai's of broadcasting {and there've been dozens 
ranging from Peabody to what-have-you) , none 
means so much to the advertiser as the 
latest from our listeners. It's a 56.1 per cent share 
of audience, which stands as a national record. 
That's the gi'eatest shai*e captm-ed by any 
station in any of the 27 major markets cm'rently 
measured by the A. C. Nielsen Company! 



More People Listen to WCCO Radio 


Than All 


Other Minneapolis-St. Paul Stations Combined! 


WCCO Radio 


56.1% 




9.3% 




8.2% 




8.2% 




7.5% 




10.7% 


Nielsen, March 1956, total station 


audience, total day, seven-day week. 



WCCO Radio 

T/je Northivest's 50,000 W^att G/'ant 

Mhineapol/s • St. Paul 
Representee/ by CDS Radio Spot Sales 



VI. RADIO SPENDING, COSTS 

1. How much have advertisers spent for spot radio time? 




Fiiiurc- aliovf lelale to station inc-oine from time sale? a2encie>. J-oiiice of all figures is FCC, except for 1955, 
only, altri rate liiscoiints but before conunissions to reps, which eonics from the Station Keproeiitatives As>ociatioii. 



L 

2. 



What's the gross daytime cost of a spot radio campaign? 





Tolal itro»ifi (lay lime 


coslji by 








Station 










Station 


Places 


Population Groups 


30-Min. 


15-Min. 


1-Min. 


Break 


■10 


500.000 and over 


S6.022 


S3.964 


61.771 


S1.396 


46 


250.000 to 499.999 


3.382 


2.240 


780 


698 


91 


100.000 to 249.999 


4.895 


3.205 


1.048 


934 


30 (E.t.) 


50.000 to 99.999 


1.205 


802 


258 


225 


14.S(E.^t.) 


25.000 to 49.999 


5.390 


3.290 


964 


842 


1045 (K*t.) 


under 25.000 


27.736 


17.385 


4.848 


4,092 



_ J 



The ilollar 
The\ are 
station in 



figures above are totals for each station group, 
based on one-time rate for the highest-cost 
each market. -Nighttime rates are substantially 



the same, except for markets of 500,000 and over where 15- 
and 30 minute rates are 30*^0 higher, minutes or less 
higher. Data is based on -May 1956 rates. Source: SRA. 



3, 



What's the ratio between night and day spot radio rates? 



L. 
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Halio of Niiililliino 
l<> Dayliiiio Kales 

1946 1.76 

1950 1.78 

1952 1.70 

1956 94 



Continuing study of spot radio rates by the Katz Agency shows that 
nighttime rates are now, on the average, 6% lower than daytime rales. 
Between 1916 and 1950 tht re was an almost parallel increase in both 
daytime and nighttime rates. Between 1950 and 1952, there was a 
slight increase in daytime rates with nighttime rales remaining 
relatively static. Since 1952 there has been a moderate decrease 
in daytime rates, which are now about 13"^ less than in 1952. On 
the other hand, nighttime rates have eorue down considerably. This 
year nighttime rates are a little less than half of their 1952 
level. The figures on the left compare nighttime rates to the 
daytime rate level. As the data indicates the relationship was 
stable between 1916 and 1952, after which nighttime cost fell. 
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Pulse * Proves 

WWVA TOP MAN 
on the VOTEM POLL 



1 
1 
1 



3{ In LISTENING AUDIENCE in this 43-county 
survey: Triple the Listeners of the next area 
station! 



5 ( In EACH OF 504 PROGRAM PERIODS morn- 
ing, afternoon and night, seven days a week! 



^1 In the sky-rocketing Wheehng Metropolitan 
Market . . . vibrant with new industry . . . lusty 
with buying power! 



WWVA SUPREME WHERE 5 MILLION PEOPLE SPEND 5'/^ BILLION DOLLARS 



*PULJ"E 
NOV. - DEC. 
19 55 


MONDAY THRU FRIDAY 


J*ATURDAY 


-TUNDAY 


MORN, 


AFTN. 


NITE 


MORN. 


AFTN. ' 


NtTE 


MORN< 


AFTN, 


NITE 


WWVA 


35 


35 


40 


33 


.32 


36 


36 


. 37 


43 




10 


10 


]1 


10 




9 


7 1 


9 


9] 


'C 


5 


7 


5 


5 


7 


12 


4 


6 


6 



These counties are the center core of the WWVA coverage territory. You have complete domination 
with WWVA — ONE Station — ONE Billing PLUS a bonus audience in 29 additional counties. 



SALES OFFICES: 

NEW YORK: Eldorado 5-7690 

• Tom Harker, V.P. 

National Sales Director 

• Bob Wood 

National Sales Manager 

CHICAGO: Franklin 2-6498 

• Paul Evans 

Midwest Radio Sales Mgr. 

S.\N' FRANCISCO: Sutter 1-8689 

• Gayle V. Grubb 

Pacific Coast Radio Sales Mgr. 

NATIONAL REPRESENTATIVES: 

• John Blair & Company 




WWYA 

50,000 WATTS • CBS RADIO • 1170 ON THE DIAL 
COVERING THE HEART OF INDUSTRIAL AMERICA FROM 

WHEELING, W,VA, 
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4. How much spot radio is needed to reach saturation levels? 



You need announcements totaling 
is number of rating points to. , . 



400 



140 



40 




. . .REACH 25% of radio homes .... 50% of radio homes 



75% of radio tiomes 



( iliart al)()vc is liascd on formula developed l)y Colgate ad 
agencies. Heferenee to rating points in eliarts refers to 
simple arithmetic -nm of ratings hoiiglit hy client. Chart 



gi\es a rough indication, not exatt miasnre, is slanted 
to ii^e in major markets \\ith consideralde station competi- 
tion. .Note rating noint^ rise much faster than homes. 



I 



5 



. How have radio networks divided gross time billings (1945-55) ? 



P«'r«-ciilajr<' of total 
fjross time hillings 
a4*4>oiiiit('(l for hy 
viu'h ra«Ho network 



L . 
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CBS 



NBC 




34% 
IS 
34 



ABC 



SOURCE: PIB. 1955 FIGURES ARE JAN. -JULY ONLY 




{■■■■1 
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ThePrt'MigeStatio 






MURRA 
DAVID 




\ s Nationa 



uly 1,1956 



)ULY 1956 




"Wanna See 
OUR PULSE?" 



0\E look at ]'\'l)niar\ -March, ]956 I'lilso figures 
and joii ll see that W I) \Y Ixadio is siirgln}; 
with heahli. here in the Ked l{i\er \ alh*) ! 

This iie\v I'nise Area l{e|)ort covered 2,1 \orth Dakota 
eomities. 21 Mimie-ota and 11 South Dakota a .lo- 
eouiitv market \vilh 203. 000 radio homes. 

It show- thai W fiels 

More than TWICE as many listeners as the No. 
2 Station / . . . 



More listeners than the No. 2 and 3 Stations 
COMBINED! . . . 

FOUR times as many listeners as the No. 4 
Station ! 

It s Mke \ve'\e \)ccu telMu<i yon for )ears \\ l)A^ 
just <h)(>su"t lune any real eouii)etitiou in the Ked 
River VaHey! 

Lei Peters, (iriffin, \\ oodward, Inc. fill you in \\ith 
all ihe facts. 




WDAY 

FARGO, N. D. 

NBC • 5000 WATTS • 970 KILOCYCLES 

IM/n:!!^ (,I{IFI I\, W OODW AKI), hic, Exclusive Nutional Hrprcsoniativ.-s 
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1956 FALL FACTS BASICS— SECTIOX 



ime buying 



I 
I 



PINPOINTED ANSWERS TO THESE SIX 
ESSENTIAL QUESTIONS ON BUYING TECHNIQUE 

Page Number 

Q, How should ratings be used in buying and selling? 255 

Q, How do you get the most from the rate book? 260 

Q, How can timebuyers and sellers work together best? 264 

Q, When should a network advertiser turn to spot? 272 

Q, How do you follow through after a buy has been made? 274 

Q, How do all-media buying and specialization compare? 280 



TIMEBUYING BASICS 



Pointed advice on techniques of timebuying from industry veterans in buying and selling 



RTES Timebuying and Selling seminar speakers 

Fir?t ^.•ri»•^: nn<;li ,M. Hevillc, Jr., NBC v.p. in 
clig. of planning and devf lopinfirt : Beth Black, 
head tiniebuycr, Harry B. Ciplrcn; KIdon Cairrp- 
hell, former director of national !-aIe~, Westing- 
house BroadcastiiTg ; Thomas S. ( !hrislen.-en. assis- 
tant advertising director, Philip Morris; II. H. 
Dohherteen, v.p. in chg. of media. Bryan Houston; 
William P. Dollard, media liuyer. ^ onng & Kuhi- 
eam ; Hohert Hoffman, director of -ales develop- 
ment and research. WOK. \^ ()R T\ . New \urk: 
Harold Miller, a-sociale media director in media 
analysis group. Benlon & Bowles; Linnea Nel- 
son, television analy-t, Kndner: lurgene A. Pet- 
tersen. v.p. A. C. Nielsen Co.: C.eorge Polk, 
director of Iv-radio planning and devi-lopnient. 
BBDO: Michael Renault, former general manager. 
WXBC. New York; John A. I^chneider. general 
manager of CBS T\' Spot Sale>; Frank Silvernail. 
manager of station relations. BBDO; .Anne Wright, 
timebuying sujiervisor. .1. Walter Thompson; 
.■\daiu J. ^ oung. Jr.. president. Adam J. Young. Jr. 



.Si'cttnd seric«: Howard Ranie--. v.p. in clig. of 
network programs, CBS Radio; C.eorge Blcchta. 
v.p., A. C. Nielsen Co.; Hohert E. Eastman, 
executive v.p.. John Blair & (]o. ; \^ illiam F. 
I'aii hanks, national sales manager, NBC Radio 
Network; Lester R. Erankel. v.p. in chg. of re- 
search, Alfred P(dil/. Reseanh; llerherl \V. Hoh- 
ler. v.p. in clrg. of sales, TeleProm|)ter Corp.; 
E. P. 11. James, v.p.. A. C. Niidsen (^o., Chicago; 
Itviug B Kahn. president, TeiePrompter ; James 
I.. Knipe, jircsidenl. C. E. Hooper; lion. Hohert 
E. Eee, coniniissioner. FCC; Edward B. MacDon- 
ald, assoc. director of media relations, ^ Oung 
& Ruhicani; David J. Malioney. president. C.ood 



III 



irp.; 



Artlr 



'ard. 



director of 



hroadea-t uredia, Foole. ( !one X Melding; Hriherl 
J. .Schlafly, Jr.. v.ji. irr dig. of engineering. Tele- 
Prompter (iorj).; Janres W . Seiler, director, 
American Heseartli Bureau. Washington. D. C. 



*^i>t how ?li()iild iatiii<;> be ii>ed in huving time? How 
can l)iiyei\s work iiiosl efTecliveh' with j^lalioii i-epre^eiila- 
live.^y How do you follow through after a buy i.^ made to 
impiove a .schedule? The-^e are among the basic que.'^tions 
liinehuven? nnisi ask and answer constantly if thev are to 
spend their clients' money elhciently. And on the pages 
which follow you'll find pointed answers to these questions. 

SPONSOR compiled the 1956 Timebuying Basics from six 
of the Timebuying and Selling Seminars held for the second 
time this season past by the Radio and Television Executives 
Society of iNew York. Fhe seminars, which were in two 
series, eovered a rich and wide range of subjects \ilal to 
holh buyer and seller; but because space was limited spon- 
sor chose six subjects which are concerned directly w ith the 
techniques of buying time rather than attempting to give a 
brief summary of the complete roster of 31 talks. (For 
Timebuying Basics covering the 1954-55 RTES seminars, 
see sponsor's Fall Facts Basics. 11 July ]955.) 

The enthusiasm of those who attended the bincheon sctni- 
nars is indicated hy rcspon-e to an RTES survey in which 
95' ( of respondents stated they had found the ses>i()ns bene- 
ficial. Encouraged by this reaction, RTES will present a 
third series of seminars starting next fall. 

SiH'ccs- of the seminars pro\ides tangible evidence that 
one thing which characterizes both buyers and sellers of time 
is ihcir never-ending desire to learn more about their craft. 

The seminars ha\(' also shown bow willing industry veter- 
ati- are to take time out of their husy schedules to prepare 
talks which -hare their experience with others. Names of 
all the speakers at this -ea.'-oiCs two seminar sessions appear 
alphahcticallv at b»ft; names of those who organized the ses- 
sions as members of the KTES seminar eommillee are below. 




KTES pliiniiing; coiiiiiiittfe for Timehuying and Sjdling .Seminars; Co-chairmen were 
Frank Pcllegrin, v.p. 11-R Representatives and Mary .\IcKenna. director res., sales develop- 
ment, WNEW, New ^ Ork. Committee nnndiers; Peter Bardaih, liniehuyer, Foole, Cone & 
lielding; \ era Breniran, head tim(diuyer. Sclieideler, Beck & Werner; Tom Buchanan, sales 
representative. Joseph H. .McCillvra; Roger Bumpslead, media director, Mae.Manus, John & 
.\(iams. New ^ ork ; Robert Collins, director client reiati(ms. Pulse; Cordon Cray, executive 
v.p., WOR-T\', Nevs ^'ork; Jack Cross, v.p.. American Research Bureau; John F. Hurlbnt, 
sales service and promotion director, Peters, Criffin & Woodward; James Luce, associate 
media direclor. JW F; Frank Silvernail. manager -tation r(dations, BHDO; Peggy Stone, ex- 
ecutive v.p.. Radio T\ Reps; Parry W ( bh, iriatiaging director. Stati(Ui Keprcsenlativcs Assoc. 

■M Pictures show (I to r): Robert J. Burton, RTES president, Frank Pellegrin, Mary McKenna 
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1. How to make the best use of ratings 

Speakers: Anne Wright, associate media director for J. 
Walter Thompsoii, New York, and Robert Hoffman, direc- 
tor of planning and development at WOR and WOR-TV 



ANNK WHIGIIT: Most forms of research are extremely 
helpful in many different directions, and we can learn a 
lot from the proper use of such research. However, it is 
extremely important that before research is applied the 
buyer be well informed on the goals that are set for a 
given campaign. 

With a knowledge of the purpose to be accomplished by 
the campaign, the buyer can then tell at which point the 
research figures become valuable, and what qualifications 
may be necessary. 

First to be determined on any campaign is a decision on 
the type of person you wish to reach, how often it is nec- 
essary to reach the prospective customer and what the 
copy approach will be. From this point on, it is up to the 
buyer to decide what manner of using radio or television 
best applies to the problem. 

Here's an example: From the knowledge of what kind 
of announcements are generally available, coupled with a 
knowledge of the job to be done, the buyer can contribute 
a lot to deciding the type of broadcasting to be used. Can 
it be announcements, or must it be a program? If it is a 
program, is it important that a live commercial be given 
by a personality, or will all the commercials be on film or 
recordings? 

The copy story may be set up to run for one minute. 
You can't always change this, but it is the buyer's job to 
point out to the account people, as well as to the copy 
people, the limitations that are set up in the purchase of 
one-minute announcements. 

A joint decision can then be made as to whether (1) the 
copy story can be shortened and presented effectively, in 
order to take advantage of shorter commercial time, or (2) 
the one-minute length is terribly essential, and that cer- 
tain compromises would have to be made in any schedule 
in order to present the full copy story. 

A full awareness on the part of the buyer as to the ob- 
jectives of any campaign will show him it is useless to in- 
sist that I.D. announcements on tv enable the advertiser 
to buy time during the peak of viewing, if it is impossible 
to get the story across during a short I.D, 

After all these factors have been weighed thoroughly 
and you know the direction in which you are headed, you 
then turn to whatever research is available. 

It is part of the buyer's job to educate the people who 
will look at these ratings as to what they actually mean. 
It is up to the buyer to point out that a high rating in the 
daytime docs not mean too much if part of the client's 
problem is to reach the working girl who is not available at 
that hour. 

Some of this may seem elementary, but we have to be 
on the lookout constantly for the untutored. They have a 
tendency to be carried away by the sheer numbers of the 
listening audience, rather than by the qualitative aspects 
of the audience at any time during the day or night. 

It is advisable for the buyers to be aware of the margin 
of error to which all research companies admit. This will 
help avoid making decisions based on a small margin of 
difference from one rating to another. 

When you start talking qualitatively about the limita- 
tions of research, and how the radio and television busi- 
nesses operate from a buying point of view, you change 
from being a buyer into being a salesman. 

There is no real substitute for reason, logic or experi- 



ence. It lb after all the factors have been discussed that 
you start to look at the things that are available, keeping 
in mind the people you are trying to reach, how frequently, 
etc. Within the framework of what is to be accomplished, 
almost all of us want to reach as many of the right people 
as possible. 

I'm not going to dwell on the differences between the 
various research companies. There is a great deal of feel- 
ing about this, and each person has his own opinions, 
backed up by a lot of thought and experience. 

However, in the case of radio and television research, 
where there is still much to be desired, it is advisable to 
look at everything. In some cases certain services have to 
be set aside, because you know from the nature of what 
you are buying or from the coverage of the stations that 
the ratings do not reflect adequately the station's coverage 
area or listening. 

It is important in the purchase of time to know whether 
it is necessary to repeat the same message over and over 
again to the same group of selected people, or whether the 
campaign demands getting an impression across to as 
many people as possible — as many different people. 

There is another factor that will help to guide actual 
timebuying. 

Knowing a thing of this kind helps your judgment as to 
whether it is better to buy a strip within the same pro- 
gram throughout the week, or whether it is better to have 
a campaign cover the full span of the day or evening. No 
amount of rating research that you will look at will give 
you a pat answer to anything. The very fact that there is 
such a wide variation among the individual rating services 
is warning enough that there is no foolproof yardstick. 

In the use of ratings by the buyer and in the explana- 
tion of them to other people, the buyer must know and 
constantly explain all the adjustments that have to be 
made in order to apply the factors adequately. 

No amount of rating research will be able to help de- 
termine the values of deep selling by personality programs, 
of merchandising that a station will offer, or of the pro- 
motion that will go along with the campaign. These may 
be very important factors. 

Once all of these factors of a campaign are pulled to- 
gether, it is amazing how well research does fit in and 
how helpful it can be in making some final decisions. But 
you have to know when to go against the figures and when 
to sell an idea against a decimal point. 

IJOHEIJT HOFFMAN: This is probably the first time a re- 
search man has keyed his theme to three words; "I hate 
ratings." 

There are many reasons why "I hate ratings." My rea- 
sons, however, vary from those of most people. The ma- 
jority of rating-haters are people who think they are great 
when the ratings are high and would like to do away with 
them when they are low. That's not my attitude toward 
ratings. I wouldn't want to go back to the situation where 
there were no audience measurement data. 

Let's assume that there weren't any rating services. 

Then what would you do? You'd ride the train in the 
morning and if you saw 10 friends you'd ask them whether 
they saw the program in which you were interested. If 
four of them had. you'd automatically figure it's a 40 
rating. However, if we get rating information from these 
people or checked your wife's friends or people who live 
on your block or those you stopped in the street, there i.sn't 
one of us here who would feel safe about buying time. 

My reason for hating ratings is entirely different. I dis- 
like these decimaled numbers because they don't tell us 
enough — and all too often they are the sole basis for time 
buying or selling. 

Typically, salesman will come in and offer 40 points for 
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$1,000. The next one says, "Since he offered 40, I'll offer 
45." It goes on like that until somebody slams the hammer 
down and says, "Sold, American," or "Sold, Channel 9." 
This type of thing doesn't require any imagination or 
intelligence. All you have to do is add figures, take account 
of price and call up enough time salesmen. 

The abnormal reliance on ratings has the effect of 
making "slide rule slaves" and "rating robots" out of many 
of us. Ratings are important because they are indicative 
of the size of the audience. But this is only one of the 
many elements you have to consider in timebuying, 

I'm particularly interested in the things that ratings 
cannot furnish. 

Some of the points I'm going to make are more import- 
ant in the case of radio, and others are more important in 
the case of tv. Prom my own experience, I know that all 
too often they are completely forgotten when it comes 
to buying or selling time, 

1. Markct-by-market ratings for network shows: First, 
let's take the case of network ratings. A national rating 
may be fine, but it can never tell you how a show is doing 
in the local market. Yet the market-by-market fluctua- 
tions for ratings of network shows, particularly in televi- 
vision, can be enormous. 

We made a tv study in New York one month, and found 
out there were 174 network shows aired there. In 154 
cases the New York rating was below the national average, 
sometimes 35 to 50% below. These three examples may 
interest you. 

NETWORK VS. NEW YORK RATING (NOV. 1954) 

Network New York 

rating rating 

Program X 17.8 7.1 

Program Y 13.8 6.4 

Program Z 19.5 11.2 

Program X had a 17.8 in the network — in New York, 
a seven; Program Y, 13.8 against 6.4; program Z, 19.5 
against 11.2. 

I'm sure the same situation prevails today, not only for 
network shows but for the syndicated shows aired in many 
markets. Obviously, these network sponsors will encounter 
difficulty in getting their share of the market unless addi- 
tional local advertising is used. However, you'd never know 
this by looking only at the national rating, 

2. Listeners or viewers vs. homes: Even after you con- 
vert ratings into audience, you have nothing more than the 
number of homes listening to or watching a program. 

What is a home? It doesn't buy products. It doesn't 
consume them. It has no influence as such. By relying 
solely on ratings, wc completely lose sight of the fact 
that people are the target for advertising. 

Each one who buys or sells time is interested in research. 
In the case of radio, for example, the number of people 
in each home who listen or watch will vary considerably 
from one period to another. Here is a case in point (New 
York is the market). 

RADIO LISTENERS PER 100 HOMES 
(SEPT. 1955, MON.-FRI.) 

8-9 a.m 150 

11 a.m.-12 n 124 

7-8 p.m 170 

In terms of listeners per 100 homes, wc find 150 between 
eight and nine a.m., 124 from 11 a.m. to 12 noon, and 170 
between seven and eight in the evening. Between seven 



and eight p.m., there are 37% more people per 100 homes 
listening to radio than between 11 a.m. and noon. This 
means that in terms of listeners, a 3.0 rating between seven 
and eight p.m. would deliver exaetly as many listeners as 
a 4.1 from 11 to 12 noon. 

3. Audience eomposition: Closely associated with this 
listener-per-set figure is another factor wc frequently 
forget — audience composition. 

Here's the audience composition for two local programs 
on New York television. They are very similar as to the 
per cent of men, teens and children reached per 100 
viewing homes. 



AUDIENCE COMPOSITION 

Program A 

Men 22% 

Womc7i 26 

~48% 

Teens (12-17) 11 

Children (under 12) 41 

Number of viewers per 100 homes. . . 199 



Program B 

29%. 
24 

53% 

8 
39 
229 



However, Program A, which is a feature film show, is 
considered an adult program. It has been used to sell 
beer, automobiles, cigarettes, coffee, and headache 
remedies. Program B, which features hour-long Westerns, 
is generally considered to be a kid show. I don't know 
whether A should be reclassified a kid show, or B an adult 
program. One thing is certain: both are the same insofar 
as the type of audience they reach. 

4. Audienee turnover: Another major limitation of 
ratings is the fact that they only represent the audience 
for a particular quarter hour. They tell nothing about the 
changes in the audience from one quarter hour to another. 

An audience is a constantly changing thing, like a sub- 
way train where people enter and leave. The same thing 
happens in radio and tv from one quarter hour to another. 

This audience turnover is important if you sponsor a 
program that runs for more than a quarter hour. The 
Dodger telecasts on New York's Channel 9 demonstrate 
the importance of a total program measurement. These 
figures show the average quarter-hour rating as compared 
to the total-game rating. The total-game rating is the 
number of unduplicated homes reached during the game. 

AUDIENCE TURNOVER (DURING DODGER TELECAST) 

Average Total 
1/4 -hour rating game rating 

Night game 17.7 30.0 

Weekend game 11.3 19.3 

Daytime game 8.0 15.5 

Let's assume only one advertiser sponsored all the 
games. That client is more interested in the total rating, 
a 30.0 for a night game, than in the 17.7 average quarter- 
hour because he gets commercials throughout the program. 
However, if this was a spot carrier with commercials by 
different advertisers aired at different times during the 
game, the buyer would be interested not in the total rating 
but in the average quarter-hour figure. 

Audience turnover is also important in spot radio, where 
many advertisers buy a schedule of announcements running 
throughout the day. Their object is to reach as many 
different homes as po.ssiblc. In such a case it is dangerous 
to use the average quarter-hour figures, because they fail 
(Please turn to page 260) 
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KMTV GETS 



ACTION 




Gov. Vicfor E. Anderson of Nebraska 
congrafulafes "The Hawk." 



KMTV's Local Safety Campaign Delivers 34,000 
Signed Pledges from Nebraska and Iowa Viewers 

Civic-minded programniiiig on KMTV builds loyal, responsive viewers 
. . . provides a pre-sold audience . . . gets action for you! 

"The Hawk" — the area's most popular children's show — is typical 
of local programming that produces strong action responses from loyal 
followers. Recently 34,000 youngsters and adults in the KMTV area 
signed pledges pledging themselves to safety in the "Hawk Safety Cam- 
paign." Ofiicial pledges and safety slogan contest entries were secured 
by writing to KMTV. The campaign was endorsed by the governors of 
Nebraska and Iowa. Safety pledge stickers and safety buttons were 
mailed with the entries. Prizes were awarded for winning slogans. Com- 
plete cooperation was re<ei\ed from Omaha Police, Nebraska Safety 
Patrol, Safety Council and many schools. Go\ernor Anderson com- 
mended KMTV for ". . . fine public service." 

Follow the lead of other successful local and national advertisers. 
"The Hawk" is only one of several outstanding local participating shows 
that will assure you of a responsive, pre-sold audience. Cash in now. 
Schedule KMTV. Omaha's popular TV station that gets action for you! 
Contact KMTV direct or see Petrv today. 
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KMTV Market Data' 

Population 1,536,800 
TV Homes 370,000 
Retail Sales $1,716,560,000 
Buying Income $2,236,230,000 

'1935 Survey of Buying Power 
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A GUARANTEED NUMBER OF COMMERCIAL IMPRESSIONS 

FOR EVERY DOLLAR 
YOU INVEST ON THE MUTUAL NETWORK 




For over two decades, Mutual has built a tradition of fine entertainment for its 
audiences— delivered with utmost efficiency for its advertisers. 

A mature and experienced advertising medium, Mutual has reached a time- 
tested conclusion of fundamental importance. Namely, the speculation taken for 
granted in some media placement is avoidable in network radio. 

With full confidence in the strength of its facilities, and faith in the future 
of network radio. Mutual welcomes the opportunity to underwrite your adver- 
tising investment. Replacing supposition with certainty, you need no longer 
depend on estimated ratings or anticipated readership of your product advertising. 

Now, for the first time in the history of major media, you can advertise 
your products to an audience whose size is predetermined — and whose cost-per- 
thousand commercial impressions is guaranteed. 

For the advertiser, this plan deUvers network radio's low cost mass appeal 
and high-frequency impact, supported by a specific minimum guarantee. For the 
agency, it furnishes a more businesslike basis for recommendations. 

The specifics are even more attractive. In all fairness to your product, or 
your client's product, call, write or wire the Mutual Sales Department at once. 




MUTUAL BROADOASTING SYSTEM 

WORLD'S LARGEST NETWORK 




1440 Broadway 
New York 18, N. Y. 
LOngacre 4-8000 



21 Brookline Avenue 
Boston 15, Mass. 
commonwealth 6-0800 



Tribune Tower 
Chicago 11,111. 
WHitehall 4-5060 



1313 North Vine Street 
Hollywood 28. Calif. 
Hollywood 2-2133 
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to show whether you're reaching different people or the 
same people listening for a long stretch of time. 

AUDIENCE TURNOVER DURING AVERAGE 
BROADCAST DAY (DEC. 1954) 



Average 



Total 



-hour rating daily audience 



Audience 
turnover 



Station A 2.5 

Statto?i B 3.6 



39.8 
30.8 



15.9 tiinrs 
8.6 tinirs 



With the average quarter-hour rating for two stations, it 
would appear that station B reaches more people than 
station A. However, throughout the day Station A reaches 
39.8% of the radio families, whereas Station B is listened 
to by only 30.8%. The audience on Station A changes 
almost 16 times during the day, whereas on Station B only 
8.6 times. 

If you want to reach the same people frequently. Station 
B is the better of the two. However, if you want to reach 
as many different people as possible, Station A should be 
your choice. Low audience turnover on a station can result 
in (1) excessive repetition of the advertising message; (2) 
competition from other brands. 

For example: One advertiser on Station B recently had 
three of his commercials aired within a 45-minute period. 
With this type of repetition, you can quickly over-saturate 
an audience that changes only slightly from hour to hour, 
and thereby reduce your advertising effectiveness. 

Also on Station B: Two competitive soft drinks were 
trying to sell their product within 21 minutes of each 
other; two different stomach remedy commercials were 
aired within the same 15-minute period. These advertisers 
are actually selling against each other. 

5. Audience duplication between stations: Another ele- 
ment, related to audience turnover, has almost been 
neglected completely in measuring listening habits. If 
you were buying space, rather than radio or television time, 
the extent of duplication between one magazine and 
another or one newspaper and another would be of prime 
concern. The number of Loofc readers who also read Life 
would be readily available. But, in the case of radio, this 
has almost been forgotten completely. 

WOR has a study which throws some light on this 
situation. 



Average rating 
Radio station A 



Total of 
stations B, C, D & E 



Average daily V4-hour rating 

2.5 8.5 

Daily unduplieated audience 
39.8% \2.(>^'r 

Radio Station A averages a 2.5 rating throughout the 
day. Tlie average quarter-hour rating throughout the day 
for Stations B plus C plus D plus E adds up to 8.5 — more 
than three times as much as A. However, there is consid- 
erable duplication between the stations. Because of this, 
the unduplieated audience for the four stations combined 
is only 42.6% of all New York radio families, as compared 
to 39.8% for station A alone. 

One advertiser who now runs 47 announcements per 
week on Station B, 47 on C, 36 on D, and 36 on E doesn't 
use Station A at all. Wouldn't he be better off to reduce 
his schedule on one of these other stations, or eliminate 
one of them in favor of A in order to reach many listeners 
he now misses? 

6. "Personality" scllinq: My final point concerns itself 
with one of the intangible factors in broadcasting — the 



added effect of having the commercial delivered by a 
personality with a local following. While this is a partic- 
ularly difficult subject to research, we have conducted some 
test experiments which indicate there is considerable 
variation in the effectiveness of different personalities. 

We have been asking listeners the following question: 
"Let's assume that 'so-and-so' (that is the personality they 
had been listening to) personally recommended a new 
product. Would his recommendation influence you to try 
that product?" 

Thus far we've checked four personalities on two differ- 
ent stations, and we have found that the "yes" answers 
vary from 30% all the way to 50%. While this project 
has not been completed, it's evident even at this point that 
you must take into account a program's intangible values 
— success stories, a mail pull and other information relative 
to its sales effectiveness. This is an element which all the 
ratings in the world cannot show. Yet, it can make the 
difference between a successful or unsuccessful campaign. 



QUESTIONS AND ANSWERS 

Q. Where does the time salesman go next when the 
buyer insists on the higher number of rating points without 
considering pluses? 

A. (From Anne Wright) There are many instances where 
the salesman is not in a position to know completely the 
whole account problem. This is a curse of the business. I 
always think it's advisable for the timebuyer insofar as 
possible to make a complete partner out of the salesman in 
describing the problem. 

I assume the question stems from doing business with 
possibly new people who haven't had an opportunity to 
become educated in how to juggle these things around, 
and who possibly don't have the opportunity to do the 
internal selling that is necessary at these moments. 

Almost everybody has a superior, and it's the superior's 
job to handle the education of the younger buyers and to 
handle complaints from the salesmen. I think that in 
most cases there's enough intellectual curiosity at the 
buying level to pursue these matters pretty much. In the 
rush of a big job that means a lot of overtime and double 
ulcers trying to get on the air. I'm sure there are cases 
where a tenth of a rating percentage point has become a 
factor in making a decision. This, of course, is wrong. 
It is to be corrected wherever possible. But nearly always 
in an agency set-up there is a means whereby the sales- 
man can go to the buyer's superior, point out that this is 
being done, ask for good reasons which explain it. If not, 
it should be corrected with the buyer. 

Q. What method would you recommend of establishing 
the spendable income for the audience of radio and tv 
programs or stations? 

A. (From Robert Hoffman) There are a number of ways. 
All of the methods have shortcomings because families are 
hesitant about revealing their incomes and frequently fail 
to include all items of income in their answers. Some 
researchers use an income bracket technique — they show 
the family a card which lists various income groups and 
ask them to select the bracket into which they fall. 

Another technique is for a trained interviewer to judge 
the family as to whether it's an above-average income 
household, below average or just average. A third way is 
to determine whether the people have a bank account, 
what size television screen, the type of car, etc. All of 
these methods have value. Your choice depends on just 
how much money you can spend when you conduct your 
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survey. If you want to devote a let of time to discovering 
their income, and you want to do it as accurately as pos- 
sible, it will cost quite a bit. 

Q. Some say there should be no ratings. Do you a'^ree? 

A. (From Anne Wright) It's sort of like saying there 
shouldn't be any automobiles because people get killed in 
them. Of course there should be ratings! Th3 only thing 
we should watch out for is to see that they are properly 
used and properly explained to those who real.y don't un- 
derstand them. 

We lunge at the end figure much too often. If ratings 
are used with qualifications, they are as good an indica- 
tion as anything as to where you are going. I like to work 
with rating trends, rather than individual ratings, but of 
course we have to use them. 

Q, Why do some agencies only look at one rating service 
and not buy the others? Do you think this is intelligent? 

A. (From Anne Wright) I suppose the reason is that they 
buy the one that best matches the needs of the clients. If 
you are with an agency that handles, for example, only 
network, you might be able to squeak by without ever hav- 
ing local rating services. If you didn't have any network 
advertisers at all, you might be able to do with local rating 
services. 

Economics enters into this to a large degree. Some of 
the rating services are highly expensive. When that's the 
case, a decision has to be made as to which will best serve 
the agency. 

It is my personal feeling that the responsibilities for 
supplying ratings should be more up to sellers, because 
they are the ones who are supposed to know the values of 
what they are selling. Agencies have gotten into it more 
and more, because they have developed their own research 
departments. I certainly don't think it's intelligent buying 
to use only one service. They should all be looked at, be- 
cause they serve different purposes in every instance. 

Q, Isn't it more important from the viewpoint of an ad- 
vertiser who uses several stations in saturation spot radio 
to have a well produced e.t. stressing the value of repeti- 
tion and identification rather than to have the sell of a 
single station personality? 

A. (From Robert Hoffman) I think the question is mis- 
leading. It gives the impression that for the same amount 
of money you can either buy many stations when you use 
an e.t. or a single .station when you use a personality. This 
isn't the case. A personality program need not cost any 
more than one using an e.t. There are many programs on 
local stations, where you can use an e.t. or have the com- 
mercial delivered by the personality, with no difference 
in price. 

The answer to whether you use an e.t. or a personality 
depends on the particular product, the objective of the 
campaign and the length of time required to "sell" the 
item to the audience. By using a personality, the product 
benefits from the loyalty he (or she) has built up with an 
audience during years of broadcasting. With an e.t., you 
have to have greater frequency in order to get your mes- 
sage "sold." Other things being equal, would any of us 
say that a commercial delivered by Godfrey would be more 
or less effective than an e.t., on the Godfrey program? I 
think we all agree that Godfrey's "pitch" would be far 
more effective than the transcription. 



2. Getting the most out of the rate book 

Speakers: Beth Black, chief timebuycr for Harry B. Cohen 
Agency, New York, and Eldon Campbell, former director of 
national sales for Wcstinghouse Broadcasting, New York 



HETH HLACK: To get the most out of the rate cards, you 
have to read them. That means you have to read all the 
fine print. For the estimator or the buyer, reading the rate 
card is vital. We don't always take the time to do it, and 
that is when we are sorry. 

Another thing that I think is terribly important is to 
keep careful track of the bulletin changes that come in. 
They come in fast and thick, and it is an awful nuisance, 
but one can get into a great deal of difficulty if these 
changes are not properly marked in the Standard Rate & 
Data book and kept handy for quick reference. 

I find — and I think most people would — that the engi- 
neering information in Standard Rate & Data is impor- 
t:nt. In this connection on tv, the height of the tower 
rnd power is basic, but also can be important from a com- 
parative point of view. To raise a question as to why a 
station is not operating on full power: Has it got a grant 
for the increase? Is there some problem of terrain which 
makes it inadvisable to go to full power? Those things one 
should know, and Standard Rate & Data gives information 
in concise form so that the buyer can query further, if 
necessary. 

On radio, one finds the power and frequency which are 
important from a coverage point of view. I want to bring 
up directional antennas, which I have been hearing an 
awful lot about lately. For years I bought millions of dol- 
lars worth of time in radio, and I heard very little talk 
about directional patterns. But since radio hPS become 
more highly competitive, I have heard about the direc- 
tional pattern of the competition from every rep in town. 

Obviously, this is of importance basically. But I would 
suggest one thing to all the timebuyers that are so many 
years younger in this business than I am. Don't fall off 
your chair because a representative comes in and tells you 
that his competitor in the market is directional. It may or 
may not mean anything. It should simply be a warning to 
you to question whether, if he is shielding to the north 
?nd cuts off 40,000 radio homes, he may not be picking up 
^2.000 to the south. It is simply a point of information 
which, in my opinion, is being terribly run to the ground 
at the moment. 

As for rates. The basic things to watch for are the com- 
bination of units of time; what the period of rate protec- 
tion is; whether a station allows continuing discounts; 
whether the allowance of discounts is contingent on the 
advertising being consecutive. Some stations allow dis- 
counts on a very elaborate basis, and you won't find that 
in the Standard Rate & Data. You will only find a sen- 
tence that is highly confusing, but at least you will know it 
is different. 

It is very easy to cheek on whether the basic pattern of 
advertising, as set up by the account executive, the plans 
board or whoever does it in various agencies, is going to be 
the most economical way to buy. I mean simply, say. sta- 
tions where you save money by running for 26 weeks; or 
where the account man has decided he wants to run five 
times a week for a basic number of weeks, and three more 
announcements would save him money. 

In the press of getting a job out, don't overlook those 
details which can make the timebuyer look like a hero in 
the agency and simply sensational to the client. 

As for saturation plans, they vary. 

Whether they are good or bad is wholly dependent on 
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the nature of the product you are advertising, the require- 
ments of the client, the budget, etc. There is no question 
in my mind that on a dollar basis, the saturation plans 
cannot be beat. I even went to the trouble to look up a 
couple of these things. Any of the stations which have 
special rates for 15, or 10, or eight, or whatever the num- 
ber is. will offer these packages at a substantial saving over 
the same number of announcements run in a longer period 
of time. 

It would be very convenient if the stations would agree 
on what is saturation. However, I think it is too much to 
hope for, and maybe it isn't their job. Perhaps the agen- 
cies should decide what is saturation. But it is a little bit 
annoying when you have decided that saturation is 10 a 
week, and then the plans start at 12, and go by 12. 24 and 
36; and then there are those that go by 15, 20 and 25. You 
never find that all the saturation plans fit the idea you 
had in mind. 

As far as the use of the rate book is concerned, the final 
word I should like to say is simply that there is a world of 
information there. There is more than most of us realize, 
if we would take the trouble to read it. I would like to 
suggest one caution. If you don't understand the rate 
card, call the rep or get in touch with the station. The 
wording is sometimes extremely involved. It is very clear 
to the manager of the station, but it is not always clear to 
the buyer. 

We had an instance in our ofSce where one of iny asso- 
ciates, who is very keen, noted that a station had listed a 
rate for six times a week, and asked for the rate on a 10- 
times-a-week schedule. The client was running 10 times a 
week — two a day for five days a week. But the station 
manager wouldn't allow the discount, because he meant 
six days a week, although that is not what the rate card 
said. If you don't understand, don't try to guess. Your 
chances of guessing right are, at best, 50/50. Now, as for 
off rate card deals the first thing I want to say it that no 
finger should be pointed at the agencies, either by the sell- 
ers or other agencies who feel their position is a little more 
sanctimonious. I have heard it said there are agencies 
who don't buy off rate card, and all I can say is that it 
must save them lots of time, and I think it is wonderful. 

But where an agency buys off rate card, it is doing it be- 
cause it has an obligation to its client to do so. Any 
agency-client relationship requires that the agency buy for 
its client at the lowest possible rate. Whether that is a 
published rate or an unpublished rate has no bearing on 
the situation. 

In my opinion it is the stations that must hold the line. 
If they want standard rates, thoy have to maintain thein. 
To quote from my friend Linnca Nelson who said it a long 
time ago, "We cannot buy anything the stations haven't 
got to sell." 

Buying of! rate card takes more time on the part of the 
agency. It is very simple to look up a rate in the book, set 
up an estimate, get an approval and buy. Buying off rate 
card is not saving an agency time. No agency person in 
his or her riRht mind would say that they wouldn't prefer 
rates to be standard. But just as long as rates aren't 
standard, any agency which is doing a conscientious job 
will have to take the trouble and time to find out the best 
possible rate. 

Some people say, "Well, how do you know?" 

Those things have a way of getting around. Any buyer 
who is on his toes is going to have to feel the way and 
Ju.st inquire. And once in a while, he will be awfully sur- 
prised when it is handed to him on a siUer platter. 

We had such an example recently in our agency — a situ- 
ation where we thouglit, "Here is a station that probably 
holds to its rate card." However, when we told the rep, 
"Sorry, we are not going to buy your station," we added. 



"Our budget doesn't cover." Within two hours, we had a 
call back, offering us, with the station's consent, an off- 
rate card deal. I think it was as much as 25 7o lower. 

The evil of the industry, if it is an evil, should not be 
laid at the door of agencies generally, or any group of 
agencies. When you get into buying off rate card, you 
simply have to go on the premise that you are bargaining. 
You have to go as far as you can, and hope that nobody 
gets it cheaper. On this you have no assurance. You only 
know that you are ahead of the game, if, money-wise, you 
got it off the rate card. 

As long as the stations do not stick to the rate cards, we 
have to get in there and feel the situation out and get the 
best possible rate we can, hoping that another agency 
didn't do a better job of bargaining. 

KLDO.N C.V.MI'UELl-: Buyers have the responsibility of 
reading Standard Rate & Data more often today than 
their predecessors had five, six, seven or eight years ago. 
A rate was usually good for about a year on a major sta- 
tion, or any station in the country as a matter of fact; and 
then it was changed, usually up, seldom down. In the last 
five years, this change of published rate gets as rapid as 
every three months. 

There is no question but what buyers have the responsi- 
bility to buy at the very best price for clients. There is 
also a word in our business known as "efficiency," and 
sometimes the word efficiency and the word "economy" 
get confused. You can spend $100 very efficiently in our 
medium, or you can spend it very inefficiently, while being 
"economical" and there is a slight difference. 

We have the responsibility of maintaining our price, be- 
coming a hard-silver industry. No one else has that re- 
sponsibility but the station owner, operator and manager, 
and his minions, the representatives and the salesmen. 

You people should full well face up to one thing as 
buyers, nonetheless. If this industry is to achieve stature, 
it is going to have to have this: an understanding that 
when you are faced with a buying situation where you 
have responsible broadcasters, stations of obvious impor- 
tance in their communities who stick absolutely to their 
published rate, that these stations not become either po- 
litely or impolitely the butt of ridicule by the "smart" 
buyer. 

This is the smallest thing we ask from you in our busi- 
ness. 

We still say buy at the best price, and you will buy at 
the best price because your client will see to it that you do. 
But since we are all in this together, there is only an im- 
aginary wall between the buyer and the seller. We are all 
in a great industry, and wc on the media side are proud to 
have you people on the agency side in our industry, in the 
advertising business. The wall is a paper wall. 

That is the least I think we can ask. There is nothing 
.smart about buying at a better price today from Station A 
when you discover tomorrow that your competitor has 
bought — your competitor, not ours — on the same station 
for a competitive client at a lower price. 

This is an untenable position for you at that moment, 
just as it is an untenable position for the guy who will do 
it. In our medium, we ask not that you price us but that 
you respect us when wc publish our price and stick to it. 
That is a respect I think wc should have. 



QUESTIONS AND ANSWERS 

Q. When a station consistently has to make under-the- 
table deals, shouldn't this be a danger flag for the buyer 
indicating the reason may be that the other stations in 
the market are better buys? 
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tailors 
detroit 
to fit 
you! 



If you're selling hay, an audience of 10 hay huyers 
beats an audience of 10,000 corn buyers every time. 

The powerful moral in this maxim brings you face 
to face with the reason why WXYZ is the force 
it is in the Detroit market. For WXYZ can tailor 
Detroit to fit you by providing unequalled AUDIENCE) 
SELECTIVITY . . . unequalled because no other 
Detroit station offers advertisers the program 
diversification enjoyed by WXYZ. 

The tremendous variety of WXYZ shows delivers just 
the audience you need. This means less waste 
advertising and in a real .sense fattens budgets without 
having to raise a{){)ropriations one cent. 

We have the needle and thread and we know the 
pattern by heart. Say the word to our repre.sentatives 
and we're ready to start .sewing up the dollar- 
{jacked Detroit market for you immediately! 



WXYZ . TV channe/ 7 

WXYX radio d/a/ 1270 



defroif 



Represented 
Nationally by 
Blair-TV, Inc. 
John Blair & Co. 



American l^roadcasting Company 




JULY 1956 
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2. GETTING THE MOST OUT OF THE RATE BOOK fcontJ 



A. (From Beth Black) Yes, I think that is a fairly obvi- 
ous point. On the other hand, how do you know they do it 
consistently? Aren't we all prone to think that maybe they 
do it only for us? 

This brings up the whole question of pricing, and price 
is only one consideration in buying. It is a very important 
one, but it is a factor that has to be weighed. A station 
could be all deals, and could still be doing a good job. The 
people who listen don't know anything about costs. 

It is a danger signal, but it wouldn't be an answer. It 
wouldn't mean that you shouldn't buy. It would be one 
factor only. 

Q. If two stations in one market are equal in rate cover- 
age, and one station offered an off rate card price, do you 
feel that the timebuyer should contact the other station, 
tell it of the competitor's offer and wait for a lower bid? 

A. (From Beth Black) Yes. 

Q. Many stations have a cheaper "local" rate, which 
some national advertisers take advantage of by buying 
through local dealers or distributors. This cuts out the 
agency and rep. How can ageneies and reps stop this un- 
ethical practice? 

A. <From Eldon Campbell) I feel about a local rate about 
like I do on unpublished rate. If the qualification of a 
local advertiser is clearly defined, it is a legitimate and 
justifiable position for a station to take. It's always been 
an amusing thing to me in the radio business that the local 
rate problem has become a matter of supreme concern to 
agencies and representatives, and some stations. Yet across 
the hall in the advertising agency, in the print department, 
the matter of local (retail) rate of the newspaper has 
never become a white banner, something to constantly 
fight at. 

The local retail rate card of most newspapers in the U. S. 
is an accepted fact. It is 150 years old. But a lot of radio 
and tv stations have a single rate. It is a very much hap- 
pier position to be in, because you don't have to be solemn 
every morning at nine o'clock. 

Geography is not the kind of a definition that qualifies 
local versus national accounts. The basic point is the 
economics, the kind of a busmess that the advertiser is in. 

Q. How can agencies and reps stop this unethical prac- 
tice? 

A. (From Eldon Campbell) I don't agree it is unethical, 
per se. 

<From Beth Black) I can give you an experience I had 
with an agency which came up many years ago. At that 
time, NARTB had on file records of all stations which had 
loeal rates. 'This was pre-television, so I don't know how 
tv is affected.! We were able to show the client that in the 
places where he could get the local rate, when the agency 
commission was added, it would eost more than it the 
campaign were placed on a national basis. 

In that sense, we could do something for the rep because 
we got the ci.inpaign on a national basis. I'his was con- 
tingent on a relationship between the agency and the 
client, wiiere the client recognized his ooii;',ation to see 
that the agency was compensated cither by adding the 
commission to the local rate or by letting us place it on a 
national basis. 

When a local rate is allowed on the basis that a station 
IS delivering circulation that is of no importance, or of 
litt.e importance to a loeal laundiy, lor instance, it is a 
very legitimate method of determination. 

As lar as the newsijapers are concerned, they only have 



one national rate, which is why we don't get agitated a'-iout 
their local rates. The sins of the newspapers are so few. 
It is all there in the rate cards. You can make up the 
estimate. You can buy it at the quoted rate and no less. 
You don't have to worry about somebody else getting it 
cheaper. The local rate has been there for 150 years, so 
you don't worry about it. 

(From Eldon Campbell) A company manufactures a 
product for distribution and sale in the immediate confines 
of the metropolitan area of any city in the U. S.. It has a 
direct competitor who is selling nationally all over the 
country and making the same identical product, distribut- 
ing it from coast to coast. Both of these clients should 
pay the national rate. 

The fact that the first manufacturer who makes the 
product, sells and distributes it in only a very limited geo- 
graphical area does not qualify him for a local or a retail 
rate. He is not in the retail business. He is in the manu- 
facturing business. He is in the processing business. He is 
in the distribution business, just as his competitor is. 

His competitor, while he is national and goes all over the 
country, is just as local in this particular market, just 
as interested in the sales in that area as the man who 
sells only in that area and manufactures in that area. 
This is what I mean by geography. I cannot see that a 
man who is local by his address necessarily is a local 
rate qualifier. 

(From Beth Black) The important point is that it is 
retail. 



3. How buyers, sellers can cooperate 

Speakers: Linnea Nelson, tv consultant for Kudner Agency, 
N. Y., and Adam Young, Jr., president, Adam Young, Inc. 

LIiNNKA NELSON: Let's face the fact that we can't group 
station representatives any more than wc can group agen- 
cies. They are all made up of a lot of individuals, and we 
must accept them as individuals. All the agencies, the 
better agencies as well as representatives set policies either 
through group meetings like the 4 A's and the Station 
Representatives Association. But all too often these poli- 
cies do not filter down through to the people who have 
daily outside contacts. This is very unfortunate because 
it has always been my feeling that general agency policies 
should be a part of the everyday life of everybody working 
within the agency or station rep's office. 

An advertising agency can have several policies, and so 
can a rep, but it's well is remember that each is dealing 
with different clients. So these policies can be deviated 
from without harm to take care of various clients and sit- 
uations. 

No agency spokesman has a right to say, "We never buy 
spot broadcasting for our clients," because that is not so. 
Nor has a station rep the right to say, "Our stations never 
deviate from the rate card," because that is not so either. 

We need a great deal more education on both sides of 
the fenee. We ail know that this business has grown so 
rapidly that this has become extremely important. 

The reps say they want to make both radio and tele- 
vision easier to buy. One ol the ways they could help in 
accomplishing this would be to stop arguing about which 
size, color, or form to use, and accept what over the years 
(since 1^*32, I tdieve) we have been fighting for — the 
standard contract form. Let's not have to go through 
reams of paper witli all kinds of clauses for each an- 
nouncement we purchase. 

Let representatives understand that an agency cannot 
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THE STEERE STATIONS 




• When the Steere Stations' representative calls on you, here 
are some basic facts you ought to know about these two rich 
reo-ional markets : 



WMAK, Nashville — oCth U.S. 
city. WMAK, 5,000 watts full 
time at 1300 kc, covers 1,385,000 
population area with $924,427,000 
total retail sales. The Mid-South 's 
most powerful MUSIC and NEWS 
indopoudent. 



WKMI, Kalamazoo-Battic Creek 

eombinod metropolitan Twin-City 
area . . . 270,000 population, 76th 
in U.S. The WKMI signal covers 
1,719,000 population . . . over one 
billion retail sales. 5,000 watts at 
1360 kc. . . . Western Michigan's 
most powerful independent. 
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STEERE BROADCASTING CORPORATION 



KALAMAZOO 



MICHIGAN 



JULY 1956 
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3. HOW BUYERS, SELLERS CAN COOPERATE (cont.l 



sign a contract which makes the advertiser responsible. 
The agency is the only one responsible for business placed 
through the agency. Daily we get special forms to sign. 
Wc turn them over, look at the small print on the back, 
and the advertiser is responsible. That is wrong. 

As for availability forms, new ones are in the works, but 
meanwhile representatives arc using up their old forms. 
Naturally, agencies don't want to see reps spend more 
money than they have to, but they do expect availability 
facts clearly presented. On a recent big campaign our 
agency tried very hard to request complete information in 
one sitting, to save everybody's time. 

Letters went out, details as to what we wanted, the pur- 
pose of the campaign and everything else. What did we 
get? We got some forms filled out and some weekly sched- 
ules with little red lines drawn through to indicate what 
might be available. We might just as well not have both- 
ered. The timebuyer came over and said to me, "Linn, it's 
not worth it." 

Some members of the Station Representatives Associa- 
tion gave all of the information we needed, so they are 
trying, but its not getting around far enough to make the 
thing worthwhile. 

We have been praying and begging, and many of us 
hope to live to see the day when we pick up the trade pa- 
pers and see, "All reps have agreed to taking standard con- 
tracts and all reps have some one standard form of doing 
things." 

That would not take anything out of the crcativeness of 
our business. Timebiiying and selling both have msny 
creative aspects; but we are losing sight of these creative 
aspects, and the opportunity to pursue them by having so 
much paper work to do. 

If the reps want to make radio and television easier to 
buy, let them cut out the unessentials. 

I also wonder how often the key people at station reps 
know the number of times their salesmen come in and 
give the buyer information either verbally or on a torn 
sheet of yellow paper. It happens. And this is the mate- 
rial that the buyer must interpret and put into form for 
submitting to a client. 

Ihen there is the rep who gets a call from the buyer. 
The information is nedcd in a hurry, but the rep has other 
things to do, and well, it isn't too big a schedule anyway. 

So he delays. lie loses the order. And then he comes 
crying, "What will I tell my boss?" That is the most im- 
portant question in his mind: "What will I tell my boss?" 

Wc don't care, frankly. The thing is, wc have asked for 
some information. 

When an agency is ready to buy, they need availabilities 
and information as to the rate that would apply. While 
this i.s m the rate took, there are so many agencies who 
share accounts as well as package buys, that we can't go 
entirely by the book. The rep for his own station is the 
only one who has the latest information as to the number 
01 broadcasts applicable to a given contract. Yet more 
often than not when a request is made for specific avail- 
abilities and rates, the rate information is missing. 

Frequently ratmg information is requested — and while 
we don't live by ratings, wc must have what information is 
available. But very often it is not included, and sometimes 
it requires a second or even a third call. 

It would be so helpful if, when this information is not 
available, the rep simply stated, "rating not available," or 
"no rating service in this market." 

Then there is the rep who — through his own fault most 
ol the time — loses the order, and goes crying to the client. 
Frequently this is a rep you haven't seen in months, but he 
heard from somebody along the street that you were plac- 
ing busine.ss, and so he comes in to pick up a fast order. 
But now you haven't anything for him. 



He goes to the client. The client, not knowing the whole 
background, wonders whether the agency is doing a good 
job. Then questions arise. Not every rep can get every 
order, and they must face that fact. Some reps complain 
that buyers don't take them into their confidence. That 
is an old story with mc. It takes a long time to learn 
which representatives you can take into your confidence, 
and you can't take them all. 

Things that did happen over the years — you thought you 
had finally found one person you could sit down with and 
talk all phases of the campaign to, only to find in the next 
two hours that you had four other station representatives 
in the anteroom waiting, and saying, "I hear you are plac- 
ing business for Bromo Quinine. I met so-and-so, and we 
want the business too." 

That's not the idea. When a rep is taken into the confi- 
dence of the buyer, he should respect that confidence. 

Also, a station representative should be thoroughly fa- 
miliar with accounts that come up for purchase year after 
year. He should lay enough ground work with the agency 
buyer so that selling does not have to be done at the time 
of purchase. Conversation can start long ahead of time. 
The buyer may not know whether there is going to be a 
definite order, but if there is, and if there are any sta- 
tions that are going to announce a package plan or some- 
thing interesting that can be used for that particular cli- 
ent, tell the buyer. Don't, wait until two days after an 
order has been placed, and say, "Oh, but before starting 
date we were going to start a package plan." The buyer 
can't know that in advance. 

Another very disturbing thing is to find that a lot of the 
station reps will not see anybody within an agency unless 
they can see the head buyer, and frequently this makes the 
head buyer think that perhaps his associates and assis- 
tants are not using good judgment. 

I know what happened to me as our department grew. 
I would get calls, "Linnea, I think your assistant is making 
a mistake. She is buying another station in this market." 

Representatives must understand that growth within an 
agency exists and that buying activity must be spread. 

Perhaps it is because I have been around so long that a 
lot of the key people in the rep business have come and 
told me their woes. They say, "These buyers, they just 
don't see us. They keep us waiting in reception rooms. 
They refuse to listen to our story." 

I have always admired the man who would pick up his 
phone when the reception room called, and say, "Well, 
tell him I can see him in a minute for a minute." 

That is so important! If you let the rep know just how 
much time you have and say, "I am very sorry, but if it is 
a really long story, save it for some other time. If you can 
give me the highlights within a period of two minutes, 
three minutes, or five minutes, do it." But don't keep him 
waiting in the reception room. And do give him an oppor- 
tunity to come in whether you are at a buying point or not, 
because you can pick up a great deal of very important 
information that way. 

When buyers are invited to luncheon presentations or 
other activities, they should remember that very often the 
station's rep is responsible for getting a good group out to 
these meetings. It can be very embarrassing if only about 
half the people show up. 

You have an obligation there just as though it were a 
personal invitation. If you cannot be there, you should 
let them know as far in advance as possible. 

On the other .side of this fence, the rep also has an 
obligation. I know there were times that I was em- 
barrassed to find that there were some key people in the 
company not invited, but somebody third or fourth down 
the line who might have been a cute little secretary had 
been invited and was at the meeting. 
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LET'S GET DOWN TO BRASS TACKS! 



THERE ARE BIG MARKtrS 
IN GEORGIA . . . 




AND ONLY m GEORGIA BIG COVm THEM ALLI 



YOU GET ALL 5 IN ONE BUY 

Now with one buy, involving only one bill, you can 
get dominant coverage of Georgia's five major mar- 
kets — Atlanta, Augusta, Macon, Columbus and 
Savannah. The five long-established stations that 
make up the Georgia Big 5 deliver 83 per cent — 
yes, 83 per cent of all Georgia radio homes! 

REACH MORE RADIO HOMES 
AT LESS COST PER MINUTE 

The Georgia Big 5 gives you larger radio circulation 
throughout the state than any other station can 
deliver — and at lower cost, too. It's your BIG buy — 



your BEST buy in the nearly S3 billion (and grow- 
ing fast!) Georgia market. 

LOCAL IMPACT PLUS 

NETWORK ECONOMIES 

Get the local advantages of intense listener loyalty 
and strong dealer influence ... AND the practical 

advantages of a network with the five leading sta- 
tions of the Georgia Big 5. Point of sale merchan- 
dising support including sales aids, trade calls, trade 
mailings and tune-in announcements provides added 
sales power for your spot. Add to this the sales- 
producing local impact of hometown programming. 
Result: sales success. 



Let your Avery -Knodel man show you why 

YOUR BIG GEORGIA BUY IS... 



Represented Nationally by 

AVERY- KNODEL, Inc. 



WCST WGAC 

Atlanta Augusta 
5,000W ABC 5,000W ABC 




WRBL 

Calumhus 
5,000W CBS 

WMAZ 

Alocon 
lO.OOOW CBS 

WTOC 

Savannah 
5,000W CBS 



)ULY 1956 
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The head of the department in every agency should 
check before having a mailing list for invitations or any 
other functions go out, and say, "Am I inviting the right 
people?" Are there any that you would suggest substitut- 
ing, or would you suggest eliminating any?" 

They owe it to the agency to have this happen. I was 
very embarrasred not long ago by being invited to some 
retivity to find that I was the only one represented there. 
It surpri"^ed me a great deal, so I came back and men- 
tioned some things that had been talked about, and I 
knew that within our shop some activity was going on, and 
two days later we placed one of the biggest orders with 
that outfit that they had ever had; but they had decided 
that Kudncr was not placing much spot business, so why 
bother calling on them? 

\I)A"\I ^or.N(;: The first step toward better relations be- 
tween reps and timebuyers is an analysis of the problems 
that representatives have with their stations. It is impor- 
tant for buyers to understand what takes place between a 
.station and the salesmen who represent them. 

The salesmen for the rep must, of necessity, represent 
the policies and the principles of the client stations. In 
other words, he is not there strictly to service the buyer. 
He is there to .sell. He is there to sell his facilities, and the 
station expects him to bring back as much business as it is 
pos.^iVle to get. 

As a matter oi fact there are many stations that expect 
more than that. But as an absolute minimum a station 
expects its representative to get at least part of every ac- 
count that is placed, and all of most of them. I don't 
mean to implj that all stations are unrealistic. That's 
not the case. But they do expect a salesman to report to 
his station when an account is placed, explaining what has 
hrppen^d. 

First of all. the salesman must know what the condi- 
tions are. what the buyer wants. He must give a good 
account of what he had done for each account, and if he 
should lose the bu.siness — which he is never really ex- 
pected to do — but if he should, he must then explain to the 
illation why he lost it, what they bought, the basis of the 
purchase. If he fails to do that several times, we often 
find a new representative in the picture representing the 
station. 

I don't think that buyers realize just how important 
that is. Any Young salesman — and I speak for most repre- 
sentative companies — who consistently comes back to the 
office and has no idea of why business went to a competi- 
tor, won't have his job very long. And if we permitted 
him to get away with it. we wouldn't have the station very 
long either. 

'ihe next point to discuss is the relationship between the 
l:uyers and other people at their agencies. 

Ihere must be a routine setup within the framework of 
each agency whereby, when a salesman presents mate- 
rial — not at the time of the sale but the regular pitch that 
a salesman is expected to make periodically — it gets into 
the hands of the right people. 

Actually, it is the salesman's responsibility to sec that 
the material gets to the right people. It is his responsi- 
bility to see that the buyer, the account executive, every- 
one who plays a ,Dart in the decision knows the story. It 
is net a matter of going over the timebuyer's head — it is 
just that his contact should not be with the buyer alone. 

Of course, the distasteful thing is when a decision is 
made that the salesman doesn't agree with. He then some- 
times starts to ehase around and call on a lot of people he 
has nt ver se^^n before in his lile. He chases around and 
tries to do what he hasn't done for months or years. 

i^uieis must also understand seme of the problems that 



\\t are runnmg mto today. The business picture is chang- 
ing, particularly in radio. The climate has changed, the 
buying habits have changed, the stations have changed, 
and the stations have changed a great deal more than 
some of us care to believe at times. 

The old powerhouses, the old 50,000-watt network sta- 
tions that at one time were the only stations really seri- 
ously considered are no longer the only stations to be 
reckoned with. There are many other stations coming up, 
nnd some of them have passed what we thought of as the 
old reliables. As a result, certain stations h'^ve a tremen- 
dous amount of business, to the point where it is difTicult to 
c'ear time. 

The stations are virtually sold up, but we can't stop sell- 
ing because that's the death knell of our business with the 
stations. 

Fir.^t we must sell the account on doing business with 
the station; then we have to go back to the station and sell 
them on the idea of clearing some time for us. It is a diffi- 
cult job, and I hope that the buyers appreciate the prob- 
lem, because it is a hell of a problem. The stations that 
are selling most are the most difficult to clear time on. 

One big point of friction between buyer and seller oc- 
curs when the buyer doesn't really know all the factors 
that go into making a buy or decision. They haven't been 
told by their client, except to buy such-and-such on a 
certain basis, and they are practically helpless. They are 
given a straight-jacket, so to speak, without being taken 
into the confidence of the account. It makes it very diffi- 
cult for a salesman to do a sensible job under these condi- 
tions, because he is given that limited amount of informa- 
tion and it isn't enough. Very often there are other fac- 
tors not brought to light, which sometimes result in decid- 
ing on something other than what the salesman is selling 
when, had he known all the facts, he might have gotten 
the order. 

But the whole picture was not understood. Sometimes 
this is the fault of other people in the agency, people other 
than the timebuyer, or perhaps the client himself. 

Another friction point is the buying habit. By "the buy- 
ing habit" I mean that certain buyers over a period of time 
have gotten into the habit of buying certain stations, and 
in spite of all the theoretical analysis that goes on when 
they go into a certain market, bingo! Such-and-such a 
station is bought without really a lot of thought and con- 
sideration of other stations, without properly weighing 
those stations where ownership has changed, where man- 
agement or programing has changed, stations that are 
&oing up and up in listening audience. 

You don't have to believe the ratings to the last decimal 
point, but you have to regard trends. Any rating system is 
good if we look at the trend rather than the last decimal 
point. 

I think more salesman get more hell back at the home 
office and I think that more representatives get into more 
trouble with more of their stations because of this factor 
v.hich is sometimes unexplainable. I remember when I was 
just getting started in the business, going in to see a timc- 
Luyer. 

We went over the coverage figures, and he agreed that 
we did a superb coverage job, as good or better than the 
station he was using. 

We went over the audience figures, and he agreed that 
the survey was a proper survey. We could clear time which 
was better than the time he had. 

I said, "How about giving me the business?" 

lie said, "Well, no. We have been using this station for 
u long Lime, and we want to continue to use it." 

We had every factor in our favor, every single factor — 
coverage, popularity, clearances, and everything — and the 
Luyer would not consider making a change. 
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.TENKIESSEE 



MISS. 




Alabama's 1st 

FIRST Radio Station FIRST FM Station 

FIRST TV Station FIRST with Live Cameras 

FIRST to Operate with Maximum Power 

FIRST and Only to use "PHOTOFAX" 

FIRST to Telecast in Color 

FIRST with full size Revolving Stage in Studio 



IBT ^ BIRMINGHAM 

TV 

W 



PI 

AM 

lllM#iii 

FIRST in Public Service 

(Always have been — Still are) 

Promoting community projects every day — plus exclusive broad- 
caster sponsors of: Crippled Children's Clinic Football; Miss 
Alabama Contest; Maid of Cotton; Fat Calf Show; March of 
Dimes Auction; etc. 

FIRST in Public Confidence 

(Always have been — Still are) 




6A 



WAP! and WAFM represented by 

John Blair & Co. 

Harry Cummings in Southeast 



WABT represented by 

B LAIR-TV 
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3. HOW BUYERS, SELLERS CAN COOPERATE tcont.) 



Now, you know that's a pretty tough thing to explain to 
a station. My face was red that day, and I don't know 
what I lold tliem. It must have been a good story, because 
we retained the representation of the station in spite of 
the fact we didn't get the business. 

There is one other point, I think, that sliould be dis- 
cussed. Buyers sometimes lose siglit of tlie fact tliat it is 
the salesman's job to sell, and sometimes buyers resent a 
salesman making a really hard pitcli for sometliing. It 
would be unfair, certainly, to say that all buyers resent a 
salesman making a pitch. I think a good many of them 
really admire the salesman who comes in and at the right 
time — not at the last minute — makes a proper presentation. 

There may be a few that resent it, but they don't fully 
realize the function of a salesman. They think he's there 
to clear availabilities. Any girl in the office can do that. 
We don't need salesmen to clear availabilities. Our job is 
to make a proper presentation of what we have to sell, and 
it is by hard, competitive presentations that a timebuyer 
will make a better decision. 

New salesmen getting started on the job have a most 
difficult time. They have a lot to learn. They have a lot 
of new people to meet. The most disturbing thing of all 
is when a buyer won't see them. 

I know it is a lot easier for a buyer to continue to see 
the people day after day that he or she has been seeing 
for the last six months or six years. But they owe it to 
themselves and to the people that are calling on them to 
listen to what these new salesmen have to say. 

The new boys require a break. And this break in turn 
may help the buyer. He may get some information that 
the old salesman forgot to tell. 

Then there is the matter of salesmen kept waiting in 
reception rooms. I think that is something that is never 
properly weighed. I recently made an estimate of what 
it costs for a salesman to wait in a reception room one 
hour, what his time is worth, and I figured out the number 
of hours a man actually spends selling on the street. If we 
paid a man on a per-hour basis for the actual number of 
hours he actually spends pitching, and if he puts in a full 
day's work, a man gets roughly $10 an hour. 

Now, if we add to that the cost of maintaining this man, 
the cost of running the organization, the people back in 
the shop, the rent, everything that goes into paying for 
keeping this man on the street, we must multiply that $10 
figure by four or five times. 

If any buyer feels that $50-an-hour kept sitting in a 
reception room is reasonable, then they are justified in 
keeping him there. If not, I would suggest they think 
about It. 

One other point is getting campaigns on the air in a 
hurry. Every salesmen has the responsibility of getting 
information to the buyer as quickly as he possibly can, and 
if the buyer is put in the position of having to ask him for 
information at the very last minute and he must wire or 
telephone to get that information, then it's the salesman's 
responsibility to go out and get it. 

However, the one thing that is difficult for a salesman 
to understand is when he gets a request for information 
that must he delivered that same day or by nine o'clock 
the following morning and then delivers the information 
and finds he is unable to reach that buyer for the next 
five days. 

Now, if information is needed in that much of a hurry 
and if it isn't u.sed quickly, the least the salesman should 
exi)ecf is an explanation from the buyer as to why an im- 
mediate decision wasn't mart(! or just what the situation is. 



QUESTIONS AND ANSWERS 

Q. If you were a time salesman and were told by the 
timebuyer's secretary that the buyer is seeing no one at 
this time of year, what would you do? 

A. (From Linnea Nelson) No buyer has the right to say 
that he or she will not see salesmen at any specific season 
of the year. That is ridiculous, and if I were the salesman 
I would go to his or her immediate superior and I would 
see him. I would contact clients, and I would sell the 
medium in general. I happen to be a buyer who does not 
object to salesmen contacting clients. I like to know from 
the salesman when he has seen the client, what they have 
talked about. It can be very helpful to me, and I like to let 
the client know that I know this relationship exists. But 
anybody who won't see people deserves some pretty bad 
treatment. 

Q. Why do salesmen insist on dropping in any time they 
are in the neighborhood — no phone call ahead — nothing! 
This is, unfortunately, usually when the timebuyer is 
harried on urgent problems and can't talk about non- 
urgent matters. How about respecting the timebuyer's 
lime? 

A. <From Adam Young) Any salesman who drops in un- 
expectedly deserves no real consideration. He should know 
that he is taking a chance on catching the buyer free, and 
if he or she is not free, well, that's just his hard luck. 
Perhaps I should have made it clear earlier that I was 
referring to people that had appointments who are kept 
waiting, and this is not an unusual situation. 

Q. What makes an agency buy in several markets and 
not query reps who have stations in those markets? That 
is, if you are going to buy in the market, why don't you 
call all the stations in that market? 

A. (From Linnea Nelson) It could be something involved 
with past experience. It could also mean that the reps 
haven't been doing a very good educational and sales job 
prior to the time we want to buy something. However, 
lacking complete information, the buyer is almost obligated 
in the interests of the client to query all stations in a 
market. There might be reasons why they want a certain 
one. They might want to buy specific hours or something 
like that. But for general purchases, they should check 
with all the stations to find out what's going on in the 
market. 



Q. Confidences are hard to keep generally anywhere. 
Why initiate the habit with one rep and then condemn 
the others representing stations in the same area who feel 
they have a good competitive story — and deny them an 
audience? 

A. (From Linnea Nelson) I don't mean that anybody 
should be denied an audience. There are some people you 
can talk to and some people you just cannot tell anything 
to, because it goes around so fast. I think in order to 
help a buyer learn the over-all picture in a market it is 
very helpful to say, "We're thinking of a campaign. The 
client doesn't know- about this yet, but we would like to 
discuss it. Let's see what we might be able to decide." 
That's the stage at which I mean taking somebody into 
your confidence and looking the thing over. When you get 
to the buying you can talk to everybody about what you 
want to buy. Then it is no longer confidential. 
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15 of U. S. Negro POPULATION 
13 of U. S. Negro DOLLARS! 
are in these markets • • • 
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NOW YOU CAN REACH 
THEAfl AT NEW LOW COST! 

(...as little as Ic per thousand!) 



• • GET THE FACTS ABOUT THE GREAT 
ROLLINS "SINGLE-TRACK" PLAN 

ROLLINS BROADCASTING, INC. New York Office 565 Fifth Ave., EL 5-1515 
National Sales Mgr.: Graeme Zimmer Chicago: 6205 S. Cottage Grove Ave., NO 7-412'1 
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4. Why Philip Morris switched to spot tv 

Speaker: Thojiias Christensen, ad manager, Philip Morris 



THOMAS CHHISTFNSK.N: Philip Morris was in the news 
with our change in television activities when we gave up 
what was then the No. 1 show, / Love Lucy. There has been 
a good deal of speculation about it, and perhaps some un- 
warranted conclusions were drawn. While I would feel 
distinctly unqualified to discuss all the merits of network 
tv versus spot, I would like to give you a little case history 
of one company and why we were in network when we 
were in network and why we are now primarily concen- 
trating on spot. 

To start the thing off, I suppose I should give you a 
thumbnail history and recall to you the fact that up until 
a couple of years ago, really, our company perhaps more 
so than any of our competitors was basically a one-brand 
company. We manufactured a rather long list of cigarettes 
that received very little attention from an advertising 
standpoint but, to all intents and purposes, all of our 
promotions and efforts were directed to the Philip Morris 
brand which was, of course, quite successful. 

But a couple of years ago, in fact going back to around 
1950 or '51, a lot of things started happening in the 
cigarette business. There was a cigarette — I can't remem- 
ber its name, it was in a red package — and one of our 
competitors started selling an awful lot of those. 

The next thing we knew, king-size cigarettes were be- 
coming the fastest-growing factor in the cigarette indus- 
try. Along about the time when all of the cigarette 
companies started to look at each other, thinking, "Well, 
maybe something is happening here," suddenly it turned 
out that a member of the medical profession thought the 
cigarettes would give you "falling-down sickness," or 
something pretty horrible and the next thing you knew 
the filter cigarettes came on the market and have been 
and continue to be an increasingly important factor. 

Well, our company didn't want to be left in the lurch 
any more than any of the other companies did, and along 
with all of the others we started looking at our own 
products and seeing what could be done to bring them in 
tune with the times. 

One of the first things, of course, was to bring out a 
Philip Morris king-size; Liggett & Myers had preceded us 
with a Chesterfield king-size by a few months, and we 
brought out ours and other companies of course have 
come along with the same type of move. 

Meanwhile, we also were aware of these rumblings in 
the filter market, and wc did two things. We began work- 
ing on a new filter cigarette of our own; a good deal of 
research was begun several years ago. 

Also, being aware that some of our competitors were 
ahead of us in the development of their own filter cigar- 
ettes, we looked about for a way of acquiring a good filter 
cigarette quickly. Out of that type of thinking resulted a 
merger with Benson & Hedges, which brought the Parlia- 
ment brand into our house. Of course, during the past 
year, our Marlboro brand was ready, and then we found 
ourselves suddenly in a position where wc once had been 
a one-brand company and now we were a three-brand 
company. Well, that is the historical background of our 
products. 

Now, the television side of it. Philip Morris was one of 
the early television advertisers. We started in our first 
spot operation back in 1947 when there were, I believe, only 
nine or 10 stations that could be bought anywhere in the 
country. And in 1948, as tv grew like Topsy, we began 



our first network tv venture. At the time, tv was pretty 
unimportant as an advertising medium. There was no 
trouble to lay aside a few dollars in the marketing 
budget to see if this new medium had anything to offer a 
cigarette advertiser, and we did feel that the potential of 
the medium certainly warranted an experiment on the 
scale that was called for then. 

From 1948 through 1955, Philip Morris was a continuous 
network television advertiser and in recent years with 
never less than two shows. During many of those years, 
our network activities were supplemented by spots. 

In about 1952, the costs of the network operation, not 
the cost-per-1,000, but just the actual amount of dollars 
you had to lay out for a network show, had grown to 
the extent that we were forced to drop spots because we 
felt we had important network franchises. We were reach- 
ing a vast number of people each week and certainly when 
/ Love Lucy came along, we were reaching larger audiences 
week-in and week -out than any advertiser had ever been 
able to do through any single vehicle of communication. 

We felt that this was a franchise much too important 
to drop and we had to cut out what we considered to be 
an important, but not as important, segment of our 
advertising spending. 

This, we were able to do, and encompass. We were able 
to also keep up with this increase in costs as new stations 
came on the market. As talent costs and all the other 
elements increased, we were able to keep up with that 
because televison continued to reach more and more people 
as time went on. Thus with a large budget for one product 
we were still able to take this increasingly large, single 
weekly "nut" that had to be covered and use it to advan- 
tage without sacrificing all of the other media that an 
advertiser with the distribution a cigarette company has 
must use to cover his market thoroughly. 

But when we came to the time when we very suddenly 
found ourselves an advertiser with three products to sell, 
each of which had a legitimate demand on our corporate 
marketing kitty so to speak, then we had to go into what 
Secretary Dulles would call "an agonizing reappraisal." 

We were sitting there — our / Love Lucy was still the 
No. 1 show. But, by that time, we were feeling considerable 
embarrassment through the demands that this one show 
had, (Actually, we had two — but these two network shows 
had to do a job for three brands that previously had to 
be done for only one brand.) Our first effort was to see if 
we couldn't hold on to our network franchise and do a 
good job for three brands. 

Well, of course, many products are sold successfully 
under split sponsorship and a manufacturer will adver- 
tise more than one of his products on a show, but cigar- 
ettes perhaps are unique in that, in a sense, they are 
competing with themselves. 

Our Marlboro filter cigarette competes just as much with 
Philip Morris as it does with Winston, Viceroy, Chester- 
field or any of the other products that are on the market. 
Wc were never able to feel comfortably about the strategy 
of keeping the two brands side by side in the same show 
any more than wc would want to be side by side with one 
of our competitors. And then, of course, we also were 
confronted with the problem that a vast proportion of our 
corporate marketing dollars were tied up in these two 
shows. 

In addition, Marlboro, as a new brand, had special needs, 
in that it was being distributed not nationwide, but market 
by market. It is a type of gradual increase that doesn't 
lend itself too well to network. So naturally we started 
thinking hard in terms of spot. 

Finally, the conclusion was reached that spot was the 
answer to our particular company at this particular time 
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stronger than ever. . . 



The strongest, steadiest Pulse in the booming 
Pacific Northwest belongs to Radio KING. 

Pulse Inc. rates Radio KING first in the morning 
... in the afternoon . . . and, in the evening . . . 
seven days a week. 

This healthy report is from a 15 County Area 
Study taken by Pulse in March-April, 1956. The 
study measures radio audiences by time periods . . . 



both in-the-home and out-of-home . . . and covers 
all of Western Washington. 

Hypo your sales in the important Puget Sound 
market with Radio KING. Ask your Blair 
rep for details. 



50,000 Watts 
ABC— Blair, Inc. 



FIRST IN SEATTLE 

Radio KiNG 



4. WHY PHILIP MORRIS SWITCHED TO SPOT TV (cont.) 



in terms of the flexibility it would give us. As we operated 
in one market we could on Marlboro, for example, throw 
a lot of weight into a gi\'en situation and transfer one 
market to another one if distribution warranted. We were 
not loeked in by relatively rigid network lineups. In other 
words we eould be where we wanted to be and when we 
wanted to be. 

On Philip Morris our reason for use of spot is a little less 
obvious, in that we did have national distribution. But 
we felt that on a budget whieh would not eneompass a 
full-fledged television network show that we eould make 
our tv dollars go a good deal further at the present time 
by eoncentrating them on a smaller number of markets, 
the important markets to us, getting a great deal more 
frequeney than would be possible under a network oper- 
ation, and use tv as an important baekstop to our national 
blanket of eoverage which we have been eonfining to a 
low-eost, high-frequeney medium. 

What about tv? Does that mean that Philip Morris has 
given up on network? No, far from it. There will eome a 
time when eaeh of the individual brands will be able to 
have a budget whieh will support its own show. What will 
probably happen at a time like that would be that a brand 
would have a network show and have it baeked up in key 
markets by spot. 

Our eorporate position is one that there is a way of 
using television for any produet, eertainly for our produets, 
suitable to the time and place or the time and cireum- 
stanee. We think that tv has done an exeellent job for 
us in the past, and we are eonvineed that it is going to 
do an excellent job for us in the future. 



5. How to follow-through after the buy 

Speakers: Jack Schneider, gen. mgr., CBS TV Spot Sales, 
and George Polk, broadcast media coordinator, BBDO, N.Y. 

JACK SCFINEIDKK: The keen broadeast mind that seleet- 
ed the subjeet of "The Follow-Through on the Buy" 
apparently had great fears, and aetually may have experi- 
enced hearing a buyer or a salesman at the eompletion of 
a major eampaign purchase, wipe his sweaty brow and 
exelaim, "Wow! Am I glad that's finished! Now on to 
something else." 

This attitude, of eourse, would be tragie, beeause the 
buy that you have just made is theoretically the worst 
schedule on that station within your chosen advertising 
category. 

Now. let's look at that statement. That may seem a 
little drastic, but responsible broadcasters always try to 
impro\e the schedule of the existing advertiser so that 
there is a constant upgrading of schedules that are cur- 
rently on the .station. Therefore, the last to buy would 
theoretically have the lowest priority for the ehoieest 
time within the classification being purchased. 

Now, improvements of schedule are a joint responsibility 
in that the buyer and the seller are both very much 
involved and can't assume that the other party is the 
responsible party. 

The .seller should know, of cour.se, all the details of the 
exi.stinp schedule on the air. He should know when new 
availabilities come up through eancellation and non- 
renewal and how he can upgrade the existing advertiser. 

Likewise, the buyer should keep an open mind and be 
ready to accept improvements or changes in schedule. 

Just as you may need to achieve a carte blanche from 
your acount man to buy elTectively, the carte blanche you 
can get will also help you improve your buy beeause when 



these so-ealled classic availabilities come up, it is the 
buyer who can move fastest who can get them. 

The same work that went into the making of the original 
buy continues in maintaining the schedule, servicing it and 
improving it. 

A lot of little, mundane things go into following up on a 
buy. Probably the best way to handle this would be to 
take a hypothetical 52-week schedule and follow it through 
several of its cycles. 

Let's start with the buy that you want to start on the air 
on 15 October and take that through a full year (in 10 
stages) . 

1. The follow-through actually starts before you place 
an order. I think you might be very wise to check to see 
that your copy is going to be ready in time for your air 
date, whether it be a transcription, live copy, film, or 
whatever, because you would be surprised how many times 
we have an October 15th starting date only to be advised 
on October 14th that the film won't be ready for two more 
weeks, and would you please hold our schedule? 

It's very inefficient from the station's point of view, and 
of course this sort of headache can be eliminated if the 
buyer assumes a degree of responsibility by determining 
before he places the order if the copy will be ready. 

Also, in thinking of "Will the copy be ready?", take into 
account that you have shipping problems and that it may 
well take three or four days to get the transcription across 
the country or down into the South or up to the North; 
also there is handling that goes into the film after it 
reaches the station so it should be at the station two days 
before your starting date at least. 

Now that you have made the buy — we're still in Sep- 
tember — advise your traffic department. Advise them first 
what stations you have bought. Also advise them what 
kind of copy. Did you buy I.D.'s? Did you buy minutes? 
Did you buy 20 seconds? Are you buying live participation? 
If so, does the talent work from copy points or from full, 
formal copy? 

Also see to it — and this is a television consideration — 
that you have enough prints of your film sent to the 
station. We had an example just the other day where an 
advertiser was buying a tremendous saturation campaign, 
47 announcements a week on a television station, and 
they sent two prints to the station. We simply cannot 
operate that way. 

When a television station puts together their station 
breaks and I.D.'s and minutes for the day, all these 
announcements go on one reel, and that reel is prepared 
at least a day in advance. Possibly a station with a 
long broadcast day may go on to two reels. Thus if you 
are running a saturation campaign of 50 announcements 
a week, you may run as many as six announcements a 
day and the station will need 12 prints of your film. This 
includes the six that are on the reel of the day that is 
being telecast and the six that will go into the reel that 
is being made up the day before. Otherwise, you are 
only encouraging goof-ups at the station by not providing 
them with enough prints. 

Now for the salesman involved. In the tclevison busi- 
ness and also in the radio business there are a lot of 
new stations going on the air. It is the salesman's respon- 
sibility when he gets a new station added to his list to 
advise all his agencies of how they want their film or 
their transcriptions or their copy, or whatever, sent to 
the station. Many are sent just to the Film Receiving 
Department, many just by someone's name. Maybe the 
proper address is a post office box; but all your makegoods 
and service problems can be avoided if these previous steps 
are provided. 

2. You have just made the buy. Now how about the 
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STUDIO & OFFICES— 1355 MARKET ST. 

SAN FRANCISCO 



MERCHANDISING TOO! 

1. Movie Trailers in Theatres 3. Direct Mail to Retail Trade 

2. Taxi-Cab signs 4. Point of Purchase promotion 

5. Direct contact with trade by personalities 

ALL AT NO EXTRA COST! 



Richard BoH 
Station Manager 



Represented Nationally by 
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5. HOW TO FOLLOW-THROUGH AFTER THE BUY (cont.) 



local representatives of your advertiser — the brokers, the 
distributors, the local service manager of the product, the 
sales force of that product? They should be advised, 
obviously, of what effort, what support, you are going 
to be giving them 

This can be done either by the agency — most agency 
account groups will have the names of the distributors for 
each of their marketing areas; or it might be good to 
remind the client to remind his distribution force, what- 
ever it may be; or the representative, in turn, can check 
with the station to see that the station's sales manager 
contacts your local representatives to see to it that this 
thing all ties in together and that it all makes sense. 

(Incidentally, some agencies don't want the local sales- 
people to know what they buy. I'm sure their reasons are 
always valid and good. I don't necessarily understand 
them, but if that is their problem, we will have to live 
with that, of course.) 

I want to stress this because while all of us who are 
broadcasters think that radio and tv do everything to 
sell the product except to make change and wrap the 
package, maybe we aren't that good and unless we foster 
the cycle involved in the movement of merchandise, we are 
not seeing it through. It is not a complete whole. That 
is the reason for this emphasis. 

;i. We had an October 15th start date, and here it 
is November, I think it may be time to read the trade 
papers a little more avidly and check your rating books, 
because now is the time to verify your judgments that you 
made in September. 

Obviously, both in radio and television — more in tele- 
vision, cuirently — we start that new broadcast cycle with a 
lot of new shows and a lot of the adjacencies don't have 
a history, so you take them on spee, and now the ratings 
are in. Now you want to make the decison: Is it just a 
summer attraction, or is it holding up in the winter? Or 
maybe you ended up with a Favorite Husband adjacency, 
which didn't last on the network, Tliis sort of information 
you can get from the trade press. Basically, I think the 
trade publications give you as quick a report on turnover 
and new trends in this area as any other source. Maybe 
your salesman should tell you, but I think you ean find 
out yourself, maybe a lot faster. 

1. Now it's December. You bought with a 15 October 
starting date, so you didn't buy the prime franchises 
that existed in August. Now I want to call your atten- 
tion to the dip in business volume that occurs at Decem- 
ber and January. This is true because some budgets run 
out 10 December and the new budget isn't ready until 
1 January; or there are appliance dealers that want to go 
out just after Christmastime. 

Well, we're on two weeks' notice on renewals as well 
as cancellations so December is the time to increase the 
pressure and get a little more receptive because this is the 
time to improve your buys — an opportunity you may not 
have had since October or September. However if you 
wait until January and February, you may be too late. 

."». Well, January is here, and suppose a makegood is 
necessary. <I don't really suspect that if the schedule 
.started 15 October we won't have a makegood until Janu- 
ary, iDUt this is just for our hypothetical co.st.) 

The makegood can be viewed as an advantageous thing. 
If you have a regular schedule running, you are in effect 
reaching the same viewers pretty much over and over 
asain. When you get an opportunity for a makegood, it is 
the opportunity for you to reach a different group of 
viewcr.s or listeners than you have been reaching on a 
regular basi.s. 

We had Nielsen do something for us that turned out to 
be very illustrative of the point. On WCBS-TV, New York, 



tfke a Friday 8 30 p m. station break. According to Niel- 
sen, it gets an 18.6. Taking the net for that station break 
for two weeks running, two 18.6's, the two-week reading is 
28.5, so in two weeks you have a net gain or a new 
audience of 9.9. 

Now, for some reason, something happened. We lost the 
8:30 break. So, the following week, you were offered a 
10:30 break on Saturday. As it turns out, you probably 
would have taken it anyway, because it's a little better 
rating. It's a 22 versus an 18. However, the two-week net 
rating of these two breaks, the 8:30 and the 10:30, is a 
37.8, for a net gain of 19.2. 

I know that you can say. "Well, on a volume schedule 
of 5, 10, 15 a week maybe it wouldn't be as dramatic." 
Maybe that's true, but believe me, if you take a makegood, 
even though it be of a lower rating, it can work a distinct 
advantage for you becau.se of a net gain in advertising 
impact. You want to reach some new people. 

f). Now it's February. The schedule has been on four 
months, the blush of having it on has faded and we have to 
think of some way to get a little more enthusiasm on the 
local level. 

I think this may be the time for you to talk to your 
rep. Many stations can provide for you a jumbo post card 
with good artwork, a dealer mailing with a list you can 
provide or a list that the station may already have. It can 
be signed by the talent; it can be signed by the station 
manager. 

I want to state here that I am not talking merchandis- 
ing. I don't want to get into that area because so many 
stations don't have it and so many lean way over on it. 

Ask the salesman if the station has the facilities to do 
this for you. You may be surprised at what wonderful 
cooperation you get, and it may hypo your whole effort 
all over again. 

7. Now it's March. I think this would be the time for 
the salesman to come to you possibly and say, "You know, 
over the last broadcast year that we have just had, the 
fall and winter, we find that some remarkably good buys 
exist in daytime I.D.'s, or remarkably good buys exist on 
a disk jockey's show starting at 11:00 p.m., or there may 
be a big demand for minutes this year, and maybe you 
could counsel your agency not to attempt to buy minutes 
the following year — maybe switch to 20's, or something 
like that." 

When the buyer gets this sort of information, he can 
elevate himself, I feel, because a good buyer is a good 
salesman. 

So when you get industry information such as this, fads, 
and so on, take it up, become the expert. 

«. April— Daylight Saving Time. Of the 161 CBS affili- 
ates as of September of this year, 105 of them stayed on 
Standard Time, which meant if you had a schedule on 
any of those 105 stations, you were involved in a Daylight 
Saving Time change. Tliis shouldn't eonie as a shock to 
you any more, but it invariably does. It seems to me any 
time you buy a schedule to run 26 weeks, no matter when 
you start, you are going to be involved in a Daylight 
Saving Time change, or if you start halfway through the 
even cycles, midwinter or midsummer, you are going to 
be involved in it. 

Tell your client when you make the buy that he is going 
to have changes. It's easier to tell him then. It doesn't 
mean that your schedule is going to have reduced value. 
It just means that it will be little different. It may be 
a little earlier or a little later. You're going to get the 
same values. The stations very honestly try to deliver 
the same values, but don't let it come as a shock to you. 

9. Now it's May and there is a marked dip in business 
again; so if you are a 52-week advertiser, this again repre- 
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John E. Pearson Co. 

. . . build Your Air power 
in Des Moines and Indianapolis 





The Capital Cities' Most Popular Independent Stations 




DES MOINES 



Represented Nafionally by 
JOHN E. PEARSON COMPANY 




DES MOINES 



You're always "on target" using KSO, Iowa's most 
powerful independent station. Popular program- 
ming of music, news and sports continuously, day 
and night, gets KSO listeners in a buying frame of 
mind . . . ready for your message. 




INDIANAPOLIS 



In the "heart" of a rapidly growing, high income 
market, WXLW delivers a steady bombardment 
of sell. Soothed from dawn to dark with music and 
news — WXLW listeners are financially able buyers 
who respond with sales. 
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sents a great opportunity for major improvement of 
schedule. 

After May, we find summer. I think this might be the 
time to read your trade press and talk to your reps, and 
see what the trends are. 

10. Last summer we noticed the trend was toward more 
spectaculars, and that sort of thing. Every broadcast year, 
I think, you will find you have new trends. These start 
to show themselves in the number of advertisers who 
have renewed, those who are going off for the summer. 

Get your bets down early on what you think is going 
to be a winner, because this year we found that people 
started making their fall buys in the middle of July. That 
was about 30 days earlier than the year before, which 
was mid-August, and that was about 30 days earlier than 
the year before that, which was mid-September. 



(;R()KGE rOl.K: it's quite difficult to separate the subject 
of initiating a campaign from the follow-through; one is 
an integral part of the other. My takeoff comes with the 
term "the timebuying level." 

I'm sure all of you at one time or another have been 
expo.sed to the term. It may be used in such contexts as, 
"Is the decision to be made at the timebuying level?" or 
"Is Mr. X at the client's account or at the timebuying 
level?" 

Certainly this level varies by agencies and by individuals 
within agencies, but is it where it should be in your 
agency? Are you satisfied with the part you play in your 
agency's radio and television operation? 

Occasionally I see in a trade magazine a crusade to 
elevate the unappreciated, underpaid, and only recently, 
the shackled timebuyer, with controversies as to whose 
responsibility it is to correct the wrong situation, wher- 
ever it exists. Is it up to agency management, the media 
director, or the industry itself? 

It is my firm belief that if you are a shackled timebuyer, 
a Class "AA" chainbreak selector, or an automaton for 
collecting minutes between 7:00 and 8:00 a.m., it is no- 
body's fault but your own. Timebuying is no different 
from any other business or profession in that its success 
is directly related to the individual's initiative. The level 
at which you stand as a timebuyer on your accounts is the 
level that you have created for yourself and is solely 
dependent upon the contributions you make toward de- 
cisions in purchases of time on your accounts. 

Now, besides the daily routine of actual buying, the 
timebuyer should be involved in all phases of media 
planning, and certainly in all broadcast buys, whether 
it is a Max Liebman spectacular on NBC or a chainbreak 
in a cooking show in Sioux City, Iowa. If this is not 
the case, don't throw up your hands and write off your 
agency as being impossible. It's not up to the agency 
or industry to change your job level — I'm afraid I'm 
getting repetitious — but it is strictly up to you. 

Just like a good rep, a good timebuyer is a good sales- 
man. Convinced that an idea or plan is sound, he won't 
let up until it is adopted or at least given serious con- 
sideration. 

Now, it isn't always easy to sell an account man or client 
and understandably so. Most of them are not as familiar 
v.-ith broadcast media as you and many of them have 
been buying print media for 20, 30 or even 40 years and 
have seen it pay off. What's more, they understand it 
thorouRhly so it is understandable that they should be 
reluctant to enter a realm of uncertainty and put large 
budgets into media they arc not so familiar with. 

That's where you fit in as an expert in these relatively 
new media that u.se air instead of paper. Present your 
ideas simply and factually, leaving no questions un- 



answered, and you will be amazed at the results. You 
cannot assume that clients or account men, no matter 
how intelligent, have the same intimate knowledge of 
timebuying as you have. They can't. While you spend 
every working day steeped in broadcast, they only hear or 
read about it occasionally. They may even use it frequently, 
but nevertheless can't be expected to have the day-to-day 
working knowledge of it you do. 

In this respect, the rep can usually help tremendously, 
donating both time and material to your cause. He can 
supply readily available data, or even have special projects 
done to support your proposal. For example, he might 
have a special rating tabulation made to show how much 
unduplicated audience is reached in a given period of 
time; or perhaps he can supply success stories; or in the 
case of programs and personalities, it might be desirable 
for him to supply you with a kinescope to get over the 
emotional aspect of an emotional medium. 

Generally, I have found it best to expose all the facts, 
including possible client idiosyncracies, to the salesman 
and enlist his help. If, for example, proposal A reaches 
50% more audience than proposal B for the same cost 
and you decide on B for reasons peculiar to your account, 
despite the audience advantage of A, tell the man why. 
He may be able to offer you something which is better 
than both A and B. 

Maybe proposal A involves daytime which reaches 
women more economically than B. But if the client tells 
you that store managers don't see his advertising and are 
about to throw his product off the shelves because of lack 
of advertising support, cost-per- 1,000 isn't the answer, 
certainly. So why not explain to the salesman, confidenti- 
ally if necessary, why B, which includes nighttime spots 
the store managers can see, makes more sense in this 
particular case despite the apparent advantages of A. 

While on the subject of reps, you can broaden your 
own reach within your agency by putting salesmen to 
work for you. You can't be everywhere at once, selling 
all the time, but the various reps can. Encourage the rep 
with a sound idea to follow it through. After having come 
to you with his idea initially, you can guide him as to 
which accounts might possibly be able to use what he has 
and the best way to present it. 

Perhaps the best way might be to have him go directly 
to the account man or client. The salesman invariably 
knows more of the details than you, and can probably 
present it more enthusiastically and generally has more 
time to do so. After all, that's how he makes his living. 

On the other hand, if you feel that the account person- 
alities involved might object to this approach or not give 
the proposal the serious attention that it deserves, then 
it is your responsibility to suggest an alternate way — 
perhaps accompanying the rep or leaving the rep out 
completely, presenting it yourself. 

If the proposal is sensational enough, certainly you 
should be an active part in its presentation, if for no 
other reason than to add credence to it. Procedure is a 
delicate subject, and should always be handled with the 
utmost care. 

Thus, in your role as adviser to reps, you can help them 
to sell a good availability by supplying them with specific 
agency or client personality information and suggesting 
procedure. For instance, it might be advisable not to make 
too elaborate a presentation to a conservative client while 
a "dog and pony act" might be a very good way to impress 
another. The rep can't know what fits where. You can 
and should help him. 

If you set yourself up as a clearing house of ideas and 
offer quick advice or action, you will be exposed to all 
the best buys first, because all any salesman asks is the 
opportunity to tell his story to an individual or individuals 
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We have found no subsfifufe for experience 
when it comes fo rendering a needed 
and effective representative service to station 
owners and buyers of time. 

The mature wori<ing partners who started H-R 
all had long years of experience in this field. The 
men who have joined with us as we have 
grown, all have been selected on this basis. 

That's why, when we say we "Always send a man 
to do a man's job" we mean if/ 
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5. HOW rO FOLLOW-THROUGH AFTER THE BUY (cont.) 



who are in a position to make or influence decisions. 

Of course, it goes without saying that it is equally im- 
portant to discourage presentation of undesirable ideas, 
which might even include a good availability but to the 
wrong client. Certainly boxing is not an ideal vehicle 
to reach women, to use an extreme example. 

Now, you are not doing anyone a favor when you shield 
your account people and clients from presentations or 
contact with the trade. Remember how familiar Mr. Ad- 
vertising Manager and Mr. Account Executive were with 
The Saturday Evening Post and The New York Times? 
Space reps have been calling on these men for years. Well, 
because radio and television are so much younger both 
industries have to work doubly hard to catch up and 
achieve similar familiarity and acceptance; you can have 
the way paved for you by encouraging contact between 
account people and industry representatives. It is infi- 
nitely easier to work with people who understand the 
basics of your medium than with those who have never 
been exposed to it before. 

Here's a case in point. Recently, a network made a 
television presentation to one of our out-of-town clients 
who had never been in television before, and while the 
program being presented by the network was not bought, 
the presentation had stimulated enough interest to result 
in a buy on a competing network. Mere exposure to the 
facts did it! The man went to work and helped one of 
our clients get into network television, even though perhaps 
from other than altruistic reasons. 

Another problem in selling tv within the agency is the 
unfortunate connotation of spot as being for the client 
who cannot afford the luxury of network. Again, it is up 
to the timebuyer to point out that agencies are in the 
advertising business, not show business. Often, dollar 
for dollar, spot announcements are a more logical buy, 
especially where emphasis on frequency is an important 
part of the effort. 

Again, don't bank on generalities or assume that any- 
thing is knowTi about timebuying. Explain the efficiency of 
a 12-plan, the degree to which spot can penetrate a 
market, and the low cost for such penetration. Present 
v/hatever success stories you can muster. If you base a 
budget on 10 announcements per week but expect to be 
able to deliver 20, you are short-changing the medium by 
not stating the expected end result and may find the 
money diverted because the account considered your 
budgeted frequency too low. Explain how the original 
schedule bought can usually be vastly improved and in 
not too long a period of time. 

Now, in the case of evening tv announcements, perhaps 
the money will go further if only I.D.'s are used, rather 
than chainbreaks, the former as you know generally cost- 
ing only about half as much. Or maybe you anticipate 
trouble in chainbreak availabilities. 

Try getting together with the copywriter. Perhaps the 
story can be told in 10 seconds, and if you explain the 
cost ratio and availability situation to him, he may come 
up with something he never tried before because he never 
understood the problem. I have seen this one tried a 
dozen times, and it does work! 

Incidentally, copywriters are a terrific help in creating 
interest in radio and television. Most of them, if it is at 
all possible to generalize, have strong beliefs and convic- 
tions, and are usually not shy about expressing themselves. 
It is very possible that a clever copy theme, an impressive 
storyboard or jingle, can initiate an entire campaign. 

Work with these creative people, and in turn they, too, 
will be selling broadcast media along with you. This is a 
very sound way to stimulate interest in radio and television 
and may help you get many a former print advertiser. 



What do you do when you run into the client or account 
man who insists on reviewing all the availabilities himself, 
making his owti selection? This circumstance is generally 
directly traceable to a delinquent timebuyer somewhere 
along the line whose ability and judgment did not warrant 
complete confidence. If you inherit such a situation, it 
behooves you to pass along the mass of availabilities re- 
quested, but certainly not without your own recommenda- 
tions with clearly outlined reasons as to why you have 
recommended the buy. 

By merely passing along availabilities without careful 
screening and selection, you automatically put yourself in 
the class of a clerk. 

Very briefiy, I have tried to point out how important a 
timebuyer's position can be. Whether it is or not is up 
to the timebuyer. There are no real limitations that can- 
not be overcome by ability, imagination, and ambition. 
Laziness or simple inertia will surely reduce the job to 
mere mechanics. 

But if you want to be an imporant factor in the radio 
and television decisions on your accounts, you must first 
be respected by the account people and clients you work 
with, most of whom will soon learn to be guided by your 
greater knowledge and good judgment. 



6. All-media buying vs. specialization 

Speakers: Edward R. MacDonald. associated director of 
media relations. Young and Rubicam, N.Y.C.. and Arthur 
Pardoll, director of broadcast media, FC&B, N.Y.C. 



EDW ARD H. IMacDONALD: Since Y&R's organization of 
its Media Relations Department is frequently referred to 
as representative of the all-media buyer system, we'll start 
by outlining just how we are set up. 

I was prepared to note that we had 150 men in the 
Media Relations Department, when somebody informed me 
that we have 167 today; maybe by the time this report 
is finished, since they are hiring a couple of people, why, 
it will be 172. And this is just in New York. 

We have an over-all media director, Pete Levathes, with 
an executive assistant (for whom I am substituting in this 
report) . That is Pete Matthews. And then, at my partic- 
ular level, seven a^^sociate directors. Below that, 26 buyers 
on all-media basis, and since they each have an assistant 
I guess that means we have 26 assistants. 

Then we have a series of service groups, as we call them. 
This consists of a statistical section (which takes a lot of 
the load off the buyers in terms of preparing, for example, 
analyses of how a medium circulation pattern falls down, 
as against client sales patterns) ; an estimating section; 
a contract section (which, again relieves the buyer of a 
lot of detail); a typing section (which helps to relieve 
one's secretary and leave her free to help out on other 
matters); a files or library section (to which we turn for 
ready availability of information on different media). 

In addition we draw upon a 150-man Research Depart- 
ment (in New York alone). We draw upon them for a 
vast amount of research information. 

We draw, and draw very importantly, very closely, on 
an every-day basis, upon the Radio-TV Department. I 
don't know the exact number there, but it is well up over 
100, too. They have the prime responsibility for advising 
upon talent — not tv talent in particular, but talent in 
general in the radio-tv area. 
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Because KOA-Radio's ca pable manage- 
ment has established and maintained 
listener respect for the station and 
its advertisers for more than 31 years! 

Because KOA-Radio covers Denver and 
the big, wide West. You need the power 
of 50,000 watts to blanket the rich Western 
Market! You reach the whole market 
with KOA-Radio. 

Because KOA-Radio's programming is 
tailor-made to the interests and tastes 
of the area. Skillful local and NBC 
programming combine to give listeners what 
they want, when they want it! 

Because KOA-Radio has always shown 
devotion to the public welfare, it is 
highly respected and has top stature in 
its community. 

Because KOA-Radio SELLS! Make ycur 
ad budget work harder ... more effectively! 
Use KOA-Radio! 
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6. ALL-MEDIA BUYING VS. SPECIALIZATION (contJ 



Since in today's buying, and particularly with regard 
to network tv, you are usually buying time and talent 
pretty much together, this calls for and gets very close 
cooperation between the Radio-TV Department represent- 
ative and the media buyer representative in the product 
group system — the latter with responsibility on time, 
advising on time-slots and handling the actual contractual 
arrangements snd with the networks or stations involved, 
and the former with responsibility on talent — programing, 
if you care to call it that. 

The problems in switching our buying setup were offset 
in a variety of ways. In the beginning, a particular ac- 
count which was heavily radio-tv then was assigned to a 
new all-media buyer who had formerly been a timebuyer. 
In order to ease the transitional load, the new over-all 
responsibility would go to a buyer where the majority of 
the activity on the account was what he was more fa- 
miliar with at the time of the change. 

Now that the system has proceeded for nearly four years 
we don't feel that this is the way that accounts should be, 
01 need be, assigned any more and they are not. But it 
was a help in the transitional period. 

Another thing which helped ease the transitional factor 
was that the buyer, in a way at least, actually had his 
work-load very much lightened for him. I think at the 
time of the change there were only 21 buyers and I think 
seven were timebuyers and 14 space buyers. 

Well, now, when you suddenly had 21 all-media buyers, 
the account distribution became fewer per buyer, and 
each buyer now only had to be familiar with all the detail 
about each of this fewer number of accounts. 

Now, nearly four years later, we have the answer. We 
feel it does work. The department is happy about it. I 
think the buyers themselves are the ones most particularly 
happy about it rather than the departmental management 
people. Certainly agency management people are very 
satisfied with it, and so far as we can tell the clients like 
it a lot, too. Even various of the media representatives 
that call upon us tell us that they think it makes a lot 
more sense. 

That leads us pretty logically, I think, to the question of, 
why was it done and why has it been continued? 

Now, entering this area of the discussion, I think possibly 
it would be desirable to point out that actually there 
doesn't seem to be any argument as to the need for a 
planning and integrating operation within a media depart- 
ment in any agency. The question seems to be just at 
what level this is going to take place. 

One of the main reasons, I think, that this kind of 
operation makes a great deal of sense is that with the 
media buyer having fewer accounts he is able to have more 
daily contact with the other people in the agency on the 
product group, and with the clients. 

We feel that this all-media buyer system puts the 
buyers (and I might just say the all-media assistant 
buyers, too, I don't mean to keep leaving them out, they 
are part of this, too), in a better position to challenge and 
in so doing to check the thinking of the associate directors 
who work with them on particular accounts. 

We believe another advantage of the Y & R system — and 
one that will be of growing importance as time goes on, 
I think — is that it provides a better or more rounded 
approach for one's assistant buyers and media buyers, so 
that over a period of time an agency grows its own very 
well developed and very well rounded associate media 
directors. Ones who are adept at over-all media planning 
and creative buying, which is desired at their level (if not 
al.so, as in our case, de.sired at the lower levels, too). 

Prom the buyer's angle, it means that the buyer doesn't 
have any particular blind alleys. Where does the present 



timebuyer go? He goes to the end of the trail on this, 
and then? How does one suddenly become the objective, 
over-all associate director who is capable of strategic 
planning to fit media to specific account needs? Now. we 
recognize that it is possible to sacrifice benefits that are 
normally attributable to any kind of specialization. The 
only answer to that is that we recognize it but don't feel 
that it is that much of a sacrifice, the way it works out. 
We don't feel it to be that urgent that somebody be able 
to quote Standard Rate and Data, ABC records, PIB, 
Lloyd Hall, or what not, at the drop of a hat. You can 
look these things up. 

Much of the work-load that many buyers or assistant 
buyers have to perform in other agencies is not carried by 
Y & R buyers. They are relieved by Y & R's having these 
additional and possibly much larger service units. Much, 
then, of the work-load is taken off the Y & R buyer and 
assistant buyer by these service-unit people, who can take 
the time — because they are there as part of this 167-man 
operation — to work up much of the detail and put it face 
up on a desk for the assistant or media buyer's evaluation. 

Possibly to sum this up, then, we might say that even 
if we are losing certain specialization advantages — and we 
emphasize that we are not conscious that we are losing 
anything under the particular method of operation and 
size of operation that we have — the greater objectivity in 
selection and the far greater chance for strategic media 
buying that the all-media system affords is, in our view, 
at least, a far more desirable approach to better serving 
of clients, which is what we are getting paid for. 

AKTIll'K I'AKDOLL: We are in an age of specialization. 

It isn't strange, therefore, that the idea of specialization 
has gradually filtered into advertising agency thinking. 
It's not strange because the function of advertising and the 
function of the advertising agency in particular has 
changed dramatically in recent years. 

These functions had to change because the American 
market has changed. Old attitudes and methods are not 
capable of solving the complex, new problems that a 
changing market presents. 

Advertising has become industry's best salesman. To do 
the sales job most effectively, however, advertising agencies 
found that they had to provide a great many more services 
to their clients than they once did. 

No longer could an agency be just a group of people 
who "think up" things. Now we have to "think through" 
as well, so that what is ultimately "thought up" will not 
only be original but pertinent to a much broader concept 
of marketing strategy. 

This meant added manpower. But it was and is in our 
own best interest to provide these services. 

The agency consequently had to develop trained market- 
ing specialists who could counsel the client beforehand as 
to his chances of success with a product, could devise the 
best advertising approach and who could go back and 
post-test the effectiveness of a campaign once it had been 
completed. 

This gave rise to a great many new advertising agency 
functions. We have, today, specialists in such fields as 
market research, copy testing, packaging, product design, 
merchandising, sales promotion, pricing, distribution and 
trade relations, in addition to the usual creative services. 

In our own branch of the business — radio and television 
— we have also noted a gradual growth of specialization. 

Recognizing the complexity and importance of the 
broadcast medium, many agencies have created broadcast 
account executives whose sole responsibility to the account 
(Please turn to page 284) 
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Recently an ad-manager whose agency was 
presenting him the glories of a one-shot 
TV extravaganza asked, ' Don't you still be- 
lieve in frequency in advertising?" A good 
question! 

Frankly, with today's competitive markets, 
advertisers have to believe more than ever in 
frequency of impression. Today people have 
their minds on more things than ever before 
for the simple reason their minds have access 
to more things. 

Hundreds of new ideas, new services, new 
brands and new products and advertisers are 
trying to crowd their way into these minds 
and leave an impression. 

Hitting these people once a week (much less 
on alternate weeks) with a message sand- 
wiched in between no matter how many 
dancing girls is hardly sound advertising. 

Consistent advertisers are the only adver- 
tisers who can survive in this day of short- 
lived product loyalties, a situation that's 
doubled in spades by the fact that so much 
is being sold without benefit of "live" sales 
help; i.e., self-serv ice. 

Advertising, therefore, has shouldered not 
only its biggest burden but also its biggest 



opportunity. But it requires bed rock con- 
cepts and that means insistent as well as 
consistent advertising — repetitive as well as 
competitive advertising. 

All of which is causing many an advertiser to 
reawaken to the vitality of localized radio. 

Now, with greater potential than ever, this 
kind of radio is providing the frequency 
needed— at reasonable prices and with a flexi- 
bility that fits like a gauntlet (meaning snugly 
and with a wallop). 

Localized radio — aimouneements, programs 
and participations — can be bought when, 
where and how you want. You can segment 
the day or night, the season or the days of 
the week. You can buy short runs or 52 con- 
secutive weeks. Live or recorded. \Mth inte- 
grated or disintegrated announcements. You 
can change your message overnight. 

Localized radio— spot radio— is all yours to 
adapt and adopt and make uork for you at 
the lowest price of any mass medium in his- 
tory while it's at its circulation peak and its 
saturation zenith. 

Radio Division Of 

THE KATZ AGENCY, lnc. 

NATIONAL ADVERTISING REPRESENTATIVES 
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is for its use of radio and televison. Some agencies hav? 
copywriters for print media, and others who specialize 
in the broadcast message. 

I do not maintain that such complete division of re^p n- 
sibility is necessary. I do hold, however, that at the media 
buying level, there should be a clear-cut division of re- 
sponsibility between radio-television buying and print 
media. 

During the planning stage of an advertising campaign, 
it is desirable to coordinate thinking about the use of 
print and broadcast media, of course. And I see no reason 
why that cannot be the decision of men who understand 
the advantages and limitations of both media. The market- 
ing objective to be reached, the time in which it must be 
reached, and the nature of the copy theme all dictate 
the choice. That strategy must be mapped beforehand. 

Implementing that strategy by the actual purchase of 
time and space, however, is another matter. It is there 
that agencies differ. 

Our basic reason for doing this is that the growth of 
media has been so phenomenal in recent years, it's virtu- 
ally impossible for one man to digest all the information 
he needs to do his job properly. 

The agency level at which separation of buying duties 
begins — the usefulness, indeed, of separating them at all 
— depends on several factors: 

1. It depends on the agency organization. 

2. It depends on how well the agency is integrated. 

3. It depends on how responsibility within the agency is 
delegated. 

4. It depends on the quality as well as the quantity of 
available manpower. 

At Foote, Cone & Belding I would say that conditions 
have been ideal for the separation of buying time and 
space. Although we employ a great many people, our 
interior communication is excellent. We have the man- 
power. And it has been management's policy to delegate a 
considerable amount of responsibility to individual depart- 
ments. 

Perhaps most important, experience has indicated to us 
that we have a workable system which performs for our 
clients as we and our clients would like it to perform. 

We have found this to be true because there is one very 
basic difference between print and broadcast media. In 
a newspaper or magazine it's always possible to print 
another page and in most cases that extra page has just 
as good a chance of being seen and remcmoered as otners 
in the same publication. 

In broadcasting that just isn't true. Position is every- 
thing, since in most cases it must be known in advance of 
purchase. Theie are only a certain number of radio or 
tv hours available and no one can manufacture more. 
Capturing the best possible position for a client is usually 
the result of personal contact, much maneuvering and long 
negotiation by the timebuyer. 

However, if the buyer who is negotiating all broadcast 
time for a client is also responsible for that client's com- 
mitments in print, it is dilBcult to see how he can do a 
good job. 

Let me make that stronger. I don't see how he can do 
the best po.ssible job. His responsibilities have been multi- 
plied beyond what any first-line agency can reasonably 
expect a buyer to handle. His contacts are multiplied to 
a ponit where he cannot see as many people as he should. 

There just aren't enough hours in the day. 

Concentrating solely on the broadcast medium, a time- 
buyer is in the strongest po.ssible position. He has the time 
piuperly to develop valuable contacts. He has an oppor- 
tunity to devote more time to studying a client's marketing 



P' obJem and copy theme, hence is in a position to buy 
more intelligently. 

He has. a'-ove ?11, time for negotiation. And the degree 
to which he is able to negotiate .successfuHy is usually 
the measure of the timebuyer's value to the agency. 

I^et me be specific. Mcft of you know, I'm sure, that the 
major portion of Pepsodent's 1956 budget was allocated 
to broadcast media, with the remainder going into print. 
It's a classic example of the value of separating space and 
timebuying. 

Over half of the broadcast appropriation will go to spot 
radio, making Pepsodent one of the year's biggest users 
of spot rfidio. What we have planned is an all-year-round 
efTort averaging close to 100 spot radio announcements a 
week in the leading markets across the country. These 
will include the major metropolitan areas where the spot 
frequency builds up to close to 400 weekly. 

Clearing that much time before the campaign got under 
way, even with a gratifying degree of cooperation from 
stations and reps, involved the full-time services of two 
timebuyers plus myself. And most of the announcements 
were individually negotiated since we were stressing early 
morning time, the most desirable period in radio today. 

Perhaps I should qualify that. If not the most desirable 
periods, morning slots are at least the most sought after 
today. 

I hardly need add that none of the timebuyers had time 
on his hands. And certainly no time to weigh and decide 
on the purchase of .several hundred thousand dollars worth 
of print media over and above his broadcast repsonsibilities. 

The same holds true for all our clients who invest their 
advertising dollars in radio and television as well as news- 
papers and magazines. I'm thinking particularly now of 
Rheingold. One buyer is assigned to broadcast media and 
the activity on this one account does not permit him to 
handle any other account, let alone print media. 

Despite my strong feeling on the subject I do not want 
to leave the impression that there are no limits to which 
specialization can be carried. But I submit that the com- 
plexities of modern radio and television time buying are 
such that they preclude any combination with respon- 
sibility for buying print media as well. 

A real knowledge of a medium implies broad contacts 
and understanding of several related phases of advertising 
beyond media themselves. We feel that no one man can 
develop such a degree of familiarity with all media. That's 
why FC&B's media department is at present organized to 
encompass specialization by medium. 

However, the buyer is not removed from the executive 
responsibility. He has contact with and knowledge about 
related fields of marketing, copy and research rather than 
spreading himself thin over all media. His knowledge of 
the medium is used in the early stages of planning media 
strategy. 

FC&B is set up to emphasize integration of the media 
function with other advertising and marketing functions. 
This thinking coincides with our entire concept of having 
advertising strategy develop out of group activity rather 
than out of any one department. 

What a timebuyer needs most is time — time for studying 
the marketing problem, time for weighing the relative 
values of difTerent buys, time for making contacts, for 
maneuvering and negotiating. 

None of t]iese things can he do if he's wearing a print 
media buyer's hat as well. 

Not all agencies share these views. The solution each 
works out depends. I suppose, on specific problems the 
agency faces and how they can best be solved. 
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IN MILWAUKEE 



GREATEST POWER HIGHEST TOWER 



AT 316,000 watts, Milwaukee's TV 
Strong Man provides perfect pic- 
tures, bright and clear, on new sets 
or old, close to the transmitter or far 
away. 



At 1,105 feet, Wisconsin's tallest 
structure and Milwaukee's top TV 
tower offers the greatest aerial per- 
formance in the market for your 
sales messages. 



TREMENDOUS COVERAGE 




With WISN-TV you 
blanket Milwaukee and 
23 rich surrounding 
counties. Within our 
coverage area is a bus- 
tling population of over 
2Y2 million people with an 
effective buying income 
of almost five billion dollars. Just look 
at these retail sales estimates for five 
store groups: 



FOOD-J773.I71.000 
GENERAL MERCHANDISf-{3S4,fli,IM 
FURNITURE-HOUSE-ltADIO-TY-$151,944,N« 
AUTOMOTIYE-$59l,242,eee 

DRU6-$i5,7e7,eoe 



wis; 



•k TOP-RATED ABC. FILM. LOCAL SHOWS 

★ COMPLETE MERCHANDISING PROGRAM 

•k EXTENSIVE PROMOTION. PUBLICITY 

-k COMPLETE TECHNICAL. PRODUCTION 
FACILITIES 

★ LOW, LOW COST-PER-THOUSAND 



CHANNEL 



Depresentid by 



ABC AFFILIATE 

John B. Soell, Director 



1 




Edward Petry & Co., Inc. 

Nlw TOt> • CMICkCO • altaNIk • DIttOlt • lOt MiCltIt • t*S'>»%ClKP'^'>r.t<li>> 
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Farm Homes 
in the Del.-Md. 
"Broiler Belt" 
Have Extra 
Buying Power 



• $15,000 income per farm 
family indicated in 
Sussex County 



The Only 

Sure Way to 
Reach and 

Sell Them is 

WJWL 

Georgetown, Del. 

1000 watts 900 kc 



• The Only interference-free 
coverage in the area 

• The Only dally advertising 
medium in the area 

• The Only top-interest farm home 
programming in the area 



ROLLINS BROADCASTING, INC, 
National Sales Mgr.: Cracme Zimmcr 
New York Office: 565 Fifth Ave,, EL 5-1515 
Chicago: 6205 S, Cottage Grove Ave,, NO 7-4124 



NETWORK ADVICE 

{Continued from page 19) 

about the new fall business is that so 
many advertisers are buying programs 
scheduled for broadcast at the same 
time, on the same da\ of the week, 
week after week. 

W'e at CI JS Telc\ ision ha\"e ahvays 
felt that the two indispensable ingre- 
dients of any ad\ ertising campaign are 
continuity and frequency. The de- 
cision on the ])art of more and more 
advertisers to buy regularly scheduled 
programs rc])resents an endorsement of 
this basic program policy. 

The past season lias amply demon- 
strated the validity of this philosophy. 
For one thing, it won for CBS Tele- 
vision a 12'"r' bigger average nighttime 
audience and a 64'* larger average 
daytime audience than the second-rank- 
ing net\vork. Even more important, it 
ha> been instrumental in maintaining 
for CI5S Television its position as the 
largest single advertising medium in 
the \\orld. 

RADIO 

A ^ 



Arihiiv Hull llufies, president, CBS 
Radio: My advice is to remember that 
the best advertising medium is almost 
always a combination of media. No 
one medium is the cure-all for all of 
loda>"s ])robIems of advertising and 
marketing. In creating the condiina- 
lion of media that matches the prob- 
lems of a j»articular product or sendee, 
ladio is one of the major media liiat 
must i)e considered. 

In terms of size, which actually 
means accessibility to ])eople, radio is 
unsur])assed — 142 million outlets; in 
terms of groutb, it is the leader among 
media 14 million sets sold last year; 
in terms of usage -90 '/< "f homes use 
the medium in a week. 

It offers unmatched flexibility in de- 
livering messages in the proper pliysi- 
( al setting. It sells aulom()li\ e prod- 
ucts to pc()])le in cars, suntan lotions to 
])eopIe on beaches, food |)rodiK-ls to 
\\om(Mi in kitchens. j\nd be\oiul this, 
radio offers etpialh im|)orlant ad\an- 
tages that arc also luiiipie to this medi- 
um. 

Its enormous uni\crse enables it to 
accumulate huge audiences of different 
jieoj)le; its relali\ely lo\\' cost enables 



it to be used with frequency. Thus 
radio combines reach with frequency. 
1 his is a combination which is not af- 
fordable on a national basis in any 
other medium. 

For example, a big nighttime tele- 
\ision show will get far more audience 
than a nighttime radio show. But 
this is not a replacement for frequency. 
The night-after-night combination of 
frequency and reach is one of the roles 
that radio jilays so well. 

In the major role of reaching house- 
wives, radio is, indeed, a star. We 
know thai the daUime hours of Mon- 
day through Friday are especially good 
times to rccicb the home's jmrcbasing 
agent. We know that during these 
hours relatively few homes account for 
the bulk of television activitv. We 
realize, of course, that the womeiis' 
hooks are weekK or monthlv publica- 
tions. So again, the day-afler-day job 
of selling a product, or an idea, falls 
most naturally to network radio. 

Its precise manner of use varies. In 
general, it is best to tell your story 
where the most people are listening. 
It is just as important to tell your story 
in an atmosphere of believahility and 
attention. And the story must be told 
well. These points add up to impact. 

These areas of value of radio are re- 
sponsible for such new accounts on my 
own network as Colgate. Swift, Man- 
hattan Soap, Phillips Packing and 
many others plus a sul)stanlially larger 
use of the network by manv more ad- 
\ ertisers. 

All these ad\erliscrs are seeking to 
reach more and more different ]3eo]ile 
\\ith frequency and believahility at \o\v 
cost. The\ are. int-reasingly. turning 
to radio to do the job. Since examples 
speak louder than advice, my advice for 
this fall is to foll()\v their examples. 



RADIO 

A 



John IS. Poor, president, MBS: In 
this tele\ision age the major to])ic of 
comersalion on Ad\ertising Lane to- 
ilay is net\vork radio. 

Natnrall) that fact makes ns most 
bai)i)y. It's also made us very busy. 
For \ve've had more ageiu ies and atl- 
\ ertisers tliscussing nel\\ork radio po- 
tentials in their behalf than at any 
other lime in the past four \ears. And 
if you haven't joined us for such a dis- 
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^^The Blue-Chip Buy in the Bluegrass State^^ 



WAVE-TV 



CHANNEL 



3 



LOUISVILLE 



FIRST IN KENTUCKY 

Affiliated with NBC 



Romance and glamor aside, here's one Kentucky insti- 
tution you can't afford to miss. It's WAVE-TV, j'trst 
by far in Kentucky and Southern Indiana television. 

First In CHANNEL — Brilliant Channel 3! 

First In COVERAGE — Effectively serves 173,000 
more TV families than Louisville's 
second station ! 

First In PROGRAMMING — The best from M'.f:, 
plus (()j)not(h lociil slio\v,s! 

First in ADVERTISING — Carries more local and 
national advertising, year in and \ear 
out, than Louisville's other TV station! 

First ON THE AIR — More and better experience — 
by more than a year! 



|IVI^C| SPOT SALES 

Exdusive National Representatives 
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fussion. \ve"d -uggest an a|)i)oinlmeiit. 

The iini)a( l of network radio on sales- 
lias iiever hecii more marked nor more 
( learU tlelinealed than at lliis particu- 
lar lime. Proudlv our network, the 
?\lutual Broadcasting >\ stem, la\ > claim 
to heing the modern-da\ Diogenes find- 
ing the formnla to demonstrate this 
inijiact. 

S(jnie time ago re<ogiiized that 
radio was an in-e\ er\ -room-in-tlie- 
hoiise jiroposition — not just the cen- 
tral appliance in the living room a> it 
had heen a score of \ears ago. So we 
caused an ambitious sur\ e\ to he made 
to determine actual -^et location^ and 
what people were doing while listening. 

W e realized, loo. that radio is a com- 
;)aiii()nate eiijo\ment rather than a 
jilensnre limited onl\ to leisure time. 
This hioadeiied our sc(jpe and, like 
Diogenes. \\e sought actual facts jiin- 
|)oiiiting radio's wide horizons. 

Ij^N-ause of our success in harnessing 
li>tener statistics, we then made hold 
to nio\ e into radio's no-man's-land: 
that area of < irculatioii and warrantetl 
impa<t. Th(> result: Mulual's Listener 
Guarantee Plan. This is a hiniuila that 
a<'tuall\ tell> network ad\ertisers their 
exact dollars-aiid-cents cost per num- 
h(>r of home iinjjressions in advertising 
campaign structures. 

And lasth as a dirwt result of the 
ncti\iti("s already noted \\c lia\e now 
heen able to implement our services to 
netw ork ( lieiits via a pre-clearance time 
arrangement with our afhliates. This 
is heing ac<'oniplislied 1)\ a new nct- 
\\ ork->tations contract efTectixe I "So- 
\ emher that gi\es the network fullei' 
a\ ailahilities for prospective timehu\- 
ers. This means that an advertiser 
knows, at the time he makes his |)lans. 
jii>l \\hat stations \\ill he airing 

his program and the exact time in 
whii h the program is to he aired. ' 

Now \ou can see what main national 
ad\ertisers lia\e ahead v realizetl and 
taken ad\antage of and win we make 
so hold as to compare onrseKc- \\itli 
Diogenes. We soiiiiht the truth about 
network lailio. 

I Ik' entire pattern of radio listening 
has shown a marked increase. -\e\\ly 
iideased Nielsen figures show, for ex- 
ample, that |)ri'-uo<)n network railio 
andi<'nc("^ ha\c increased theii listening 
b\ *).]'( K\ er la^t \ car. 

it s ihi'^ huge mass audience |)hj^ 
siK li necessarv facts as listener habits, 
I'stener hx ales and onr ("fiiarantee IMan 
that ha\e made Mutual nel\\ork radio 
a iiioi<' sii<c(>;<ful operation. 



W'c are the only major network that 
de\ otes all of its acti\ ities to radio and 
are, accordingly, more sensitive to the 
national radio pulse-beat. We ha\e 
changed our programing structures to 
s\nclironize \\itli that heat. 

But most importantly we lia\e heen 
able to formulate a diagram that sharp- 
ly defines the economic practicabilities, 
from advertisers' vie\vpoints, of iiet- 
\vork radio use. 

REPS' ADVICE 

(Continued from page 21 ) 

tiser multiplies even more in the hustle 
and debate of an ele<tioii vear. As 
con\ention time draws nearer and 
nearer millions of Americans instinc- 
ti\ely draw nearer and nearer to their 
radios for ui)-to-the-iiiinute de\elop- 
merits. 1 he ad\ertiser who recognizes 
radio's unique ability to satisf) the na- 
tion's ajjpetite for news '"as it haji- 
pens. ' can cajiitalize on a read\-niade 
entree to the American public in 19S6. 

It s an economic realitv that "all 
business is hx'al.'" And, b\ the same 
token, '"all |3eo|)le are essenlialK local.'' 
In his s|)onsorshi|j of radio ne\\s, an 
ad\ertiser can "go local" whh spot ra- 
dio and i)rof]t from association with 
established. a<cepted. hometown per- 
sonalities. 

Spot radio, the '"saturation" medi- 
um, is es|ieciall\ cr|iii|)ped to take the 
advertiser directlv to the peojile and, 
in 1936. wh.en political interest runs 
hiigh. ne\vs should pro\e an excellent 
\ chicle for the trip. 

C'r«if/ l>«iii-i'«'iirt'. V.J), chaifce of CBS 
Jl Spot Sales: This fall it's not onh 
"wliat to bu\ ... it's "when to buy!" 
In 19.").") many fall schedules started 
in late August. This \ear the\ 11 start 
ea rlier. 

As ('BS Television Spot Sales 
stressed in its summer pre.-entation. 
in July there are more spots a\ailahle. 
due to \acancies created b\ short-term 
and sea>onal ad\(Mtisers: and the\ are 
b(>tter. higher-rated ones than will be 
available at any other time of the 
\car. An advcrti>er beginning in ,Jnl\ 
can reach more \ iewers per dollar in 
JnU than he can in ()< toher if he waits 
until then to start. Of c(mr>e. he'll 
leacli a great man\ more in the winter 
m<mtlis b\ a July start instead of 
()< tober bei ans(> of his upgraded spots 
with higher ratings. 

X'i to "what to buv." there's excel- 
lent \aliie in so-called "fringe time" 



. . . late night, early morning and 
weekend daytime. In addition to heing 
good buys in themselves, they often 
i.dd considerable unduplicated audi- 
ence to niiilti|jle announcement sched- 
ules using daUime and evening spots. 

As an example of late night audi- 
ence penetration, The Late Late Show 
on \\'CBS-TV, New York fapproxi- 
matelv 12:45 a.m. to sisjn-ofi") delivers 
an undu|)licated audience each week 
whi< h is larger than the entire popu- 
lation of Los Angeles at a cost-per- 
1.000 \ ie\\er impressions of only 13^. 

Last but certainly not least, now is 
the time for advertisers to |ire-test 
cami)aigns. Already this year, seven 
ad\erti>ers never bejore on television 
ha\e used the CBS Tele\isioii "Spot- 
rhe<'k'' plan to test their sales effec- 
ti\eness in as man\ markets \vith 
oustanding success. 

.lo.v«'|»li fifooiii. j)resi(lent. Forjoe & 
Co.. Inc.: The smart advertiser this 
)ear will start campaigning in Au- 
gust. In toda\ s increasingh com|)eti- 
tive race for the consumer dollar the 
client who starts earliest and sta\s \\ith 
radio longest will win out. 

Advertisers will find that radio rep- 
resents a low -cost opportunity to buy 
a greater cmmilati\e audience in the 
long run than ain thing tv has to offer. 

In choosing stations, it's important 
that advertisers correlate the type of 
( ustomer the\ are looking for with 
their choice of programing. And re- 
member that old criteria on choice of 
stations ha>ed on network afhliation no 
longer apph. Network programing is 
no longer of consequence and that goes 
for CBS afhliates as well as the other 
networks. It's \our abilit\ to i)ick 
good ItK-al programs delivering the 
right audience for you which is most 
important. ivememher it's the local 
programs which deli\ er the greatest 
impact and develop the greatest audi- 
ence lovalty. 

I also recommend that greater eon- 
sideration be given to market research 
as an adjunct to media hu\ ing. Total 
po|)nlation figures jier market should 
lie anabzed carefulU to determine 
whether the population consists of one 
1 omogeneous cultural buying gronj) or 
a mulliide conqilex of diverse groups. 

fit'ovtfv I*. llitUUiiilH'vii, president, 
Ceorjie I'. UoUinf^bery Co.: This year 
we are celebrating— celebrating two 
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occasions — our twentieth >ear in i)iisi- 
ness as a national re|)resentati\ e and 
our Ijiggest business \ear since we 
began. During tlie |)ast 12 months, 
national "spot"' sales on television 
have gone ahead at a phenomenal rale, 
and the rehirlh of "'spot" on radio 
arc exceeding e\en the most optimistic 
estimates. 

As of this date we see no signs of 
abatement or lessening of this |)ace. 
Advertising generally has become so 
much a part of our daily e<-onomic 
life that nothing short of a complete 
collapse could depreciate it« impor- 
tance. It's no longer a que.-lion of 
'"Can we allord to adxertise? ' Ameri- 
can business knows it can't allord not 
to advertise." 

The advertising use of the "air," 
both radio and television, proxides 
the most e<"onomical means of reach- 
ing the greatest nundjcr of |)olential 
customers in the most ellecti\e manner, 
and as this truth becomes a more and 
more established fact, then radio and 
television time periods and time spots 
will bec^ome premium properties, valu- 
able |)roperlies to be attained and 
protected by long term orders. 

Our only suggestion is "Gel on — 
slay on" and reap the benefits. 

Frank E. rellegrin, v.p. ami part- 
ner, H-R Television, Inc.: We have just 
completed a six-week staff study at 
H-R Television, Inc., bringing us up to 
date on everything we could learn 
about the values of da) time television 
for advertisers. More than e\er I am 
convinced that the outstanding oppor- 
tunities of this year for astute time- 
bu\ers to make the most effecli\e tv 
advertising buys are in the daytime. 
We ha\e reams of evidence to show 
that, thanks to stronger and more 
varied programing, daytime tune-in 
has increased, while rates have re- 
mained low; that more choice avail- 
abilities can be found; that ample op- 
portunities exist to find diversified or 
specialized audiences, as desired; that 
greater frequency and impact can be 
bought more economically; that the 
"level of attention"' among daytime 
\ iewers is equal to that of evening 
viewers, and the impact of the message 
is heightened because of the greater 
innncdiacy to point of use and point 
of purchase. All in all, therefore, while 
daytime television has long been a 
good medium for a great many ad\er- 
tisers, this would be my "hot lip" for 



a great man\ more ad\erti>er? in the 
coming \ear. 

Svott f>o»«I>iic. salcs manager, 
The Kat: Agency: There are two excel- 
lent 1)U\ ing op|iortnnities available to 
advertisers who want to reach special- 
ized audiences. For the product bought 
primarily by women, daytime l.D. 
packages can be tremendously effec- 
tive — both from the standpoint of cir- 
culation and cost-per-l.(K)0. 10-15 day- 
lime I.D.'s per week earn very sub- 
stantial discounts and achieve excep- 
tionally low cost-per-l.OOO on most 
stations. Example: 15 daytime I.D.'s 
a week in 65 top markets w ill average 
only about $20 per l.D.! 

For the advertiser seeking a male 
audience, fall sports e\ents will pro- 
\ ide choice adjacencies anrl participa- 
tions. The budget and buying pattern 
should be flexible enough so that these 
schedules may be bought as soon as 
they become available. Advertisers in- 
terested in fall sjjorts adjacencies 
sb.ould notify representati\ es now. It 
won I be long before the fall schedule>i 
are set. 

;>/. .S'. Kelhter. sales manager for 
radio, The Kalz Agency: The increas- 
ing growth of srong local programing, 
which has Neen a primary reason for 
the 9har|i increase in national spot ra- 
dio sales, should continue to be the 
major stimulus for spot buying in the 
fall. 

Realignment of radio rales has also 
made it possible for an extremely eco- 
nomical approach to needed frequency 
for continuous impact. Ad\ertisers 
who are now reevaluating the impor- 
tance of spot radio in general, should 
investigate the a\ailabilities in night- 
time and weekend lime periods. 

The advertiser who wants to rea<h 
both a male and female audience and 
who does not arbitrarily reject night- 
lime and weekend, will often find bel- 
ter bu)S than he can frequently pur- 
chase in the highly sought-after 7-9:00 
a.m. time brackets — and with the same 
type of audience composition. 

In many markets, nighttime and 
weekend spots, which can frequently 
|)roduce more listeners at rates lower 
than those in early morning, will be 
plentifully available. 

Sirf»»<*}/ J. Wolf, president. Keystone 
llroadcasting System: There is ever\' 
indication that radio is making a 
terrific come-back, and the large na- 



tional afl\ertiser> are begnniing to 
recognize the value of the small market. 
Recent siir\evs ha\e shown that during 
the da\lime. radio has a larger audi- 
ence than Iv. National adxertisers 
are beginiiing to sujjplement t\ in Iv 
markets during the (la\ time, as they 
feel the) ha\e a larger audience with 
ladio. Also, there is a 11 billion 
(h)llar market that has no tv < ()\eragfe 
whatsoever. This must be handled 
through radio. In my opinion, the 
use of radio in non-tv markets affords 
one of the best bu\ ing opportunities 
available. 

John II. Itrhor. director, ABC Spot 
Sales: Each client's problem is uni(]ue, 
and it's difficult to give ad\ite in 
generalities. However, the following 
common denominator obserxations, 
from the point of view of the seller, 
may lia\e some value: 

The object in intelligent buying of 
radio and television time, is to obtain 
the finest possible position for your 
commercial, for the money expended. 
Xormallv, the client who has the best 
jiosilion is the 52-week advertiser. 
The efforts of local stations to en- 
courage this year-round use of the 
medium has resulted in a leveling off 
of what used to be known as the 
"summer slump." It is still, never- 
theless, a fact that there are many 
more desirable availabilities from 
v.hi<di a client may choose in August 
than in October. 

Those advertisers who, for their own 
good and sufficient reasons, cannot 
take advantage of the 52-week ap- 
proach to buying radio and television, 
but who do wish to be on the air in 
the fall, should at the very least stretch 
every point to start as early in the 
late summer or fall, as possible. 

One more observation re fall buy- 
ing: Don't overlook the many adver- 
tising advantages associated with 
sponsorship of spot programs. During 
the first (piarter of 1956, advertisers 
allocated 22' * of their spot tv money 
to programs — and that percentage 
will be sure to increase. 

Most important, though, as a good 
host, standing at the door, we hope 
our clients will "come early and stay 
late." 

John E. rvarson. president, John E. 
Pearson Co.: In glancing back over 
the 52 weeks since I last was quoted 
here on "best bu\ing tips" for radio, 
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wlial 1 said tlien ^^till liolds good so 
I'm going to address a few words to 
the stations. 

There is no douhl at all that radio 
is still \'ery much ali\c and kicking. 
Yet, there are some radio station 
owners and managers who are still, 
like the ostrich, sticking their heads 
in the saiuls and refusing to helie\e 
that times ha\e changed. 

The realistic station is today ped- 
dling not only its regular time hut 
"fringe time," such as Saturday and 
Sunday |ni(kages. Its local husines^ 
is better than e\cr, hut it cannot use 
thai as a \ardslick to measure what 
it can get nationally. 

Also, with some 2.r!00 >lalions in 
the nation hallling each other for every 
available dollar from all sources, a 
goodl\ |)erecnlage are falling for 
'"deals ' and cnlting prices to such a 
fantastic extent that one wonders how 
long they can exist on such volume. 

Some national and regional ad\er- 
tisers ha\c l)(>en cpjick to dc-tect certain 
(lefe< ls in rales, etc., but still are war\ 
of l)n\ing a -lation bccau-^c of price 
alone. It"> up to each >lati()n to main- 
lain thai <(rlaiu resj)ectabililv that 
is nec(>>sar\ if it wisiie^- to win and 
earn an\ appreciable amount of na- 
tional business. 

National advertisers are. after all. 
Ilie shrewdest aj)j)raisers of what sells 
"the mostest for the leaslcst" fcost- 
jier-l. (){)()) and no mailer what an\ 
station or medium claims, results are 
ihe final answer in any given market. 
Xalnrally, it takes lime for an ailver- 



tiser to find out whether he and/or 
bis agency chose the wrong media. 

lUln-ard f»f<ri;, president, Edward 
Petry & Co.: The current up-swing of 
spot radio at the national level is most 
gratifj'iiig. 

Many advertisers are rediscovering 
the extreme flexibility of this medium 
and it is their recvaluation thai has 
led to this year's upward trend. 

Spot radio's flexibility is well- 
known. An advertiser s <-ampaign can 
he geared to temperature or budget 
size; can select specific audiences or 
hammer home a seasonal appeal; ean 
work bard to "problem"' markets or 
lest a co|)y approach: can use eight- 
second annonncenienls or sponsor a 
s\ mphony. 

^ et some ad\ crtisers erect a "re- 
stricted between 7:00 and o:00 a.m. " 
sign, and creative paraKsis sets in. 
Imaginative bu)ers are instructed to 
bwome automatons. Perhajis the bjurtb 
station with the most unsatisfactory 
coverage, the most uneconomical rate 
< omes np w ith the 7:00 to (5:00 a.m. 
^pots if the belter stations are sold out 
at that time. Thus the advertiser de- 
nies himself the advantages offered by 
lh(> better stations and the basic flcxi- 
1 ility of sjjot radio. 

Buyers should know all basic objer- 
li\es of the campaign, particularly 
(lata on such things as characteristics 
of best |)()tential customers and the 
appeals which the creativ e dc|)artmcnts 
intend to utilize. Huycrs should then 
be given enough latitude to make the 



best purchase in each market selected. 
This might seem unwise to some agen- 
cies who hire trainee-clerks instead of 
seasoned buyers. However, tbcv should 
work for more sales results per ad dol- 
lar instead of only "minutes before 
8:00 a.m." 

Each market has its unplucked radio 
plum. It may be high-audience Satur- 
day spots on the top station, when 
Monday through Friday minutes are 
sold out. It may be a special after- 
noon-evening aimouneeinent package at 
"two-spots-for-the-cost-of-one'' jirice. It 
may be five-minnte newscasts at con- 
tiguous rates with no news charge. It 
may be announcements in a late eve- 
ning "Nightbeat" tvpe of program, 
rated high enough to exceed any time 
period on the "second best station." 

Th is mav be a harder wav to buy 
time. Hut if sales results arc vour ob- 
jective, the extra time spent will be 
justified. If you are going to buy ra- 
dio, look it over very carefully and 
with as few |)reconeeiv cd restrictions 
as possible. Select basic time choice 
but don t let it become the tail that 
wags the dog. One of the differences 
between a good buver and an IBM ma- 
chine is his abilitv to use judgment. 

IJoifd (ii'»rfie W'unrtl, president, 
Venard. Rintoul & McConnell, Inc.: 
The nmshrooniing of the importance 
of marketing in agency structure offers 
ojijiortunities to television and radio 
station managers whose training en- 
ables them to understand the business 
of their clients. In this developing 
phase of television and radio, with the 
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agencies increasingly conscious of the 
fact that profit, not an audience rating, 
is what the national advertiser must 
have, stations will be called upon to 
maintain closer relations with the local 
representatives of the national adver- 
tiser. The local representative may be 
a broker, a district manager, or a 
wagon man, but the importance of the 
local sales channel which operates only 
for profit for the national advertiser 
will determine an ever-increasing num- 
ber of spot campaigns. In the current 
economic situation, narrow profit mar- 
gins call for close cooperation between 
the station manager, the local sales 
representative of the national firm and 
the representatives who must interpret 
and reflect local conditions to agency 
tiinebuyers and research men. 

Tlie natural follow-through is that 
there will be an increase in national 
spot television and radio. More day- 
time and early morning television with 
emphasis on personality shows will be 
used. In radio, saturation campaigns 
will increase in number, and the na- 
tional advertiser, again following the 
example of the local advertiser, will use 
more nighttime personality shows than 
in the past. 

Joseph J. Weed, president. Weed 
Television Corp., founder Weed & Co.: 
There are excellent timebuying oppor- 
tunities in both radio and tv spot this 
fall. The flexibility of spot, the advan- 
tages of hand-picked markets for spe- 
cific and general consumer sales ef- 
forts, and circulation value of the me- 
dium all spell for huge time demand. 

The fact that this is a pohtical year 
means that spot schedules in both ra- 
dio and tv will be tighter than ever in 
many parts of the country. 

In the industry, there will be cam- 
paigning in forms not connected with 
the election. There will be, for exam- 
ple, strong campaigns of stations and 
reps to attract new sponsors, sign up 
time for new products of old adver- 
tisers, and renew old contracts (in 
many cases on increased schedules). 

So many new brand names in con- 
sumer lines were created the past year 
that there's a vast source of additional 
business that can be tackled. There's 
every indication that spot radio stands 



to show substantial gain? and not | 
merely in getting "overflow" sponsors | 
who can't be accommodated sufficient- j 
ly on local tv. Radio will be earmarked 
for more and more spots independent 
of tv campaigns, carrying special mer- 
chandising messages especially de- 
signed for the medium. 

The big task ahead this fall in spot 
tv and radio is to provide best pos- 
sible availabilities in desired markets. 

/l<f<fiii J. Yointfi, Jr., President, 
Adam Young, Inc.: In my opinion the 
best buying opportunities in spot radio 
and spot tv are as follows: 

Radio: In radio it is important to 
watch the current trends to determine 
what stations are coming to the fore- 
ground in major markets. The great 
opportunity is in seeking out those sta- 
tions which are climbing rapidly in 
audience where the management has 
not as yet increased rates to the point 
that current audience would justify. 
You will find quite a number of mar- 
kets where considerable change has 
taken place in a relatively short space 
of time. 

The surest way to make a bad buy 
is to, without checking, buy the so- 
called old reliable line-up of radio 
stations. 

After the trends are carefully 
chec-ked. the property or properties 
chosen should be thoroughly saturated 
in order: 

1. To accomplish desired results. 

2. To earn substantial discounts 
which are available by buying large 
packages. 

Television: The best buys that will 
be made tlii'; fall in television are those 
buys which are made outside of the 
peak listening hours. We all know how 
few top-rated spots are available in 
each and ever\ tv market across the 
country. It doesn't take a great deal of 
"know-how" to purchase short spots 
adjacent to top-rated network shows. 
The real "know-how" goes into the 
placement of one-minute spots in high 
rated syndicated shows, local pro- 
grams, feature films, etc. Through 
careful stud\' an agency can make 
some very good buys during early and 
late-evening hours and da) time. 




FOUR TIME WINNER 
GOLDEN MIKE TROPHY 

The Radio-Television News Club of 
Southern California honors KBIG 
for the foui-th successive year with 
its Golden Mike for 

"MOST CONSISTENT NEWS COVERAGE 
BY A LOCAL RADIO STATION." 

KBIG world, national, and local news 
is supplied by the greatest news 
gathering services: 

ASSOCIATED PRESS • UNITED PRESS 
CITY NEWS SERVICE • SIGALERT 

KBIG Newscasts are 5 minutes long, 
staff- written, edited, polished, 
listenable ! . 

There are 140 each week. Of these, 
114 are sponsored; 26 are available. 

If you sponsor KBIG News, YOU 
own a share in this Golden Mike. 

If you don't, talk it over with your 
KBIG or Weed representative. 

KBIG 

Tlie Catalina Statidn 

740 ON YOUR DIAL • 1 0,000 WATTS 

JOHN POOLE BROADCASTING COMPANY 

6540 Sunset Blvd., Los Angeles 28, Calif. 
Telephone: HOllywood 3-3205 
Nat. Rep. WEED and Company 
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A lie l ilm 

Atlantic 'I \' C orp. 
A vcry-KiicKlcl, Inc. 

B. H.D.O. 

Oforjic Rlakc Enterprises 
li.M.l. 

C;Mnhrid.:,e 'VV Center . 
CHS R.Klio Network . 
CHS rv Film . . 
CliS TV Net. 
Cornell I ilnis . 

C. P.'l.X. 

Fmir St.ir Films 
II-R 'I V Reps 
Institute i>f Radio Fngrs. 
R.itz .Xuency ... 
Keystone liroaclcnsting 
Kudner ... . 

MCA-'l \' , . 

McC.inn-l:rick?on 
Meredith (iroiip . 
Mid-Continent (iroiip 
Mid-Continent (ROW II) 
Mid-Continent (WOGY) 
Mid Continent (WlIB) 
Mid-Continent (WTIX) . 
N.it'l. Radio & TV School 

XliC Spot Sales 

Xortli Advertising . 

I'recision F'ilm 

Radi<i-'r\' Reps 

RC.\ Thesaurus 

Reeves Sound Studios 

Hal Roach 

Rollins liroadcasting 

Slenderella 

Sponsor 68, S6, 14" 

Storer liroadcastin.? 

Sunflower Network ... . . . 

Westingliouse Broadcasting 
Wilding Pictures 
World liroadcasting 
^'oung & Rubicam 
Ziv-TV 

CKL\V-'!\', Detroit 
KlilO, Hollywood 
KBIS, liakersfield . 
KCliS, S.ni 1-rancisco 
KFLO-RDLO-TV, Sioux Falls 
KFRC, Kugene 
KFAli, Omnlia 



76 
73 
"4 

267 
,3 
91 

IS4 
S2 

236-2r 
SO-Sl 
.=16-" 
S4 
.34-.^ i 
lil 
2-79 
1?3 
2S3 
19^ 
1 1 

9S-99 
22-2 ^ 
IBC 
FC 
191 
17i 
219 
22i 
38 
2S-29 
37 
89 
26? 
210-21 1 
"0 
140 
2"! 
8-9 

1=;9, I 62-1 6 ^ 
2i"l, 2>7-2^9 
66-6" 
.. ... 18? 
46-4- 
10? 
. 172-1-3 
? 

144-14? 




KF.AL, Fult..n 


202 


RC'ili, S.m Diego 


168 


ls.C;XC-T\', Amarillo 


41 


KGUL-'I\', Galveston 


133 


KlIOL-TV, Kearney, Neb. 


36 


KIF.M-TV, KBKS-'i A', Eureka 


33 


K1XG-T\', Seattle 


273 


KJFO-'IA', Fresno 


32 


KI..\C, Los Angeles 


BC 


Kl.OL, San Jose 


19- 


KI.OR-'I\', Portland, Ore. 


7? 


K.M.A, Sbenendoah, Iowa 


181 


K.MOX, St. Louis 


216-217 


K.MTV, Omaha .... ^. . 


... 167 


K.Xl'Z, Houston 


23? 


KO.A, Denver 


2S1 


KOIL, Omaba .. . 


- 213 


KOLX-TV, Lincoln 


31 


KOXO, San Antonio 


24? 


KPQ, W'enatcliee 


1-6 


KRI/,, Plioenix 


194, 19- 


KROX-TV, San Francisco 


8.^ 


KS.A.X, San Francisco 


27? 


KSD-'I V, St. Louis 


96 


KSFL, Lubbock 
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KSl-'O, San F'rancisco . .. 


227 


K SI S llf I ike Citv 


200 


K ^'I V Stfirlctnn 


202 
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K. ^ 1 1 ll \; ^» n r\ r t 


20? 


K. 1 T A Ano'f'IfC 


48 


rs. \ \ rs. VV J i .i^iiu cud 


1 96 


WAFB-TV, Baton Rouge 


1.^1 


WALB-TV, Albany, Ga. . 


44 


WAMS, Wilmington . 


194 


WAOK, Atlanta 


202 


WAl'l-WABT, Birmingham 


269 


W \\'E-TV, Louisville 


28- 


WBAP-TV, Ft. Worth . ... 


160 


WHNS-TV, Columbus ... 


93 


WBRZ-TV, Baton Rouge 


30 


WBT, Charlotte 


14 


WCliS-TV, New York 


71 


WCCO, Minneapolis 


24- 


WCCO-TV, Minneapolis 


11" 


W DAY-TV, Fargo 


2?2 


WE.\R-T\', Pensacola 


84 


WKHT-TV, Henderson 


24 


WFRF., Cleveland 




\\ r.'\.\, Dallas 


1 T 
1 Z 






WI BL, Syracuse 


22 1 


WFliM-TV, Indianapolis 


8- 


WGAR, Cleveland . . 


239 


WGR-TV, Buflalo 


129 


WIIBQ-TV, Mempliis 


123 


WniO-TV, Dayton 


107 



WHO, Des Moines 19? 

\\HTX-1\', Huntington 39 
WIBG, Baton Rouge . .182 

WIBR, Baton Rouge 182 

WIBW, Topeka . _ 243 

WIXN, Louisville 233 

WIXS, Xew York 117 

WIP, Philadelphia _ 229 

WISC-TV, Madison 42 

WISN-TV, Milwaukee - 28? 

Wl'FX-TV, Washington, X. C. 119 

WJ MR-TV, Xew Orleans ... 92 

WJHP-T\', Jacksonville 12? 

WJTV, Jackson . . -4 

wjwL, Georgetown, Dela. 286 

WKAP, AUentown 203 

WKJG-T\', Ft. Wayne 90 

WKMI, Kalamazoo . . 26? 

WKXB-'I V, W. Hartford 121 

WKZO-T\', Kalamazoo .. 110 

WLIL, Lenoir City . .. 197 

WLOL, .Minneapolis 187 

W'M.W, Springfield, 111. 178 

WMC'F, Memphis 95 

WMR'^-KCIJ, Xew Orleans 206 

WX AC-TV, Boston 7 

WXAX, ^'ankton ... 179 

WXCT, Greenville 127 

WXF.M-TV, Bay City 69 

WXIIC-TV, Xew Haven 11? 

WOKV, Milwaukee ... 10 

WOLF, Syracuse 21 ? 

WOPA-KXEL, Oakland Park, 111. 186 

WOWO, Ft. Wayne . 201 

WPDQ, Jacksonville . 174 

WPRO-TV, Providence . . . 4? 

WPTZ-TV, l>biladelphia ... 13? 

WQXR, New York . 180 

WRCV-TV, Philadelphia . . . 109 

WREN, Topeka - 192 

WREX-TV, Rockford SI 

WRGB (WGY), Scbencctady .._ 72 

WSAI, Cincinnati .... 231 

WSBT-TV, South Bend . 9l 

WSJS-T\', Winston-Salem — 65 

WSJV-T\', Elkhart, Ind. .. _ _ 40 

WSPD-T\', Toledo 85 

WSUX-TV, St. Petersburg 64 

WTCX-T\', .Minneapolis . . S8 

WTIC, Hartford 177 

WTOC-T\', Savannah S2 

WVF;C-TV, Xorfolk 72 

WWJ-'FV, Detroit 100 

WWRL, Woodside, X. Y. 290 

WW\'A, Wheeling _ 249 

WX EX-TV, Richmond I EC 

WXLW-KSO, Indianapolis 27" 

^''\VZ-T\", Detroit 26^ 



LET OUR LOCAL SPONSORS TELL 
THEIR STORIES 

Lubbock Auto Co.: 

"Local radio that REALLY sells!" 
Holsum Baking Co.: 

"Gives BIG reach in our market!" 
American State Bank: 

"Gets more auto radios for our Auto Bank messages!" 
Underwood's: 

"Brings Customers in for our tasty Bar-B-Q!" 



Notional Representative 
WM. G. RAMBEAU CO. 
New York, Chicago, Minneapolis, 
Los Angeles oncJ San Francisco. 

Southwestern Representotivo 
CLYDE MELVILLE CO. 
Dailos, Texas 



"MOST LISTENED TO STATION 
ON THE SOUTH PLAINS" OF TEXAS 
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There's a best Bu,V '^ih/ev^ry-.^irfar Decision- 
makers select as bollc the Meredith Stotion in 
Kansas City, Syracuse, Phoenix and Omaha. 

>\ You have the benefits of audience loyalty and 
maximum penetration on the Meredith Stations. 

You are partners for more help for more sales 
with the Meredith Stations. 
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JOHN BlAie 1 CO BlAie IV INC 



MEREDITH cuid lejU^AUuut STATIONS 

affiliated with Bttter HumBS and Gardens and Successful Farming magazines 




everylDody-- 



BUT EVERYBODY 
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on your dial 




National advertisers 
rely on klac 

Local advertisers 
insist on klac 

Results prove 
klae leadership 
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Los Angeles 

The greatest 
sales impact 
ever put together 
on one 

Radio station. 



M. W. HALL, president-general manager Felix Adams, general sales manager represented nationally by Adam Young, Inc. 



